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Newspapers 


Rough Proofs 


Martin Kennelly was elected 
mayor of Chicago a few weeks 
ago, but that was before the Cubs’ | 
Bill Nicholson hit a home run 
with the bases loaded against the 
world champion St. Louis Cards. 


"Business Is Local’ 
Plan Gets Results, 
Says ANPA Bureau 


(Other ANPA convention stories 
appear on Pages 4, 8, 65, 70 and 
71.) 

NEw YorK—All-time records in 
both national and total advertis- 
ing were achieved by the coun- 
try’s newspapers in 1946, the gov- 
erning board of the Bureau of 

-, | Advertising, American Newspaper 
Downs source says that a solid Publishers Association, told the 
phalanx of shrewd bettors will lay | ANPA 1 ti h 
their money on Eddie Arcaro. -ggeraneg "he y-eingppsntne guetta 
|last week in its 34th annual re- 
yw a | port. 

W. Atlee Burpee has found that National advertising, the bureau 
a beautiful flower makes a better! estimated, totaled $270,000,000, 
seed catalog cover than a vege- as compared with $232,000,000 in 
table. There are pin-up girls even | 1945 and $260,000,000 in 1929. 
in Horticultureland. | Total advertising rose from $722,- 
' 000,000 in 1945 to $898,000,000 in 
1946—and was $51,000,000 higher 
than in 1929. 


Cites New Records 


Roy D. Moore of Brush-Moore 
Newspapers, board chairman, who 
signed the report, pointed to “two 
facts of unmistakable and his- 


a A | 

The Cards beat the Boston Red 
Sox in the world’s series last fall, 
thus becoming the nation’s heroes 
for six months. But the other 
National League clubs don’t seem 
to have read their clippings. 


A 


Discussing prospects for the 
Kentucky Derby, a Churchill 


\ a om 
The old-fashioned statesman 
who used to hope that ultimately 
he would have a Pullman car) 
named for him now has a daughter | 
whose chief ambition is to have a 
new and wonderful flower bear 
her name. 
v v v 


Hits $898,000,000 Peak 


Ad Volume 


Leading 1946 
Advertisers 
in magazines, farm publi- 
cations and radio networks, 
with a page of charts. Eight 
pages of complete indivi- 
dual listings, beginning on 
Page 44. 


Premium Era Seen 


Despite Shortages © 
and Price Rises 


. Recession Here, 
Says Industry 
as Orders Mount 


AFL Maps First 
Big Ad Campaign; 
May Use $1,500,000 


Cuicaco—Despite price rises in WASHINGTON —The_ executive 
the premium industry of 30% to|council of the American Federa- 
50%, sharply increasing demand |tion of Labor voted Tuesday to 
for premium items plus greater “rally its entire membership” be- 
availability of merchandise prob-| hind a national newspaper and 
ably will bring, in 1948, the billion | radio campaign against the en- 
dollar annual premium sales that; actment of “repressive and 
the industry has hopefully antici-| strictive union bills” 
pated since World War II. Pre- | before Congress. 
war sales volume was approxi-| The campaign, the union’s first 
big venture into advertising, will 


re- 
currently 


mately $500,000,000. 

Exhibitors and buyers at the| be backed by a kitty of “at least 
/14th annual National Premium $1,500,000.” The copy is to be 
ltspesition, held here April 21-24,| prepared by the AFL, but will be 
told AA that the much feared|placed through an advertising 
_ business recession appears to be! agency yet to be selected. 


Bunk,’ Says Adman 
fo Agency Cry of 
Vanishing Profits 


Ought to Be Making 
Best Profits Ever, 
Is Buyer's Opinion 


New YorK—Advertising agen- 
cies which are finding it diffi- 
cult to keep their operations in 
the black get no sympathy from 
at least one advertising manager 
—a man who administers an an- 
nual budget running well into 
seven figures and whose reaction 
to the agencies’ tales of woe is: 
“Baloney!” 

“Tf large agencies aren’t making 
big profits these days it must be 
either because they’re’ poorly 
managed or because of the overly 
fancy salaries paid to creative 
and contact people—salaries 
| which frequently exceed those of 
|top executives in advertisers’ or- 
| ganizations,” says this advertising 
| executive, who insists on remain- 
|ing anonymous but who told Ap- 
| VERTISING AGE he couldn’t resist 
| answering some of the “hard luck” 
| stories of agencies. 


Rough Proofs has joined the 
general inquiry as to what’s the 


paper industry in North America” large extent is responsible for the 


toric significance to the news-/| well under way already, and to a’ 


In planning the camp2?*sn, the | it may nof be quite as easy 


executive council expected to col- | f° get rich quick in the agency 


matter with radio. Among the | ended Feb. 28: 

small fry the principal complaint | “1. In no other year has the 

is that the Lone Ranger is on the | collective selling effort of news- 

air only three times a week. | papers on the national front been 
| so fully organized, so aggressively 

|strong, so broadly supported. 

| Newspapers are on the march. 


~ FF 
Glamour says that the Girl- 
Whig pa wish | = Ge eee yor. . . Os 
they could be a che’ll vl y with national advertisers invest more 
her job ° lof their dollars in newspaper 
; space than in 1946. And this all- 


he \time high was reached despite 
Manufacturers of small planes | newspapers’ 


are wondering what’s become of | 
those thousands of ex-aviators 


. . national business because of | 
who were going to fly their own | newsprint shortage.” 
ships after the war. In this first full year of its 
. expansion plan, the report 


An insecticide manufacturer is | Showed, the bureau has recruited 
going to put on a test campaign in| “by far the biggest sales force at 
New Jersey this summer. Looks | work for any medium. .. Hun- 
as if the well earned reputation of dreds of able newspaper sales- 
the Jersey skeeter is still intact. | men—cooperating individually or 
through the Newspaper Advertis- 
ing Executives Association or the 


Aer : American Association of News- 
predicting that the Hooper girls| paper Representatives — have 
would get a vacation in the event played a part 


ot a phone strike. By an interest-| Regional and state groups also 
ing coincidence, they don’t. ‘have helped. 


a i Sees Budget Assured 

One of the saddest aspects ofthe Mr. Moore pointed out that the 
housing situation is that profes-| new financing basis (AA, April 7) 
sional ball players are having “should provide the $1,000,000-a- 


Just as much trouble getting a (Continued on Page 69) 
roof over their heads as people. 


who have never learned how to! 


Steal home. | Stinkos 


in copy not relished 
by ‘The Creative Man’, 
Page 39. Other features: 


| Ad-Libbing 12 


7,  ¥ 
Rough Proofs was in error in 


, a a 


Gladys the beautiful reception- 
says that one way to reduce 
the divorce rate might be to pro- 
Vide every pair of newlyweds 
with a Cory glass coffee brewer. 


covered in 1799, had to wait until | Goiting Persone! 


1 ; | Inf tion for Advertis 
‘947 to have articles about it ap-| * Washington ae 


pearing in Holiday and ADVER-| Photographic Review 63 
TISING AGE the very same week. Private Lines . 
| Rough Proofs 


Copy CuB. | Voice of the Advertiser 


which marked the bureau’s year | increased demand for premiums. 


unavoidable refusal | 


of millions of lines of additional | 


in the progress.” | 


4 


| Advertising Market Place 54 
Se | Department Store Sales 4 
Mammoth Cave, which was dis- | Editorials 12 


lect “not less than 15 cents” from 
Randolph Brown, publisher of| each of its 7,500,000 members. 

Premium Practice and Business | 
Promotion, said that use of pre-| 
miums has tripled since Jan. 1,| A five-man committee consist- 
1947. | ing of AFL President William 
| Meanwhile, hundreds of buyers|Green; Matthew Woll of the 


Committee in Charge 


\flocked to the displays of 130 | Photo Engravers; David Dubinsky | 


|exhibitors, 15 more than the 1946 of the Ladies Garment Workers; 
show, to see probably the most|George Harrison of the Railway 
elaborate premium item display to; Clerks and George Meany, AFL 
'date. Hopeful that they would be | secretary - treasurer, will be in 
|able to break away from an allo-| charge. 

cation system of supply by the| The executive committee con- 
end of 1947, suppliers at the show |siders the “educational and pub- 
were in most cases able to prom- licity campaign” part of an “all- 
ise quick delivery. At the 1946) out war” against those who are 

(Continued on Page 67) (Continued on Page 65) 


Last Minute News Flashes 


‘Starts Drive for Electric Floor Conditioner 


New YorK — General Floorcraft, Inc., is starting fts first postwar 
campaign for General T-12, electric home floor conditioner, which 
| retails for $69.50, in the This Week section of the New York Herald 
Tribune and in three California dailies. The campaign, under a 
greatly increased budget, is scheduled to expand to national maga- 
| zines and newspapers across the country as fast as the company gets 
| delivery of motor parts. Lee-Stockman, Inc., is the agency. 


Red Rock Cola Starts National Advertising 


ATLANTA—Red Rock Bottlers, Inc., plans to launch its first national 
advertising of Red Rock cola with initial copy in the May 5 Life. 
Business papers also will be used during May to add franchised op- 
|erators in markets not now covered. The company has franchised 
| bottlers in 46 states, Mexico, Canada, Cuba and parts of South Amer- 
_ica. Roy S. Durstine, Inc., New York, is the agency. 


|Gorton Named Head of Swaney’s Detroit Office 

Detroitr—M. T. Gorton, for the past year sales promotion manager 
|of Kaiser-Frazer Corporation, has resigned to become manager of the 
Detroit office of Swaney, Drake & Bement. He will work closely with 
Austin F. Bement, with whom he was formerly associated, in handling 
the agency’s Detroit operations. 


‘Ramey Named to Direct Bakers’ Promotion 
Cuicaco—S. T. Ramey, during the war manager of the advertising 


64|and sales management department of the American Institute of 
12| Laundering, has been appointed director of promotion for the Ameri- 
40| can Bakers Association’s new three-year $1,500,000 promotional pro- 


gram (AA, March 17). Other specialists in advertising, public rela- 


| tions and research are still to be added to the program staff. 
58 


(Additional News Flashes on Page 71) 


business as it was in the booming 
’20s, as Mr. Vir Den, president 
of Lennen & Mitchell, complains, 
| but from a money-making stand- 
| point the big-agency business still 
|looks mighty lush to the low paid 
jhelp in advertisers’ organizations 
| where all the bills are paid,” says 
'this adman. “The same can’t be 
|said, however, of the smaller 
| agencies. : 


} 


‘Sounds Incredible’ 


“To many national advertisers 
\this yelp about ‘small profits’ in 
| big agencies sounds absolutely 
| incredible,” he told AA, “and it’s 
|high time some one challenged 
|these claims, which sound sus- 
piciously té me like propaganda 
| preparatory to saddling adver- 
|tisers with increased commission 
charges, or giving them even less 
|service than many agencies are 
| now rendering. 

“After having been in the ad- 
| vertising business for many years, 
| including working for agencies, 
|media and national advertisers, 
|it strikes me that agencies in 
| general and large agencies in par- 
\ticular should be making more 
money today than ever before— 
for at least five specific reasons. 

“First is the tendency toward 
package radio shows, which has 
grown so much in recent years. 
This type of set-up, as some 
forthright agency men have ac- 
knowledged in AA’s columns, re- 
sults in agencies making more 
money from radio for less service 
rendered. With a typical package 
show, an agency does little more 
than write commercials in re- 
turn for the income resulting from 
commissions on time charges, plus 
the commission added to program 
production costs. 


Commissions on Expenses 


“And as the radio ‘packages’ 
are even coming to include direc- 
tion of the show as well, the agen- 

|cies are not only saddling the 
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advertiser with expenses which | 


they formerly bore themselves, 
but are getting commission on the 
directors’ salaries which have 
thus been transferred to the ad- 
vertiser! 

“Second, many large agencies 
make up a single ad and run it in 
as many as 10 or more national 
magazines with a total space cost 
of $150,000 to $200,000 for the 
single ad. This means that the 
agency receives from $20,000 to 
$30,000 in commissions for pre- 
paring a single ad—plus commis- 
sions. added to artwork and me- 
chanical production expense. For 
preparing a single ad $20,000 or 
$30,000 most certainly ain’t hay! 
And much the same thing is true of 
many newspaper campaigns. As 


the HOSIERY Industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively | 


KNIT GOODS WEEKLY¢ 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


an example, take a look at the 
Lucky Strike ad with the farmer 
holding the tobacco leaf. Good- 
ness knows how many magazines 


|this has run in—or what the total 


commissions are! 
Automatic Increases 


“Third, agency income has been 
increased automatically in recent 
months with the very sizable in- 
creases in media rates, produc- 
tion costs, etc. In fact there prob- 
ably is no other business which 
has its income automatically in- 
creased in this way without the 
necessity of increasing its own 
rates or charges! These increased 
agency earnings, resulting from 
higher media rates and production 
costs, should keep pace with the 
agencies’ mounting pay scales. 

“As a corollary of this point, 
the agencies are also the only 
business which benefits directly 


|from union wage increases. Every 


time AFRA, AFM, or the graphic 
arts unions get more money the 
agencies also automatically get 
more. What other business is 
there which automatically bene- 


fits from increased union pay? It 
must be wonderful! 

“Fourth, a recent agency writer 
complains that agencies are not 
uniform in their commission poli- 
cies. This may be true, but the 
tendency is for agencies to add 
15% to every charge—especially 
in large agencies where the prin- 
cipals can’t be bothered to check 
the bills as they go out. Fre- 
quently, the only way for an ad- 
vertiser to avoid paying the 15% 
on items he feels are not fairly 
commissionable is to have bills 
for any such production sent di- 
rect to him and not through the 
agency. 


15% on Penalty Charges 


“Some agencies even add 15% 
to penalty charges, such as over- 
time on engravings and extra 
charges made by publishers when 
plates arrive late. Sometimes 
these delays are the agency’s 
fault, but even when they’re not 
they surely don’t entail any extra 
out-of-pocket expense for the 
agency which would justify add- 
ing a commission to these pen- 


alties and thereby increasing the 
burden which the advertiser must 
bear. 

“A much more important type of 
penalty expense to which some 
agencies add 15% commission is 
the retroactive pay increases 
granted radio actors or musicians 
from time to time. As this repre- 
sents nothing more than an added 
penalty to the advertiser, for 
which no increased service was 
given by the agency, it seems 
very unfair. 

“Fifth, many agencies render 
very little non -commissionable 
service, and this, surprisingly 
enough, is true of some of the 
largest. Of course there is no uni- 
formity in this respect but some 
agencies render little more than 
‘copy and layout’ service, spend- 
ing a minimum on research or 
merchandising services for the 
advertiser. 


Sees Some Dangers 


“In AA’s March 24 issue, Mr. 
Vir Den pleads for better cost ac- 
counting in agencies, which is a 
good thing in any business or- 


DOORS ARE CLOSED TO YOU [JNIT FSS 


Important doors, behind which live im- 
portant people, the Hometowners of eleven 
Western States. They out-number the dwellers 
in the 6 largest cities nearly 3 to 1! 


Vitally important to you if you have any- 
thing to sell that people ride in, eat, drink, or 


wear. Because, these Hometown people account 


for 24 of the total retail sales in this great 
western trading area. They should. Actually, 
they number more than 11,225,000! 


Yet, 2 out of 3 of their doors are closed to 
any newspaper advertising that doesn’t appear 
in their Hometown Daily Newspaper. 


Mighty good salesmanship to get ac- 
quainted with these Hometowners. Mighty 
good way to get acquainted through their 
favorite daily newspaper, the one the whole 
family reads. No other advertising medium 
swings open those doors as effectively as the 


Hometown Daily Newspaper. 


Over 90% of the 5,687,000 total circulation of all daily newspapers in the eleven Western 
States is confined to the city and the retail trading zones in which they are published. 
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For complete information write to 


Hometown Daily Newspaper Publishers— 625 Market Street, San Francisco 5, California 
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Beginning At Once—a new convenience on the C & 0 


NO TIPPING 
of any C&0 employee" 


NO TIPOINS IN CAO DINERS — TH 
(SERVCE © COURTEOUS ANO FREE 


MO Tees THE PORTERS CEO 
COMME TGR SERVICES AE REL 


CHESAPEAKE & OHIO RAILWAY sess som, csmnsoe « one 


NEW RULE—Chesapeake & Ohio Rail. 

way ran this large-space copy in news. 

papers April 14 to explain its no-tipping 
policy (AA, April 7). 


ganization. However, it has dan- 
gers in the agency business be- 
cause when an agency account 
man is put strictly on a ‘the less 
your clients cost us, the more we 
can pay you’ basis, there is a 


definite temptation for him to be 


a little tight-fisted in his dealings 
with clients — sometimes passing 
up obvious service opportunities 
even to the extent that the client 
notices the tendency and gets 
restive. This is most apt to be 
true in the case of long-estab- 
lished ‘house accounts.’ ” 

Does anybody want to get into 
the fight? AA will even be glad 
to provide anonymity, as in this 
case, provided the identity of the 
debater is revealed to the editors. 


Brick Firm Reorganizes 


Management Control 


A. P. Green Fire Brick Com- 
pany, Mexico, Mo., has announced 
the reorganization of management 
control into six major divisions: 
Sales, affiliate and subsidiary com- 
panies, manufacturing, procure- 
ment and properties, finance, and 
industrial relations. 

Herbert B. Plunkett becomes di- 
rector of sales, Arthur D. Bond, 
director of affiliate and subsidiary 
companies, Lester J. Miller, di- 
rector of manufacturing, Neal S. 
Wood, director of procurement 
and properties, D. H. Kreutzer, 
director of finance, and Walter G. 
Staley, director of industrial re- 
lations. All are vice-presidents 
and members of the board. 


Promotes Premium Offer 


Robert Smith Mfg. Company, 
Los Angeles, is offering an 11- 
piece doll house furniture set as 
a premium with each Nylon Dip 
box top plus 50 cents. Promotion 
of the offer has been launched 
nationally, as well as in several 
foreign countries. 


GREENWICH 
LEADS! 


In Greenwich, Conn. 
(34,000 Population) 


$9,204,000 


was spent in 1945 for 


FOOD 


(Bource—1946 Sales Managemen® 
This Market 
Deserves Your 
**A”’ Schedule 
In 


Greenwich Time 
“Tait De tot eee 
Nationally Represented by 
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SPORT SCORES 


Here’s just a pair—only 2—short shorts on SPORT’s 
ability to make sales for its advertisers at a profit. 


A. S. BARNES (Publisher of books on 
sports) ...“mail order department 
had to be re-arranged after 
advertising in SPORT, to 

handle all the new orders.” 
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INTERNATIONAL CORRESPONDENCE 
SCHOOLS .. .“test page in October 
issue so successful, ordered 5 pages 
during first 6 months of 1947.” 


NO OTHER MAGAZINE 


COSTING 25¢ (OR MORE) 


*K 


WHICH REMINDS US ~ 


In its first 6 months, SPORT passed 425,000 newsstand. 


Is that good? TRUE, for example, was averaging 93,000 
newsstand sales one year after it was established. 
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Elder Names Westheimer 


Elder Mfg. Company, St. Louis, 
manufacturer of Mark Twain 
shirts and Tom Sawyer clothes 
for boys, has placed its advertis- 
ing with Westheimer & Co., St. 
Louis. 


WHP Names Bolling 


Station WHP, Harrisburg, Pa., 
has appointed Bolling Company, 
New York, as its representative, 
effective July 1. 
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Economy Drive 
Threatens State 
Dep't Broadcasts 


WASHINGTON—State Department 
information broadcasts to all parts 


lof the world faced a life and 


‘death struggle this week, after it 


became known from reliable 
sources that the House appropria- 
| tions committee will deny the 
| $25,000,000 needed for continued 
| operation after June 30. 

The decision leaked from be- 
hind closed doors of the ap- 
| propriations group just as Assist- 
j;ant Secretary of State William 
|Benton was appearing before an- 
other Congressional group which 
| was investigating “cultural diplo- 
macy.” 

Mr. Benton promptly warned 
that all U. S. shortwave broad- 
| casting may come to a halt if gov- 
|ernment support is withheld, and 
|that our share of the shortwave 
/channels may be converted into 
jaircraft radio channels for the 


Army and Navy. 

Only a few weeks ago he asked 
|Congress to establish a quasi- 
|governmental International 
| Broadcasting Foundation to take 
'shortwave broadcasting outside 

the framework of the government 
(AA, April 7). 


CBS Shifts Shows 


R. J. Reynolds Tobacco Com- 
pany’s “Bob Hawk Show,” heard 
on CBS Mondays from 7:30-8 
p.m., EST, will be moved to 
10:30-11 p.m., same evening, ef- 
fective April 28. The show’s pre- 
vious slot will be filled by “Win- 
ner Take All,” a CBS sustainer 
also aired across the board - at 
3:30-4 p.m., EST. The network 
has moved 


“Romance,” a_sus- 
tainer, into the 7:30 p.m. Wednes- 
day spot vacated by “Ellery 
Queen.” 


Joins Interchemical 

Cye Landy, formerly with John 
Wanamaker, New York, has 
joined the trade sales division of 
Interchemical Corporation, Fair 
Lawn, N. J., as advertising man- 
ager. 


Parker Watch Launches 
New Ad Campaign 


Parker Watch Company, New 
York, has launched a campaign 
which will ‘continue throughout 
the year, using an expanded maga- 
zine schedule including Collier’s, 
Cosmopolitan, Motion Picture, 
Movie Story Magazine, The Sat- 
urday Evening Post and True 
Confessions. 

In addition, a series of ads has 
been planned for newspapers in 
14 major markets. A merchan- 
dising program has been created 
and is being offered to its deal- 
ers without charge. Peck Adver- 
tising Agency, New York, handles 
the advertising. 


Starts New Pearl Drive 


American Pearl Company, 
Providence, R. I., manufacturer of 
Velva pearls, has launched one 
of the largest national campaigns 
in its history, using color copy 
monthly in Charm, Glamour, 
Mademoiselle and Vogue, plus 
black-and-white trade  publica- 
tion copy. The campaign features 
various well known Hollywood 
stars wearing Velva pearls. 


AND HOW 
MILWAUKEE 


The brand new 1947 edition of The Milwaukee vuuruai 


WHAT, 
WHERE 


Consumer Analysis is your “how” book in this market. 
Here’s how Milwaukee buys foods, soaps, toiletries, 
beverages, home equipment—dozens of products. 
Here’s how Milwaukeeans live, work and play—ac- 
curately tabulated for you, as an advertiser, to use in 


understanding and reaching them as potential cus- 


tomers . . . customers, incidentally, with an effective 
buying income in Milwaukee county last year totaling 


more than $5,000 per family, nearly 50% over the na- 


BUYS! 


Phone, wire or write for your copy. 


New 


Tork 


Secu. Len 


Market and Methods 


Foods 


Soaps 


Toiletries 


Beverages 


Homes and Equipment 


Chicago 


General Habits 


Los Angeles 


tional average! Here’s how they listed preferences by 
brands and place of purchase in accurate response to 
America’s oldest and most widely recognized continu- 
ous consumer survey. The Milwaukee Journal Con- 
sumer Analysis of the Greater Milwaukee Market is 
the twenty-fourth comparative report since 1921. 


Represented Nationally by O'MARA & ORMSBEE, INC. 
Detroit 


San Francisco 
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ANPA Report Hits 
at Proposed Rise 
in Postal Costs 


New York—The proposals of the 
Post Office Department and H.R. 
2408 (the Rees bill) were the 
subject of a critical report by 
the postal committee of the Amer- 
ican Newspaper Publishers Asso- 
ciation at the ANPA annual meet- 
ing last week. 

The report recalled the many 
criticisms of the “subsidy” ac- 
corded newspapers by the second 
class mailing privilege, and cen- 
tered its fire on the report by 
Charles A. Heiss (AA, March 31), 

The Heiss report found the 
deficit caused by second class 
handling to be “indefensible,” and 
pointed out that while the news- 
paper was the only method of 
mass communication 70 years ago, 
radio, telephone and _ television 
have now entered the field and 
“the dissemination of news is no 
longer a strictly newspaper func- 
tion.” 


Service, Not Subsidy 


Attacking the conception of sec- 
ond class as a subsidy, the report 
declared in part, “the postal serv- 
ice is in fact a service. It is not 
a service designed for newspapers. 
It is a service rendered by the 
people’s government to the peo- 
ple. And it is the people who 
are entitled to their newspapers 
and who insist on having their 
newspapers. .. This is evidenced 
. . . by circulations (which) in 
1946 reached a peak of something 
around 50,000,000 daily.” 

The committee carefully  es- 
chewed any idea that it had op- 
posed the rate increase on selfish 
grounds. Its opposition is based 
“on the broader grounds that it 
is uneconomic—that it is bad 
business — that not only will it 
not produce the desired revenue 
but will result in still further de- 
creasing revenues without mate- 
rially decreasing costs of opera- 
tion.” 

The report pointed to the sug- 
gestions of some members of 
Congress that proper cost ac- 
counting be made for the various 
services. This would mean that 
/all revenues derived from each 
class would be credited against 
the actual cost of performing 
those services incident to the 
class. The report states that if 
;such an accounting procedure 
were adopted, in the committee's 
|opinion, “this so-called deficit 
| charged each year to second class 
would prove but a negligible fac- 
tor.” 


GM Ups MacDonough 

William A. MacDonough, as- 
| sistant sales manager of the home 
appliance department of Genera! 
| Mills, Minneapolis, has been ad- 
| vanced to sales manager. 


Leininger Joins Ross 


William Leininger Jr., formerly 
in the Detroit office of Campbell- 
Ewald, has joined the copy staff 
of Ross Advertising Agency, St. 
Louis office. 
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National aa vertising Agency Network Members 
With An Annual Volume of $17,417,000.00* 


byw eI 


INCREASED EFFECTIVENESS 


Cedar Rapids, lowa — Ambro Advertising Agency 
Chattanooga, Tenn. — The Purse Company 
Chicago, Il. — C. Franklin Brown & Company 

Cleveland, Ohio — Carr Liggett Advertising, Inc. 
Denver, Colo. — Curt Freiberger & Company 


Des Moines, lowa — N. A. Winter Advertising 
Agency, Inc. 


Detroit, Mich. — Witte & Burden 
Fort Wayne, Ind. — Louis E. Wade, Inc. 
Fort Worth, Texas — Albert Evans, Advertising 
Grand Rapids, Mich. — Webber Advertising Agency 
Hartford, Conn. — Julian Gross Advertising Agency 
Kansas City, Mo. — Carter Advertising Agency, Inc. 
Los Angeles, Calif. — Lee Ringer, Advertising 
Marion, Ohio — Howard Swink Adv. Agency, Inc. 
Memphis, Tenn. — Merrill Kremer, Inc. 
Milwaukee, Wis. — Hoffman & York, Inc. 
New York, N. Y. — Hazard Advertising Company 
Peoria, Ill. — Mace Advertising Agency, Inc. 


Philadelphia, Pa. — The Roland G. E. Ullman 
Organization, Inc. 


Saint Louis, Mo. — Oakleigh R. French & Associates 
San Francisco, Calif. — Garfield & Guild, Advertising 
Syracuse, N. Y. — Flack Advertising Agency, Inc. 


Tulsa, Okla. — Stanley J. Ehlinger Advertising 
Associates, Inc. 


Utica, N. Y. — Fred D. Stevens Company 

Washington, D. C. — Henry J. Kaufman & Associates 
Wilmington, Del. — John Gilbert Craig, Advertising 
York, Pa. — J. G. Kuester & Associates, Inc. 


IN ADVERTISING 


When you place your account with a member of the National 
Advertising Agency Network, you have at your call the services 
and experience of 26 additional advertising agencies. Each of 
these advertising agencies is located in a strategic marketing area 
— and provides ‘‘stand-by’”’ services to be used as you need them. 


For quick surveys.of market conditions or industry practices, 
the facilities of the National Advertising Agency Network are 
ideal. This network of agencies is a reliable source of accurate, 

unbiased reports and exceedingly helpful case histories — prob- 

ably in the exact field of distribution in which you are interested. 


When you want authentic, dependable market information 
or media analysis, you get data from qualified specialists who 
live in and know intimately the market area in which member 

agency is located. 


One outstanding advantage of NAAN service is the fact that 
member agencies handle accounts in all phases of distribution 
—manufacturers, wholesalers, retailers and service organiza- 

tions — thus providing a laboratory for testing and checking 

consumer attitudes and selling techniques. 


For broader, more comprehensive, more effective advertising 
service call in your nearest NAAN member. 


NATIONAL ADVERTISING AGENCY NETWORK 


Oakleigh R. French, Managing Director 4235 Lindell Blvd., St. Lovis 8, Mo. 


*Here’s how the advertisers’ budgets were invested: 
eee ee ee ee a ee 


OR te ct et tw eo +e ee 
Pee Pee wt Cee 793,000 
General Magazines ............ 1,562,000 

Business Papers ............ . 3,338,000 
Transportation and Outdoor ....... 590,000 
Miscellaneous ............. +. 93,130,000 


Special Services. ........+.424 ++. 4,013,000 


7 
s of the 
id H.R. 
re the 
ort by 
Amer- : . 
; Asso- 
1 meet- 2 
» Many ay 
y” ac- 
second ; 
id cen- "A 
ort by ™ " 
‘ch 31), - 
1d the . 
1 class aad - 
ee 
| a 
: Y- 
: 
- N AT 10 NAY . 
Dh yh a ee p 
ship K 
ry | NE TWO 
me ‘ s Z é ; . 


Mutual Raises Two 


Harold Coulter, who joined Mu- 
tual Broadcasting System in 1943 
and recently has been assistant 
manager of the promotion depart- 
ment, has been named director of 
Mutual promotion. Richard J. 
Puff, who joined the network as 
chief statistician in 1942 after 
working with Crossley, Inc., and 
the Cooperative Analysis of 
Broadcasting, has been named di- 
rector of research. 


SS SS 


duper-glo 


wR! 


7 4 


° \ 
. OMNI REALS, 


Ask for | CARDY-LUNDMARK CO. 
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| ministrative responsibility for the 
23 year-old agency. 

Mr. Lennen, who founded L&M 
with the late J. T. H. Mitchell in 
1924, will devote his entire time 
to the creative phase of the busi- 
ness under the new alignment. 
Mr. Lennen became president of 
the agency in 1930. 


Vir Den Named 
L&M President 


New YorK — Ray Vir Den was 
elected president of Lennen & 
Mitchell last week, succeeding 
Philip W. Len- 
nen, who became ca 
chairman of the i ‘lee 
board. 7 

Mr. Vir Den §@ 
joined Lennen & 
Mitchell in 1930 
after a career in 
Wall Street, and 
was named ex- 
ecutive vice- 
president in 
1945. Under the 
new setup, the 
agency said, he will have full ad- 


G-E Signs Comedy Show 


General Electric Company has 
signed “The Tales of Willie Piper” 
,|on the American Broadcasting 
}| System for its lamp division. The 
_| time slot and the starting date of 
.| the series have not been set, but 
‘|the program—on a_e sustaining 
basis—is now heard Sundays at 7 
p.m., EST. Batten, Barton, Dur- 
stine & Osborn, New York, is the 
agency. 


Ray Vir Den 


FIC’s Mason Calls 
for More Industry 
Control of Trade 


Cxicaco—Commissioner Lowell 
Mason chided his fellow FTC 
members here Tuesday for not 
wholeheartedly carrying out “the 
plan suggested by President Tru- 
man and approved by Congress” 
for industry-wide conferences on 
trade practice procedures. 

Commissioner Mason, who spoke 
before the National Wholesale 
Druggists’ Association, also criti- 
cized manufacturers for failure to 


THE NEW YORKER goes to St. Louis, Missouri 


DOUBLE SCOOP VANILLA, or single scoop chocolate, every 
ice-cream cone addict should keep a shrine in his heart for 
St. Louis where the first cone was born in 1904. Many other 
treats come from St. Louis (some bearing foam). And certain 
treats go to St. Louis, notably 2,580 copies of THE NEW 
YORKER each week. Pedigreed St. Louisans pass their copies 
around to the tune of 15,480 readers. 


A KICK IN THE PANTS was merely a cordial greeting con- 
ferred on passing strangers by a banjo-playing, one-time 
mayor of St. Louis. This custom does not persist, but cordiality 
reaches its fullest flower in St. Louis’ comfortably luxurious 
homes, In the upper-crusty suburb of Clayton, where one in 
every sixteen families subscribes to THE NEW YORKER, folks 
are so hospitable they’ll even lend you last week’s issue. 


BOOM! BOOM! goes the Artillery Plant in the Plant Curios- 
ities House of Shaw’s Gardens—and another careless bank 
director bites the dust. This alarms us, because so much 
NEW YORKER circulation in St. Louis is among bank directors 
and coupon clippers in general. Take the First National, 40% 
of its dazzling directorship are on our subscription list. 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK I8, N. Y. 


MARK TWAIN ADMITTED that the mistake of his life was in 
not buying St. Louis for six million dollars. If Mark could see 
how St. Louisans throw money around today, he’d be sorrier 
than ever. We’d just like to take him on a tour of Scruggs, 
Vandervoort and Barney’s great department store where 
63% of THE NEW YORKER subscribers have charge accounts. 


THE NATIONAL WEEKLY OF THE LEADERSHIP MARKET 


St. Lows is ome of the 4 


82% of its United States circulation 


1 Primary Trading Areas in which 84% of the nation's department store business is transacted and in which The New Yorker concentrates 
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lower prices of fair-traded prod- 
ucts. 

The freshman FTC member ob- 
served that before Mr. Truman 
became President, too much time 
was spent on “hit and miss prose- 
ecutions of individual complaints 
with little or no effort towards a 
mass understanding and accep- 
tance of the law—many of the 
complaints being only indicative 
of common bad business habits.” 


Affects ‘Only Advertising’ 


He said that President Truman 
had pointed out explicitly that 
FTC should leave law enforce- 
ment to the Department of Jus- 
tice and confine its own efforts to 
fact-finding and a “prophylactic” 
role. Congress, by appropriating 
funds for trade practice confer- 
ences, had endorsed the Presi- 
dent’s suggestion, but the Com- 
mission has not acted accordingly, 
Mr. Mason declared. 

“It has not,” he said, “rec- 
ognized the validity of trade prac- 
tice procedure as a substitute for 
trials in all phases of our work 
where the end result of law com- 
pliance can be accomplished with- 
out engaging in cumbersome, 
lengthy and inequitable hit or miss 
prosecutions. At present, we only 
recognize trade practice rules as 
a substitute for trial prosecutions 
in a very small area of cases, 
namely, false and misleading ad- 
vertising, a relatively unimpor- 
tant segment of the economic 
problems facing our country to- 
day, and one which is being 
quite effectively dealt with by 
private industry through local 
Better Business Bureaus.” 


FTC Neglects Opportunity 


The FTC, Mr. Mason said, 
should not operate below its new 
opportunity for service. It must, 
he said, “give recognition to the 
social utility of business as dis- 
tinguished from the present over- 
emphasis of the materialistic 
side.” 

Business men, too, should not 
be too materialistic, paying atten- 
tion only to the quality of their 
products, he pointed out. The 
social utility of a business, he 
said, is in part measured by the 
contribution to the purchasing 
power of our economy through 
wages. 

This means, he added, that the 
manufacturer must consider other 
items besides the law of supply 
and demand. By reducing their 
prices recently, Ford Motor Com- 
pany and International Harvester 
Company had shown “long-range 
intelligent self-interest,” Mr. 
Mason asserted. 


Points to Hub Price Cut 


Declaring himself in favor of 
fair trading, the commissioner ex- 
pressed doubt as to whether fair 
traded commodities are now as 
responsive to economic conditions 
as they should be. He pointed ou! 
that when The Hub, Washington 
department store, recently adver- 
tised a 20% price reduction (AA, 
April 21), its copy included a 
statement that the reduction ‘'s 
store-wide with the exception of 
a few items that are price-fixed 
by the manufacturers.” [Similar 
statements have appeared in price 
reduction advertising of Shillito’s, 
Cincinnati, and in other retzil 
copy.] 

“T say that if we are going ‘0 
call upon the furniture and clot!- 
ing industries to take over, oD 
their own responsibility, the wr''- 
ing of the rules of fair trade in 
their business,” Mr. Mason con- 
cluded, “I hope that the spokes- 
men for-those industries will have 
such a deep appreciation of their 
privilege of free competition 
this country that the price wi!! 
| be as liquid and as responsive ‘° 
'the public demand as are tie 
| prices of the local producer and 
|the national manufacturer w10? 
| does not set his retail prices unde! 
‘the Miller-Tydings Act.” 
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How tall is this topper? 


Tank it’s higher than the width of the brim? That’s an illu- 
sion—both dimensions are the same. 


But it’s no illusion that you can enlarge the dimensions of your 
Chicago sales by advertising in The Chicago TIMES. The TIMES, with 
a total readership of close to a half-million representative families, is 
read by more Chicagoans* than any other evening newspaper. 


*Comparative City Zone Circulations: (From Publishers’ Statement to ABC for six months ending 
ES gd Ses ww ae es 412,095 _ Sept. 30, 1946. The TIMES, Monday through Friday; others, 
Herald-American ............ 393,563 Monday through Saturday. The TIMES total average daily 
Ee eee 327,800 net paid circulation for the period was 484,978.) 


To sell them in Chicago, tell them in 


‘THE ‘TIMES 


CHICAGO'S TURE NEWSPAPER 
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ANPA Recognizes 
742 Ad Agencies 


New YorKk—There are now 742 
agencies recognized by the Amer- 
ican Newspaper Publishers Asso- 
ciation, 65 more than the record 
high reported last year, the recog- 
nition committee reported to the 
ANPA convention last week. 

During the year, 128 agencies 
appeared at the ANPA’s gates, 78 


COVER THE QUALITY MARKET 


OF CHICAGO... 


Stagebill is read by an 
average of 55,000 theatre- 
goers each week, over 
2,500,000 annually. 
= 
Send for Bookiet 
"Chicago is the Second 


Lorgest Theotre 
Market.” 


CHICAGO STAGEBIL 


540 NORTH LA SALLE STREET * CHICAGO, 10 


|were granted recognition, 21 ap-| 


| plications were withdrawn be- 
|ecause they did not qualify, one 
|was refused because of unsatis- 
factory” financial condition, 27 
were placed in suspense, in ab- 
sence of complete data, and 12 
are awaiting further action of the 
committee. 

During the year, 14 agencies 
had their recognition cancelled, 
and two were subsequently rein- 
stated. (In 1945, six were can- 
celled, one reinstated.) 


136 Ratings Increased 


In 1946, 136 agencies merited 
increased ratings, and 65 de- 
creased. The decreases were “due 
in many cases to changes in or- 
ganization.” 

The report reviewed the stand- 
ards for agency recognition: That 
the agency be a bona fide inde- 
pendent contractor; that the prin- 
cipals are reputable, with adver- 
tising experience and ability; that 
its financial condition is sound 
and payment prompt; that it 
|places sufficient advertising away 


ee 


from its home office to necessitate 
information for ANPA members 
generally, and that it operates 
under standard conditions and 
uses standard order blanks in 
dealing with newspapers. 

In cities under 500,000, an 
agency must show a minimum 
working capital of $5,000; over 
500,000 it must show $10,000, and 
in New York a minimum capital 
of $20,000. Applications for rec- 
ognition must still show a state- 
ment of financial condition audited 
by a certified or qualified public 
accountant. 


Incorporates Agency 

The Channing L. Bete Com- 
pany, Greenfield, Mass., advertis- 
ing and public relations firm, has 
been incorporated as the Chan- 
ning L. Bete Company, Inc. The 
officers and owners of the com- 
pany are Channing L. Bete, presi- 
dent; Richard R. Bruce, vice- 
president and general manager, 
and Groverman B. Payne, treas- 
urer. Norman E. Kellogg has 
been promoted to the position of 
art director. 


Newsprint to Stay 
Scarce, Costly, 
Publishers Told 


New York — Newsprint pros- 
pects for 1947 are little better—if 
as good—as those of 1946, publish- 
ers attending the ANPA conven- 
tion were warned last week, and 
there is no indication of a lower 
price, although some mills have 
indicated that the $91 per ton 
base will hold through 1947. 

This warning, contained in a 
report by Cranston Williams, is 
based on: (1) No additional news- 
print from Canada (he acknowl- 
edged that the U. S. is getting 
more, percentagewise, from Can- 
ada than it did during prewar 
years), and only about 100,000 
tons from Scandinavian sources; 
(2) lower production in the U. S. 
as Maine Seaboard’s Bucksport 


What's 
in 
that 
hottle? 


Medicine. Is it pure? Accurately compounded? 


The baby doesn’t know. Doesn’t even care. 
But a lot of other folks—parents, for instance 
—are very much concerned. 


For parents and babies alike, Rexall Drug 
Company produces a line of hundreds of drugs 


and related supplies, 


each scientifically tested 


for purity and accuracy. More than 10,000 inde- 
pendent Rexall druggists distribute them. 


Telling the fathers and mothers of America 
the Rexall story is our advertising responsi- 
bility. There’s evidence that they are listening. 


N. W. Ayer & Son, Inc. 


Philadelphia, New York, Chicago, Detroit 
San Francisco, Hollywood, Boston, Honolulu, London 


Advertising Age, April 28, 1947 


mill and Crown-Zellerbach’s Ore- 
gon mill switch to magazine 
paper. 

Participation by publishers in 
mill financing is increasing, but 
he warned that the problems of 
construction and equipment are 
as serious now as the capital re- 
quired. Mr. Williams noted that 


mills in the past should be grate- 
fully regarded by their contempo- 
raries. “There would be no Luf- 
kin, Tex., mill, no Spruce Falls 
and Ontario Paper Company in 
Canada without financial invest- 
ments by publishers,” he said. 
“The supply would be less today 
for those demanding that the 
‘government do something’ if 
these mills, promoted and spon- 
sored by publishers, had not been 
built.” 

As for rationing, Mr. Williams 
calls it “futile,” and advocates in- 
stead the New England plan 
which ANPA adopted after Order 
L-240 was revoked at the end of 
1945. This program has succeeded, 
he said, and asserted that “not a 
single newspaper has suspended 
publication for lack of newsprint 
as the sole cause.” 


INFLATION NOTE: ANPA 
DUES ARE INCREASED 

New YorK—Since ANPA, for 
the first time in years, ran in the 
red to the tune of $15,866 in 1945, 
the convention heard a proposed 
plan for a new dues structure. 
Instead of being based on circu- 
lations and machines, the new 
structure is based on national ad- 
vertising line rates: 

Yearly 


charge for Plus Yearly 
Gross mini- each centof charge for 


mum nat’l gross min. each 
line rate: nat’l rate: machine: 
.04 or leBB.....6% $10 $17 
MOE 46 BG. c0c00% 15 17 
oa ee ne 20 17 
; Serre 25 17 
r 2 ee aaa 30 17 
-.08 and over..... 35 17 


The committee recommended a 
minimum of $120 per year, a 
ceiling of $6,000. Members out- 
side the U. S. will be charged $6 
for each cent of minimum gross 
national advertising rate plus $17 
per machine per year. 


Wayne Is Scripto Agency 

Tucker Wayne & Co., Atlanta, 
is agency for Scripto, Inc., At- 
lanta, maker of Scripto leads and 
mechanical pencils. Grant Adver- 
tising, Chicago, has been named 
to handle Scripto’s export adver- 
tising, rather than the whole ac- 


count, as erroneously reported in 
AA April 21. 


Campbell Signs Strip 

Campbell Soup Company, Cam- 
.den, N. J., has signed “Double or 
| Nothing” five times a week on CBS. 
Time spot and starting date are 
not yet set, although reportedly 
'the show will have the 3-3:30 
|p.m., EST, slot. Ward Wheelock 
| Company is the agency. 
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—> ard a a its pau. Sh Shapes Are Changing,”’ SCIENCE 


chine: 

$17 ferred for May tells how modern science has 
17 

17 

17 

17 
nded a 
year, a 
rs out- , ‘ 
rged $6 Reading, you can dream of yourself some day at sea 
n gross : 


sail —treading a vinyl tile deck—looking at the ocean through 


a 


‘war- ivvil freighters into glamorous passenger ves- 


tperliners 1 in miniature. 


glass partitions— viewing a tropical beach from air-cooled 


Atlanta, comfort—enjoying a spacious stateroom where beds merge 
Adver- into walls—and reveling in other luxuries built into the 


adver- new cargo-passenger ships—the Cinderellas of the seven 


ted i ' 
orted in seas. 


p : ' , ; ' 
y, Cain- [he May issue of SclENCE ILLUSTRATED is a colorful 
yuble or 
on CBS. 
late are 
,0ortedly , 2 a ‘ oF 

3-3: 30 developments of science as they affect your daily life. You 
Theelock : < 


package filled with news about the present and future 


will find articles and features on such topics as—eating, 


drinking and smoking in 1960—jet automobiles—coin- 
fed merchants—science changes the weather—sounds that 


\ kill and cure—new television antennae—and other subjects 


re of vital concern to you. 
SCIENCE 


ut . . ’ 
%on | FOR Over one million people read ScieENCE ILLUSTRATED 


a BY DAILY every month; men and women alert to what’s going on 


cones” LIVING around them; keenly interested in the future; eager to 


wit IN buy the new products and services fashioned by science. 


«(LENCE 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET + NEW YORK 18, N. Y. 
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RATE, THOROUGH 
AC LIPPING SERVICE 


Your ads, your competitors’ 
and dealers’ ads, news, pic- 
tures, editorials ... from 5,000 
magazines and newspapers. 
Publication name, date, and 
Seneiion attached to each 
clip. 


m AG Baretay 7-5371 
_ PRESS CLIPPING BUREAU | 
165 Church Street, New York 7, N.Y 


|75 years, the period known as the 


| word by Sidney Waugh, sculptor 
|and authority on design in glass, 


|four major types of fine glassware 
|—molded, cut, engraved and 
| blown. 


‘Steuben Glass’ 


Traces History 


of Modern Glass 


New YorK—To promote greater | 
understanding of modern glass, | 
Steuben Glass, Inc., has published | 


'“Steuben Glass,” a paper-bound | 
|volume tracing the development | 


of fine glassware during the past | 


modern renaissance of glassmak- 
ing. 

The book, which will be avail- 
able after May 1, contains a fore- 


as well as 29 full-page illustra- 
tions of masterpieces in glass. It 
shows outstanding pieces in the 


available through book dealers, 
but may be purchased for $1 by 
writing to the Steuben Library, 
718 Fifth Ave., New York 19. 


Names Sullivan Agency 


Jaybra Products, New York, 
manufacturer of Jaybra perfumed 
shaving powder for men, has ap- 
pointed the David J. Sullivan ad- 
vertising agency, New York, to 
handle its account. Sullivan has 
resigned the account of W&M 
Products Company, Jersey City, | 
manufacturer of Lester’s cosmet- | 
ics and toiletries. Charles Carter, 


Ad Budgets Jump 
as Truckers Plan 
Market Battle 


Cuicaco — Truck line advertis- 
ing expenditures, which individu- 
ally have averaged less than 1% 
of gross revenue, may jump to an 
over-all average of about 14% 
during the coming year as truck- 


The new volume will not be 


formerly with Hap _ Hadley ‘ : , 
Studios, has joined the agency as| rs fight to maintain and continue 
art director and production man- | their growth. 

ager. | This was one of the beliefs ad- 
|vanced at the spring meeting of 


Steve May Advanced the customer relations section of 
i'the American Trucking. Associa- 


Steve May, sales manager in|,. : 
Memphis for General Outdoor | #ons, Inc., here April 17-18. ; 
Advertising Company, Chicago, Faced now with a bigger selling 
has been promoted to manager|job than ever before, truck lines 
of the Nashville branch. | went through the so-called “lush” 


Quick, Henry, the. . . If wedding bells 
ring in April for Mr. & Mrs. Fly, by 
August the happy pair could have 


191 ,000,000,000,000,000 ,000 progeny. 


“Fly Season Need Never Come’”’, page 50. 


Faucet flow .. 
milk pail takes 


..or g50? The 


right... and also in “The Farm Quizbox’ 


- right answer is at the 


a > Moving picture... More than 600,000 
= 
voluntary crop reporters keep 6,000,000 


U.S. farmers current on crops, livestock 


. To fill a one gallon 


4 een? 
350 squirts?...or 550: 


articles, factual 


buildings, 


, page 78. 


Also ... 57 authoritative 
features, 
diverting departments, on 

crops, livestock, poultry, 
machinery, 
home making, other 


major farm interests, 


oo Not back & forth 
but round & round! 


For thousands of years men have been 
plowing . . . scratching the earth with a sharp 
stick, forcing a bent branch or wooden wedge 
through surface soil, breaking ground with the 
horse-drawn moldboard blade, dragging gang 
plows behind a tractor . . . And always the 
plowman’s pattern and the farmer’s pride 
have been rule-straight furrows, back and 
forth across the field . . . Now, after so many 
centuries—‘‘Plowing. Time required to plough 
a field can be reduced by about 12 percent 
if the operator goes around the field, rather 
than crosswise. Planting corn around the field 
reduced the time needed by 45 percent, 
according to tests at the lowa Experiment 
Station.” —page 18, April Successful Farming. 

This small item, startling and significant, 
is typical of today’s agriculture, radically 
changed since 1920 and still the fastest 
changing of all industries . . . And typical also 
of SuccEssFUL FARMING, business manual for 
the nation’s best farmer business men... 


Bi 
— most missed market... 


Not just farmers, but the top farmers of the 
best farm region is the SuccEssFUL FARMING 
market . . . concentrated in the 15 Heart 
States . . . with the country’s best soil, best 
season and best brains. SF’s 1,200,000 
subscribers have the largest investment in farms 

.and with five years of bumper crops, high 
prices, reduced debts, accumulated savings— 
an insatiable market for everything today. 

The largest national magazine circulation 
reaches only 17% of the SF audience . . . even 
large lists or national network programs give 
sparse and spotty coverage. Only SuccEssFUL 
FARMING gives thorough penetration. 

No advertising is national that misses the 
high-test sector . . . no national market 
distribution is really national that skips this 
plus-par portion of U.S. income. For data call 
any office, SuccessFUL FARMING, Des Moines, 
New York, Chicago, Detroit, Cleveland, 
Atlanta, San Francisco, Los Angeles. 
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|period of the war and into thie 
| peacetime era with less net pro it 
than in prewar years due to fixed 
freight rates and constantly in- 
creasing operating costs. 

George H. Hartman, president 
of the Chicago advertising agency 
which bears his name, recom- 
/mended to the delegates, repre- 
senting about 53 trucking associa- 
| tions throughout the country aid 
jin Hawaii, that they increase 
greatly their newspaper advertis- 
ing space, and that they also make 
wider use of radio. 


Urges Individual Ad Efforts 


Phil Hinerfield, of the Biow 
Company, New York, which han- 
dles the ATA account, urged that 
individual truckers set up their 
own advertising programs to sup- 
plement the ATA’s national cam- 
paigns. Much truck advertising 
in the past has been confined to 
business publications, souvenirs 
and direct mail. This is attributed 
to the fact that the average trucker 
has a relatively small number of 
prospects compared with other 
types of businesses. 

The meeting was warned that 
if truckers wish to reach an esti- 
mated. 700,000 new shippers and 
consignees who have entered busi- 
ness since V-J Day, they must sell 
trucking in a manner which will 
overcome the natural glamor that 
appears to surround rail and air 
_ transportation. 
| For sales representatives, Jack 
Klein, director of the Klein Insti- 
tute, New York, told the delegates 
that truckers should train their 
own salesmen, rather than try to 
use salesmen originally employed 
by a competing type of shipping 
facility. 


Supports Bonus Plans 


Bonus plans payable on a quar- 
terly basis were recommended by 
Walter Bockstahler, of Interstate 
System, Grand Rapids, Mich., who 
pointed out that an incentive plan 
must be based on each salesman’s 
net earnings rather than volume. 
At the same time, proper cus- 
tomer relations were emphasized 
as representing the difference be- 
tween profitable business and bare 
sustenance. 

There were some _ dissenting 
opinions regarding broker sales of 
trucking services. Much of the 
objection was based on the belief 
of many operators that the com- 
missions paid brokers (about 8% 
to 10%) are too high. Harold 
Foreman, of the Windy City Ex- 
press, Chicago, however, declared 
that these commissions are about 
/equal to sales costs during what 
he termed normal times. 

It is estimated that there are 
| about 2,000 or more Class I motor 
carriers in the U. S., in addition 
'to the thousands of Class II and 
| III carriers. Virtually all of these 
lines can supplement, to their own 
advantage, the advertising pro- 
gram of the ATA, which plans to 
| spend in excess of $250,000 a year. 
| Total advertising budgets of the 
|}individual truck lines have not 
been estimated. 


| Map Leather Goods Week 


The Association of Luggage & 
Leather Goods Manufacturers »f 
America, New York, will mak 
| the first postwar celebration »° 
| National Luggage and Personal 
Leather Goods Week, June 16-! 
A year-round campaign tying | 
with winter and summer vacati "! 
trips and the increase of weeke 
trips, and promotion of lugga 
and personal leather goods 
gifts, especially around si 
themes as “The Third Weddi's 
anniversary is Leather,” will 
planned. Claire A. Wolff, N 
York public relations counsel, 
handling the promotion. 


Appoints Walsh V.P. 


Frank Walsh, copy chief a¢ 
account executive of Burt 
Browne Advertising, Chicago, |! 
been appointed a vice-presid 
of the agency. 
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IN LOS ANGELES 


Even the King of Beasts can’t be sure of his privacy as more and more 
house-hunting families pour into Los Angeles. But a need for housing 
is just part of the tremendous demand for more goods and services— 

as evidenced by a 42% increase in Los Angeles Exchange 

telephones since 1940. Los Angeles County is America’s Fastest Growing 
Major Market—and the Los Angeles Times is its Number One newspaper 


. delivered to more homes than any other West Coast daily. 


T 
NOTE: Due to the newsprint shortage and our primary obligation to supply our growing 
list of readers a complete summary of news—we continue to ration advertising space. 


LOS ANGELES 


CIRCULATION—PUBLISHER’S STATEMENT FOR THREE MONTHS ENDING SEPTEMBER 30, 1946: Daily, 395,950; Sunday, 740,746 


REPRESENTED BY WILLIAMS, LAWRENCE & CRESMER e NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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Trade Mark 


Advertisin Age 


THE NATIONAL NEWSPAPER 


Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher. S. R. BERNSTEIN, C. B. 
GROOMES, O. L. BRUNS, J. H. REARDON, vice-presidents. B. G. REHM, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America.: 


MARKETING 
Registered 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Richard K. Doon, Frances Jameson. 
Chicago: Murray E. Crain, Emily C. Hall, 
Robert Murray, Jr., Charles B. Cunning- 
ham, Jeanne Scharnberg. 


Evropean Editor, F. A. Marteau 

Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. © 


Advertising Director, Charles B. Groomes 
Manager Sales and Service, G. D. Lewis 
Manager Promotion and Research, J. P. 
Dobyns 

New York: T. K. Worthington, O. O. Black, 
Halsey Darrow, Robert Snow, James C. 
Greenwood. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, J. C. Gafford 
Son Francisco (4): 
Russ Bldg., Wm. Biair Smith, Mgr. 
los 
Garfield Bidg., Walter S. Reilly, Mgr. 

‘ 


ADVERTISING 


Simpson-Reilly Ltd., 


Angeles (14): Simpson-Reilly Ltd., 


10 cents a copy, $2 a year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


This Is the Time for Action 


When the Japs attacked Pear] 
Harbor, it no longer made any 
difference whether our foreign 
policies had been correct, or) 


whether we were prepared for | 


war. We were in it, whether we | 
liked it or no. Debate was not 
only futile but dangerous. The) 


time for action had arrived. 
The same situation now applies 
the price front. No matter 
whose fault it is—whether prices 
have risen too much because of | 
dunderheaded government policy 
or as a result of vicious, unreal- 
istic labor policies, or because of 
a get-while-the - getting -is- good 
attitude on the part of business— 
the fact is that prices have risen 
too far too fast, and that buying 
power is losing the race with pro- 
duction. 

Tossing brickbats, or bouquets, 
back and forth may be important 
“for the record.” But positive ac- 
tion is needed right now. 

If the general public wasn’t on 
an unofficial buying strike before 
last week, it is sure to be on one 
now. To the ordinary person with 
a yen to buy something, the Presi- 
dent’s New York talk, the “prices | 
are too high” copy which has been 
appearing in retail ads, the news 
stories about growing inventories 
and slow moving merchandise, all 
add up to one thing: Don’t buy 
anything you can get along with- 
out, because you’re a sucker if 
you do; prices are going to come 
down and you can get it cheaper | 


on 


if you wait. 

Everyone’s been on a _ binge: 
Business—and agriculture—acting 
as though it could forever sell as 
much as it could produce at any 
price it felt like charging; labor 
playing a nonsensical game called 
“Give Less and Get More”; and 
government playing on all the 
teams at once and trying to direct 
all the plays so as to please every 
single Monday morning quarter- 
back in the stands. It’s time for 
work, sense and action. 

Prices in general have got to 
come down, including food prices. 
They can come down moderately, 
now, by voluntary action, or pre- 
cipitately a little later, through 
the negative force of vanished 
buying power. For continued high 
level business activity and em- 
ployment, we need two things 
above all others right now: 

1. A relation between prices 
and income which tends to bring 
greater numbers of customers into 
the marketplace, instead of freez- 
ing them out. 

2. Economic stability, in prices 
and wages both, so that confidence 
will be restored and buyer and 
seller alike can be reasonably cer- 
tain that costs and prices won’t 
bounce up and down with the un- 
predictability of a midget plane 
flying over a live volcano in a 
hailstorm. 

This is the time for action. Let’s 
get those costs and prices down, 
and stabilized. 


For Greater Economic Literacy 


The program for “improvement 
of public understanding of our 
economic system,” developed 
jointly by the Association of Na- 
tional Advertisers and the Ameri- 
can Association of Advertising 
Agencies, the support 
and cooperation of every segment 
of the business world. 


deserves 


It is an especially good augury 
that the Advertising 
public advisory 


Council’s 
committee, com- 
posed of American 


business, 


distinguished 
citizens representing 


labor and the public at large, has 


approved the campaign and will 
accept active sponsorship of it. 
In fact, one portion of the cam- 
paign, while paid for by indi- 
vidual advertisers in the tradi- 
tional Council manner, will carry 
the signature of the Advertising 


Council and of all the members of 


its advisory board—the first in- 


+ 


stance in which such approval has 


been granted 


We are pleased to learn, also, 


that the “American Opportunity” 
campaign of the United States 
Chamber of Commerce will be 
dovetailed into the over-all Four 
A’s-ANA campaign, with the 
Chamber working primarily on 
that phase of the over-all project 
which is concerned with plant city 
and community operations. 

The over-all campaign, as de- 
veloped by “un- 
biased,” in the sense that it is not 
business talking to workers or the 
public, but citizen talking to citi- 
zen about the total welfare of all. 
This is the kind of approach that 
makes and we urge 
plete support for the program. 


its sponsors, is 


sense, com- 

It is good to see the organized 
interests of advertising using their 
special skills and talents in sound, 
constructive efforts which not only 
can win the approval of all types 
of Americans, but which can help 
tremendously to make America an 
better and 


even more 


place to live and work. 
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"As long as both Barrett and Johns-Manville keep on showing interest in John's 


new television program idea, 


we can't get our roof fixed." 


Unmasked, Untied 

Since Mr. Wakeman took the 
huckster from behind the push- 
cart and placed him in the ad- 
vertising business, most of the 
men we know in advertising have 
shied away from the phrase. 
Comes now Fisch, of Los Angeles, 
who not only knows a _ huckster 


dest time for iunch of the Purap Room — bork to the 


“through cor’ and @ chance to relex from odvertising cores 


white the SuperChef whisks him weitword, 


The Pach Browser completes the pecture, 
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by sight but is not afraid to de- 
pict him in its ads. 

As you may read, this remark- 
ably composed gentleman is not 
fully dressed, the hand-painted tie 
having been momentarily dropped. 

Off him, it looks good. 


Problems Dept. 

The New York Times, carrying 
a report on the American Man- 
agement Association’s packaging 
conference in Philadelphia, noted 
that biology has complicated the 
packaging business. 
said austerely, “HENS App TO 
PrRoBLEMS—Carton Production Is 
Thrown Out of Gear Because 
They Are Laying Bigger Eggs.” 

If you are annoyed by singing 
commercials, if you don’t enjoy 
being present as Pepsi-Cola hits 
the spot, or if you are indifferent 
as to where United Fruit puts its 
bananas, be thankful you aren’t 
in China. United Service to China 


reports singing commercials—not 
transcribed, not commercial, but 
in person, like a telegram—have 


long been a feature of the Chinese 
scene. Teams of welfare workers 
now tour Chinese cities, chanting 


their sales story—including re- 
sponses to questions from the 
audience. 

If your problem is_ finding 


Scotch, be thankful you aren’t in 


Scotland, where the shortage is 
more acute. In reply to a snide 
letter from a former drinker of 


the whisky who missed it badly, 


The Times} 


Patrick Gower, chairman of the 
advertising agency handling Wil- 
liam Sanderson & Son Ltd. (Vat 
69), wrote: 
“When all the world is full of news 
That gives us nothing but the 
blues 
When rations dwindle day by day 
And whisky’s shipped to the 
U.S.A. 
When hectic folk in every land 
| Delight in getting out of hand 
| Pray God it will ne’er be said 
That Britain ever lost her head 
Through drinking either less or 
more 
| of Scotland’s good old usque- 
baugh.” 
| Our problem was finding out 
| what usquebaugh means. Funk & 
|Wagnalls says “a distilled spirit, 
as whisky: 
jand Scotland. (Irish & Gaelic, 
| ane one (uisge, water; beath, 
|life.)”” And somebody else’s prob- 
lem is 
“more.” 


making it rhyme with 


Not by Air Alone 


Not long ago, the airlines boys 
were considerably perturbed be- 
cause railroads were, they felt, 
taking unfair advantage of the 
number of air crashes and ex- 
ploiting them. Railroads have re- 
cently seen the reverse of the 
medallion, with the grimmest 
series of wrecks on the right-of- 
way in many a year. 

Accordingly, the New York 
Central has produced a wise and 
witty book, credit for which goes 
to C. R. Dugan, the road’s man- 
ager of public relations. 

Called ‘“‘How to Meet the Press,” 
the booklet went to local and divi- 
sion officials on the line, and gives 
sound advice about press rela- 
tions, in a very casual manner. 
On the matter of accidents, for 
instance, the booklet says “It is 
the policy of the company to per- 
mit full access to all newspaper 
reporters and photographers, and 
to count on their good sense to 
avoid impeding any rescue efforts. 
All carry some means of identifi- 
cation and will be glad to pro- 
duce it. . . Make all facts avail- 
able to newspapermen promptly 
and fully. . Advise your news- 
paper sources promptly on any 
major wreck involving serious 
personal injury or loss of life. . . 


This will help minimize wild 
rumors. The facts are seldom as 
bad.” 
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| The following documents may be 
| secured without charge from com- 
| panies sponsoring them, or through 
| ADVERTISING AGE, by any nationa! 
| advertiser or advertising agency 
| executive writing on his business 
letterhead. Address ADVERTISING 
a 100 E. Ohio St., Chicago 11, 
| Ill. 


|No. 2787. Gold Buckle on the 
Cotton Belt. 


| This market data file folder, is- 
'sued by the Commercial Appeal 
;and Memphis Press-Scimitar, 
enumerates Memphis industries, 
lists wholesale and retail sales and 
important outlets, and tabulates 
population, retail sales and news- 
paper coverage in counties and 
_ towns over 2,500 in the market. 


No. 2788. Facts About the Wash- 
ington Radio Audience. 


| Station WRC, Washington, 
\D. C., has issued this report on 
‘its January, 1947, area sampling 
study. Graphs and figures show 
the number of Washington radio 
homes and number of radios per 
j}home; auto radios and listening; 
|favorite stations; and early morn- 
ing and late evening listening. 


No. 2781. Scholastic 
Market Survey 

Scholastic Magazines sponsored 
this study, which was made by 
the Institute of Student Opinion 
and covers high school student 
recreation and buying activities. 
|The study provides an analysis of 
|answers from 15,932 boys and 17,- 
964 girls, ranging in age from 13 
'to 19, and represents all types of 
schools—public, private and paro- 
chial—in 44 states. 


Magazines 


No. 2770. Survey on Radios, Pho- 
nographs and Records. 
Console radio-phonographs will 
make up about 50% of all radio 
set purchases this year, according 
to this survey, made by Collier’s 
|and based on replies to question- 
naires sent to a cross section of 
| the nearly 3,000,000 Collier’s fam- 
ilies. Nearly half of the maga- 
|zine’s families, or 47.9%, plan to 
buy a new set in 1947, the study 
shows, and of this number 49.3‘ 
plan to make theirs combination 
radio-phonograph consoles. 


No. 2767. Shoes in the Postwar 
Era. 

Facts and forecasts on shoe pro- 
duction and consumption, illus- 
trated by graphs and tables, are 
provided in this booklet, issued b: 
Boot & Shoe Recorder. Back- 
ground material includes tables 
showing production of shoes by 
major types, pairs per capita, esti- 
mated consumption by major types 
and estimated per capita consump- 
tion by major types from 1880. 


No. 2769. Basic Facts. 


Population, employment, hous- 
ing, wholesale and retail trace 
are covered in this compilation of 
market data, issued by the Mir- 
neapolis Star and Tribune. Minne- 
apolis, the states of Minnesot., 
North and South Dakota and i6 
counties of western Wiscons 
comprise the area covered by thé 
report. 


No. 2755. High Spots of the 1947 
Railway Market. 

Simmons-Boardman Publishirs 
Corporation has issued this book- 
let, which reviews the develo} 
ments and prospects for 1947 rai - 
way buying, with facts and figur®s 
on the outlook for railway traff 
earnings and purchases. It ir- 
cludes a brief analysis of tl‘ 
trends in each of the major div 
sions of railway activity. 
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IF IT 1S, MISTER, 
THEN LISTEN TO THIS... 


Migration into Arizona, America’s Last Fron- 
tier has gone far beyond the horse and wagon 
stage. Sun seekers are coming into this great 
Grand Canyon state every day---in unprece- 
dented numbers. Very often today's tourist is 
tomorrow's native son. 


More than a HUNDRED MILLION DOLLARS 
of outside money (non-Arizona income) was 
spent for consumer goods and services last 
year. This represents a BONUS to advertisers 
who are regularly reaching the expanding 
Arizona market of over 660,000 people. 
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Horse and Wagon methods of selling modern 
Arizonans are obsolete, Mister. Alert adver- 
tisers are finding that they can do the job most 


effectively through the PHOENIX REPUBLIC 
AND GAZETTE---the newspapers that two out 


aan of three Arizona families buy, read, and trust. 
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REPRESENTED BY KELLY-SMITH COMPANY 
NEW YORK * CHICAGO * SAN FRANCISCO ® DETROIT * ATLANTA ® PHILADELPHIA * BOSTON 
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Advertisers spent more | 
money* In SPORTS AFIELD 
during January and 
February, 1947 than in 
| any other sportsmen’s 


magazine. 


*Source: Publishers Information Bureau 
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Bodenmuller to Traubee | Newsprint Stocks Drop 
A. John Bodenmuller, formerly| ._ Daily newspapers reporting to 
, assistant sales manager of re- the American Newspaper Pub- | 
: i : | frigeration sales in the national| lishers Association. had stocks of | 
a T Hl E K — Y T ©) y e) U R isa | distribution department of Servel, newsprint in transit and on hand | 
Inc., Evansville, Ind., has joined| representing an over-all average 
|Traubee Products, Brooklyn, 0f 29 days’ supply at the end of 
PRESENT AND FUTURE $ALES |maker of Time-Saver pressure | March, a decrease of three days’ | 
A nets ; Say fe nage and waterless cookware, | SUPPly _ compared tig rayon | 
eS er as general sales manager. Mr.| “e end 0 ebruary. The supply 
a 350.000 TEACHER READERS Bodenmuller was previously with | 0f 29 days compares with 29 days | 
i ‘ Westinghouse Electric Company, | at the end of March, 1946, 46 days | 
Mansfield, O., as assistant sales| at the end of March, 1945, and 36 | 
manager of the general staff of days at the end of March, 1941. 
the merchandising division. 


‘ 4 | he | era hen Appoints Baker 
. . Walter J. Baker, formerly ex- | 
The Magazine Two Appoint Bernstein ecutive secretary of the Associa- 


Cloverclub, Inc., beverages, and| tion of Master Plumbers of the 
NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO J. M. Schmid & Son, Inc., cutlery | City of New York, a branch of 
: WPA and hobby goods, have retained | the national association, has been 

Bo Bernstein & Co., Providence, | appointed associate editor in New 
to handle their advertising. News-| York of Plumbing & Heating 
| papers will be used by both. Journal, 


— 10.500.000 BOYS AND GIRLS 


The Advertising Research Foundation 


with its 
CONTINUING STUDY OF TRANSPORTATION ADVERTISING 
WINS HIGH PLACE IN 


4 Annual Advertising : Awards 
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“Prior to these Studies less was known about the values of Transporta- 
tion Advertising than for any other medium.” * 


Advertising Age, April 28, 1947 


“Rutland Herald’ 
Wins Ayer Award 


PHILADELPHIA — The Herala, 
Rutland, Vt., has been awarde: 
the F. Wayland Ayer Cup fo 
1947, it was announced here las! 
week by N. W. Ayer & Son, which 
has sponsored the competition 
since 1931 as the highlight of its 
annual exhibition of newspaper 
typography. 

The Vermont morning daily, 
published and edited by R. W. 
Mitchell, was. selected from 
among more than 1,000 entries in 
the exhibition, which was open 
to all English-language dailies in 
the U. S. The award was made 
on the basis of excellence of 
typography, makeup and press- 
work, with entries judged on their 
March 13 editions. 

In addition to the cup award, 
honorable mentions were given 
to papers in the following circu- 
lation and format groups: 

Standard-size papers of more 
than 50,000 circulation: First, 
New York Times; second, Chris- 
tian Science Monitor, Boston: 
third, New York Herald Tribune. 

Standard-size papers of from 
10,000 to 50,000 circulation: First, 
Sun, Springfield, O.; second, Jour- 
nal, Ithaca, N. Y.; third, Evening 
Post, Charleston, S. C. 

Standard-size papers of less 
than 10,000 circulation: First, 
Daily Camera, Boulder, Colo.; 
second, Public Opinion, Cham- 
bersburg, Pa.; third, Daily Courier, 
Winfield, Kan. 

Tabloids, regardless of circula- 
tion: Gazette & Daily, York, Pa. 

Exhibition judges were Ray- 
mond Moley, associate editor of 
Newsweek; William Edwin Rudge, 
editor of Print, and Sol Hess, type 
designer and art director of Lans- 


,ton Monotype Company. Papers 
‘entered in the 1947 competition 
| will go on exhibit in the Ayer 


Galleries here and actual pres- 
entation of awards will be made 


at a later date. 


Macfadden Surveys Bond 


‘Holders, Prefab Market 


A survey of a nationwide sample 
of wage-earner families indicates 
that 76.4% of them still have 
some or all of their war bonds, 
Macfadden Publications, New 
York, reports in its current Wage 
Earner Forum, distributed by its 
research division. The survey re- 
veals that more than one-third 
(36.2%) have not sold any of 
their bonds, while only 20% of 
the wage earner families have 
disposed of all the war bonds they 
owned. A total of 43.2% have 


| cashed in a portion of their bonds, 


retaining the rest, Macfadde 
found. 

When queried as to whether. 
if they were going to buy a house 


| they would consider a_ prefab- 


ricated house, fewer than two 
thirds (63.5%) of wage earne 


| families definitely stated that the: 


Today this Continuing Study makes available to advertising buyers 
the complete unbiased facts about Car Advertising, accurately pro- 
jectible to total populations. 


It sets up entirely new standards for pre-determining media coverage 
and readership in America’s great, mass markets. 


Let us help you apply these audience and readership facts as proved 
by the Chicago Study, No. 7 and largest in the series, to your advertis- 
ing problems in this Great CHICAGO Market! 


*Annual Advertising Awards. 


For all car advertising in the Chicago Market... 


Chicago Car Advertising Company 


CHICAGO SURFACE LINES CHICAGO RAPID TRANSIT (“L" & SUBWAY) @ CHICAGO MOTOR COACHES @ ILLINOIS CENTRAL .@ SUBURBANS 
333 NORTH MICHIGAN AVENUE, CHICAGO++ +500 FIFTH AVENUE, NEW YORK CITY 


| would not. Another 12.4% defi 


nitely reported that they would 


|}and the remaining 24.1% sai 


that they were uncertain. 


Form Matt & Hession 


J. Leonard Matt and Rita Dyck 
man Hession, both until recent! 
associated with the public rela 
tions office of Benjamin Sonne: 
berg, New York, have formed tl! 
public relations firm of Matt 
Hession at 666 Madison Ave., Ne: 
York. Mr. Matt was for seve 
years on the New York Hera! 
Tribune financial editorial sta! 
and Miss Hession was former! 
with Fortune and Good Hous: 
keeping and served in a publ 
relations capacity with the A 
Transport Command and tl 
Maritime Commission during t! 
war. 


Balzerick Advanced 

W. F. Balzerick, western div 
sional manager, has been appointe 
merchandising manager of Truck 
stell Company, Cleveland, di: 
tributor of special truck equi} 
ment. 
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with an ALPHABET OF TECHNIQUES 


AIR BRUSH 


CALLIGRAPHY 
COLLAGE 
CRAYON 

CUT PAPER. 


DRY BRUSH 
DRY POINT 


EGG TEMPERA 
ETCHING 


GOUACHE 
LETTERING 
MONTAGE 
OLL PAINTING 


PASTELLE 
PENS INK 
Carbon PENCIL 
Graphite PENCIL 


ROSS BOARD 


SCRATCH BOAKD 


TEMPERA 


WASH TEMPERA 
WATER COLOR 
WOOD CUT 


NOTE: A special 
SENLES IS planned for 
gp. 


tec Wd UES. 
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isis the first of a series 
of advertisements suggested 
by artists & art directors. 
Each advertisement will 

1 = illustrate a different art technique 
by representative artists. (| We hope to 
suggest and show what can be done with 
each technique to make advertising art 
more effective. €] Here Raymond Da Boll 


| demonstrates that calligraphy (which is, by 


definition, beautiful writing”) adds eye Stopping 
distinction to an all text story. 


FANE reprodudton of Any art technique requires that 

the engraver shall know how to bring out its best oualites. 
The work of the artist must be complemented by the consideration 
and technical skill of the engraver One major reason why 

leading arhish ane art direétors from coast ty coast prefer 
CM &H engravings is that they know from experience 

that thei worl will receive sympathetic ane 

painstaking consideration . 


Collins, Miller & Hutchings 


CHICAGO PHOTOENGRAVERS 
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Funkhouser Ups Wright 


Harry H. Wright, radio director 
of Justin Funkhouser Advertis- 
ing, Baltimore and New York, has 
been elected vice-president and 
has been named account executive 
for O’Sullivan Rubber Corpora- 
tion and Victor Products Corpo- 
ration. 


Tractoroyl Names Mace 


Tractoroyl Company, Danville, 
Ill., refiner of lubricating oils for 
tractors, has placed its advertis- 
ing with Mace Advertising 
Agency, Peoria, Ill. Farm papers 


in the Midwest will be used. 


NAM Starts New 
Labor Ad Series 


New York — The National As- 
sociation of Manufacturers, absent 
from advertising space since it 
detailed its labor program in Jan- 
uary, last week began a two-week, 
four-insertion campaign in 284 
newspapers in 193 cities. 

The first ad, headed “The price 
of monopoly comes out of your 
pocket,” will be followed by “Who 
wants the closed shop?”, ‘Indus- 
try-wide bargaining is no bar- 


YPOGHAP HY 


._we have what 


it takes...type faces 
second to none...expert craftsmen... 
typography efficiently produced for 
the letterpress and offset processes. 


Advertisements « Brochures « Catalogs « Publications 


CRAWFORD COMPOSITION CO., 


Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


gain for you,” and “How about 
some pro-public legislation?” 

The copy stuck close to reiter- 
ated NAM sentiment: That the 
closed shop and _ industry-wide 
bargaining are tantamount to a 
monopoly. Said the initial copy: 
“Through industry-wide bargain- 
ing, a single union officer is given 
such great power he is able to 
shut down an entire industry. 
Through the closed shop and other 
forms of compulsory union mem- 
bership, union heads can deny any 
person his right to work in his 
chosen job.” 

Benton & Bowles is the agency. 


Doyle Packing to Levy 

Doyle Packing Company, maker 
of Strongheart dog food, has 
named Levy Advertising Agency, 
Newark, N. J., to handle its news- 
paper and radio advertising, 
covering 16 eastern states and the 
District of Columbia. 


ae «: 


Robbins Names Green 


Wentworth F. Green, 6605 Hol- | 
lywood Blvd., Los Angeles, . has | 
been appointed advertising direc- | 
tor, western division, of “The | 
Baby Corner,” syndicated feature | 
column published by Robbins | 
Features Corporation, i 
and scheduled to run in 64 metro- | 
politan Sunday newspapers. In) 
addition to the western division, | 
Robbins Features has offices in| 
New York, Detroit, Chicago and | 
St. Louis. The account is handled 
by Wilson Advertising Agency, 
Cincinnati. 


Hughes Retires from GM 


Frederick G. Hughes has re-| 
tired as vice-president of General | 
Motors Corporation, Detroit, and | 
general manager of its New De- | 
parture division, Bristol, Conn. | 
He will be succeeded as general 
manager by Milton L. Gearing, | 
who has been plant manager of | 
New Departure in Meriden, Conn. | 


AMERICAN - MUTUAL 


In the heart of the Tennessee Valley, 


20 million killowatt hours doesn't seem 
like much electricity — but it's a lot 
when you know that IT REPRESENTS 
JUST THE INDUSTRIAL POWER USED 
IN THE NASHVILLE AREA DURING 
ONE MONTH. That power speeded 
manufacturing, employed thousands 
and added dollars to buying income in 


the rich Nashville market. And WSIX 


FOR DETAILED 
REFERENCE DATA 


i¢ mee 
MARKETS EDITION 


can help speed your sales in this area, 
too. Wide popularity means effective, 
economical coverage for WSIX. 


Represented Nationally by 


THE KATZ AGENCY, INC. 


WSIX gives you all three: 


5,000 WATTS 


, eo jce 2 b: Capital City 


NASHVILLE 


Selelgiel: 


1 TENNESSEE 


Wii 
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MARKET, COVERAGE, ECONOMY 
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MAGAZINE MILESTONE—With | this 


| cover, Fruit Garden and Home launched 


its first issue in July 1922, thus entitling 

the publication, renamed Better Homes 

& Gardens, to a 25th anniversary cele- 
bration this summer. 


Bryant Heater 
Starts Trade, 
Consumer Ads 


CLEVELAND — Bryant Heater 
Company plans, during the re- 
mainder of 1947, to conduct the 
most extensive consumer and 
trade merchandising programs in 
its history. 

The consumer copy will be 
aimed at potential users of gas- 
fired appliances, while trade ap- 
peals will be made to business 
men in every field dealing with 
the specification or installation of 
those appliances. 

In announcing the campaigns, 
Lyle C. Harvey, president of the 
company and a vice-president of 
Dresser Industries, Inc., of which 
Bryant is a manufacturing unit, 
said Bryant has expanded its line 
of appliances and its production 
volume. The company now is 
drawing upon its new plant in 
Tyler, Tex., which is manufac- 
turing water heaters and space 
heating products. 

Bryant will use full-color page 
advertisements on a_ staggered 
schedule in American Home, Bet- 
ter Homes & Gardens and The 
Saturday Evening Post, employing 
photography by Victor Keppler, 
New York. A familiar figure wil! 
be the trademarked Bryant pup 
a Boston terrier. Direct mail mer- 
chandising folders will support 
the consumer campaign, with 70,- 
000 to be sent to distributors 
dealers, utilities, architects and 
builders. 

In addition, Bryant will use 25 
business papers reaching  thes« 
same groups, with each ad fea 
turing a large contemporary build 
ing project in which Bryant heat 
ing equipment is used or specified 

Fuller & Smith & Ross is the 
agency. 


Creates 2 New Divisions 


Pillsbury Mills, Inc., Minne 
apolis, has created two new di 
| visions, flouring milling divisio 
|and the grocery products divisio: 
| which are outgrowths of the flo 
and cereal division. A. B. Spa: 
boe, now head of the overseas d 
vision, has been named division 
president of the flour milling d- 
vision; and Paul S. Gerot, d 
vision vice-president, sales a) 
advertising, of the flour and cere 
division, has been appointed pres 
dent of the grocery products d 
vision. The new divisions becon 
effective June 1. 


Televises Baseball Games 


Philco television station WPT: 
Philadelphia, is televising all 
the Phillies’ and Athletics’ hon 
| games. The baseball televisic 

| broadcasts are sponsored on alter- 
nate days by Atlantic Refining 
Company and the Philadelphia d 
vision of Philco Distributors, In 
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Adwomen Award 
5 Scholarships 
Totaling $300 


New YorK—At a graduation 
party honoring 449 students who 
participated in its 18th Annual 
Survey of Advertising Course, the 
Advertising Women of New York 
awarded scholarships for further 


totaling $300, to five students who 
submitted outstanding advertising 
campaigns. 

First prize of $100 was pre- 
sented to Catherine McCarrick, 
secretary to the media director of 
Lloyd, Chester & Dillingham. Miss 
McCarrick also received an An- 
toine weekend bag and a complete 
“re-do” by Antoine of Saks-Fifth 
Avenue. Four $50 scholarships 
went to Dorothy Menadier, stenog- 


pany; Margaret Carreno, recep- 
tionist and telephone operator at 
Lloyd, Chester & Dillingham; 
Beverly Brice, food merchandis- 
ing department of Life, and Fran- 
ces R. Mallin, assistant to the 
traffic and production manager of 
the foreign traffic department at 
McCann-Erickson. An honorable 
mention was received by Dorothea 
R. Murphy, supervisor of the 
checking department at Kenyon & 


To be eligible to compete for 
the scholarships, each student 
must complete a “campaign” con- 
sisting of three assignments, cov- 
ering planning and research, copy 
and layout, and media selection. 
Scholarships were awarded on the 
bases of merit and improvement 
shown during the course, by Mary 
McClung, advertising director of 
the New York Post and president 
of Advertising Women, and Ruth 


19 
Charles W. Hoyt Company, and 


chairman of the educational com- 
mittee in charge of the course. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 


Division 


a7 Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


study in any New York school, 


rapher at Charles W. Hoyt Com-| Eckhardt. 


Kinyon, research director of 


*Tredemorks fog U.S. Pet OF 


Where does he usually 
shop? You’ve guessed it - - - 
the hardware store. And in 
Lincoln, Nebraska, the farmers have been shop- 


ping and buying at Anderson Hardware & 
Plumbing Company since 1911. 


Vic Anderson has been running the place since 
he was 21, when he took over the management 
from his father. The farmers in these parts say, 
“You can buy anything at Anderson’s,” and Vic 
sees to it that his store and 3 warehouses are well 
stocked with 6,000 different items all the time. 
This year he has added a Propane gas bulk plant, 
and his own trucks serve rural homes within a 
30-mile radius of his store. Though Anderson’s 
business is located in a suburban section of Lin- 


coln, more than 50 per cent of his business is 
with farmers in the surrounding country. With 
a cash and credit business of more than 1,600 ac- 
counts, Vic’s gross sales last year were among the 
largest of any independent retail hardware mer- 
chant in the state. 


“Why, I know every one of these subscribers 
personally,” Vic said when he examined the Ne- 
braska Farmer circulation list of his community. 
“I always make it a point to stock items advertised 
in the Nebraska Farmer, because I know my 
customers have confidence in products adver- 
tised in their own farm paper. 


“That’s why I subscribe to the Nebraska 
Farmer myself. And I read it just as thoroughly 
as my customers do,” 


Smiling Vie Anderson, former President of the 
Nebraska Retail Hardware Association, and 
owner and manager of the Anderson Hardware 
& Plumbing Company of Lincoln, Nebraska. 


Vic, along with hundreds of other successful 
small town Nebraska merchants, has seen the 
products advertised in the pages of the Nebraska 
Farmer move off the shelves fast and turn into 
profits! He is one man among many who will 
agree that the Nebraska Farmer ranks first as an 
advertising medium for Nebraska farm people. 


x*wk 


The Nebraska Farmer is read in 
7 out of 8 Nebraska Farm Homes 
twice each month. 


These Products, Sold by the Anderson Hardware & Plumbing Co., Are Advertised in the Nebraska Farmer 


A. C. Spark Plug Company 

Aeroil Products Company 
American Chain and Cable Company 
American Steel & Wire Company 


Anderson (Carl A.) Ine, 
Armour & Company 

Arvey Corporation 

Barker Mfg. Company 

Berry Seed Company 

Briggs & Stratton 

Butler Mfg. Company 

Carbola Chemical Company 
Colorado Fuel & Iron Corp. 
Columbian Steel Tank Company 
Consumers Public Power District 
Continental Oil Company 
Continental Steel Corp. 

Cook Paint & Varnish Company 


Crane Company 

Dalglish (J. M.) & Company 

DeLaval Separator Company 

Dempster Mill Mfg. Company 

Disston (Henry & Sons) Inc. 

Electro Line Fence Company 

Fairbanks-Morse & Company 

Flex-O-Glass Mfg. Company 

Fuchs Machinery & Supply Com- 
Pany 

Fyr-Fyter (The) Company 

General Electric Company 

General Mills 

Goodyear Tire & Rubber Company 


Hudson (H.D.) Mfg. Company 

Jud Whitehead Company 
Ker-O-Kill Mfg. Company 
Keystone Steel & Wire Company 
Le Gear (Dr.) Medicine Company 
Lincoln Steel Works 

Locke Warm Morning Stove Com- 


pany 
Louden (The) Machinery Company 
McDonald (A.Y.) Company 
Mantle (The) Lamp Company 
Micklin Lumber Company 
National Battery Company 
National Pressure Cooker Company 


Nichols Wire & Steel Company 
Ottawa Mfg. Company 
Phillips Petroleum Company 
Poweraire Corp. 

Prime Mfg. Company 

Red Jacket Mfg. Company 
Sentinel Radio Corp. 

Sheffield Steel Corp. 
Sisalkraft Company 


Standard Oil Company 

Sunbeam Corp. 

Wenzel (H.) Tent & Awning Con.- 
pany 
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; s s |ing Station WMCA to Mr. Noble Sen 
Toronto Radio Men Elect Flamm Wins Right through “duress and fraud,” for f° | 
ee eee eee | . $850,000, $350,000 below actual jek to T) 
ada Radio Facilities Ltd., has been to Reopen Suit sUUU, , 
elected president of the Radio Ex- y . |Value. Mr. Noble operated the NAI 
ecutives Club of Toronto. Other! New YorK—One of radio’s most | Station from 1941 to 1943, sold it 
officers elected include S. S. Lan-| famous lawsuits was revived last | t? Nathan Strauss for $1,255,000 Mitw 
caster, Radio Representatives Ltd., | week as the New York court of when he and a syndicate bought still th 
vice-president; G. E. Rutter, Hor- appeals, sitting in Albany, re- the Blue Network (now ABC) for prices « 
ae 4 ae “eudie Mesos. versed the decision of a lower ap- | $8,000,000. sustaint 
sentatives Ltd., secretary. pellate court and permitted Don-/| | ce ode san col tion to 
ald Flamm to sue Edward J.| Biow Names Smith V.P. that fo 
Noble for $107,508 in addition to| Walter Grenville Smith has re- So < 
sooo, | the $350,000 he was originally | signed as vice-president in charge preside 
Feat BS Nl NG-IN m | awarded in March, 1946. of media and member of the plans sociatic 
1 APHING — FILL } Mr. Flamm’s attorneys, Handel-| board of Ruthrauff & Ryan, New asked | 
E m@ | man & Ives, were readying a suit a hs ay the Biow rng he compet 
' * nent auch for $457,508 (the $107,508 repre- nang a ae ‘in ae He ry 
My wrasse SES RTE te en vento ondaptlben bois pe a on the | will coordinate the activities of eh 
THE LETTER SHOP, Inc. ‘i The original pa gp that ne 8 ig SAS SR . SNE CHARTS CARAVAN COURSE—Samuel H. Cuff, general manager of Television annual 
683 G. Dearborn &t.. Chicago 5. Illinois Mr. Flamm was coerced into sell- a Caravan, points out the route the staff will take, to Walter Dennis, radio and Manuf 
‘ oe o's television director of Allied Stores Corp., and Russell Brown, its vice-president. He 
OK’s ‘Courant'’s’ Plans encanta aa 
The Civilian Production Ad- : : 1 : 
GIBBONS KNOWS CANADA ministration has approved a $64,.| Wood Appoints Dinerman RCA-Allied Stores a 
re m 000 addition to the proposed new; Thomas E. Wood, Inc., Cincin- : , 
Seer see ‘A Biel tien BERSRANIOINS home of the Coane’ on Death St.,| nati, has placed its advertising Prepare 22-City bring 
TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVER Hartford, Conn. with Dinerman & Co., Cincinnati. a the Wi 
Video Caravan there 
New YorkK — What purports to C 
be the greatest single promotion ow 
ever undertaken in television his- : 
tory, carried to more than 1,000,- produ 
000 persons, will get under way the le 
May 20 when Radio Corporation strikes 
of America and Allied Stores Cor- he sai 
poration begin a tour of 22 cities of pe 
coast-to-coast with a “Television Pr 
Caravan.” goods, 
Twelve persons will make the bor si 
tour, and together with about the " 
$100,000 worth of television fp Until 
equipment which they will pick fj Nove? 
up at RCA’s Camden factory, will verb 
be carried in six cars especially the . 
built for the caravan by the Chev- prices 
rolet division of General Motors ae 
Corporation. -The caravan will y 
stop a week at the Allied store in the 
each of 22 cities, beginning with large 
Reading, Pa., and ending Oct. 15- mont 
18 in Akron. ; Notin 
Fourteen ‘“shows’’—“televising” that 
demonstrations prepared by each Mie 
of 10 national advertisers in a spe- f pe 
cial studio set up in the store— Ps - 
will be given each week. These pm 


IF YOU SELL IN TEXAS 
You Will Want to See This Survey 


It’s spring. The redbuds and dogwood are blooming. Care 


Let Us 


More About It 


Complete portfol 


are now at the News and all offices 


of John B. Wood 


Tell You 


to drive through the Dallas market? 


If you can—come on. We'll be delighted. 


For the many who cannot, we have taken some pictures and 


ios of this survey 


ward, Inc. A letter you will, 


or call to any of these offices will 


bring you the ful 
interview: 


In New York 


155 East 44th Street 
Murray Hill 2-0777 


In Chicago 
400 North Mi 


Superior 5456 


In Detroit 
641 New Cen 


Madison 5730 
In San Francisco 


I story by personal 


a lot about Texas’ No, 1 market. 


chigan Avenue 


for you. 
ter Building 


gathered a few figures. We think they are worth while. Maybe 
Certainly you will if you sell in Texas, because this study tells 


Our wish to show it to you is not just to get a salesman’s 
foot in your door. This is not merely a “selling job.” It is 
basic facts, figures and pictures, uncolored, We have the quaint 
thought that we are helping you by gathering this material 


It hasn’t been prepared for general distribution. Original 
copies are at the Woodward offices. A quick-drive-through- 


advertisers include seven national 
manufacturers Westinghouse, 
Hickok, B.V.D., Koroseal, Sher- 
win-Williams, Hoover and VU. S 
Rubber—and three national maga- 
zines — Charm, House Beautiful 
and Pic. 


To Use Special Films 


Television receivers will be 
located throughout the stores, in 
windows and in special settings. 
In addition to the live televising 
of the product demonstrations 
and local people who visit the 
store, specially prepared films on 
sports and other events will be 
shown just as people will view 
them in their homes on television 
sets. 

The caravan will stop in cities 
in Pennsylvania, New York, New 
Jersey, Massachusetts, Michigan, 
Minnesota, Iowa, Idaho, Montana, 
Louisiana, Texas, Florida, Ohio 
and Washington. It will be headed 
by Samuel H. Cuff, formerly man- 
ager of the New York television 
station, WABD. Louis A. Sposa 
is production manager and Ber- 
nard Brink chief engineer. 


Issues Broadside 


Grand Home Appliance Com- 


Russ Building pany, Cleveland, has sent its dis- See | 
he-Dallas-market is yours for the asking. tributors’ dealers a broadside i. [Rompetis 
Smeeen S068 . y ’ 8 color, suggesting dealers get on tue fact 


SELL 


_ Che Dallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA, KGO ano KERAFM 


\ ; 


THE READERS OF THE NEWS AND YOU HAVE SOLD THE DALLAS MARKET 


Representatives 


the “Grand Wagon in the Profit 


John B. Woodward, Inc. 


Parade.” The broadside tells « 
| the company’s advertising pro- 
| gram, which includes ads in Bet- 


| that can be used as a wall char'. 


‘Mohawk Names Kimball 


Mohawk Carpet Mills, Amster- 
dam, N. Y., has moved its ac- 
count from J. M. Mathes, New 
York, to Abbott Kimball Com- 
pany, New York. 
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Aavertising Age, 


Competition Sure 
to Trim Prices, 


NAM Chief Says 


MILWAUKEE — Competition is 
still the force which can drive 
prices down, but there must be a 
sustained period of high produc- 
tion to give it a chance to exert 
that force. 

So declared Earl Bunting, 
president of the National As- 
sociation of Manufacturers, when 
asked what had happened to the 
competition which the NAM 
claimed last year would replace 
the OPA in controlling prices. Mr. 
Bunting was here to’ address the 
annual meeting of the Wisconsin 
Manufacturers’ Association. 

He said the NAM is urging 
manufacturers to hold the line on 
prices and reduce them if possible. 
Competition, given time, will 
bring prices down, he insisted, if 
the wage level is maintained and 
there is high production. 


Cites Production Delays 


“We have not been getting the 
production we anticipated until 
the last few months, because of 
strikes and other interruptions,” 
he said. “Nor has the high point 
of production been reached.” 

Prices of all manufactured 
goods, according to Bureau of La- 
bor Statistics, went up 30.6% from 
the end of the war with Japan 
until the end of OPA controls last 
November, he said. From No- 
vember through February, 1947, 
the average increase in wholesale 
prices of manufactured goods was 
only 6.6%, he added. 

Wage increases in all lines in 
the first half of 1946, he said, 
largely showed up in the last six 
months in manufactured goods. 
Noting that the BLS estimates 
that 85% of the total manufac- 
turing costs of all goods goes for 
labor, he contended that manu- 
facturers had more than absorbed 
the increased labor costs going 
into their products. 


4prv Dy Od 


To Hoag & Provandie 


Station WHDH, Boston, a sub- 
sidiary of Herald-Traveler Cor- 
poration, has named Hoag & 
Provandie, Inc., to handle its ad- 
vertising. The station uses news- 
papers, trade publications, and 
direct mail to promote its sports, 
news and musical programs, with 
the slogan, “New England’s Fast- 
est Growing Independent Station.” 


3 Send Today For 
t*ROCKFORD 


x CONSUMER ANALYSIS 


See how your product compares with 


Ompetitors in consumer preference. Get the 
tue facts on the market that has, month after 


onth, led all Illinois cities in percentage 
4ins on retail sales of independent stores. 


Free copy available to Manufacturers 


and Advertising Agencies. 


MORNING STAR 
REGISTER-REPUBLIC 


(111,000 | 
OPOLITAN POPULATION 


J&J Boosts Gerbic 


Johnson & Johnson, New Bruns- 
wick, N. J., has promoted Edward 
G. Gerbic from director of the 
elastic goods and medicated plas- 
ter division to assistant director 
of merchandising for the com- 
pany. Mr. Gerbic joined J&J in 
1934. 


P&T Names Johnson 


Park & Tilford, New York, has 
appointed Jim Johnson as vice- 
president in charge of sales of the 
wine and spirits division. Mr. 
Johnson has held sales posts with 
major whisky distilling companies 
since entering the liquor industry 
in 1934. 


Names Harden 


K. M. Harden, formerly gen- 
eral sales manager in the book 
department of P. F. Collier & Son 
Publishing Company, New York, 
has been named national sales 
manager for new publications to 
be issued by the Encyclopaedia 
Britannica, Chicago. 


Predict NY Population 
at 7,835,000 by July 1 


New York City’s health de- 
partment estimates that by July 1 
the population of New York will 
be 7,835,000. The department has 
never been more than 2% off in 
its population predictions. 

The statisticians arrived at its 


estimate by the following means: 
they subtracted the 1930 federal 
census for the city from the 1940 
total, arriving at an annual rate 
of increase of 52,500. To this, they 
added a second figure obtained by 
subtracting the average deaths 
from the greatly increased aver- 
age births. 


ALMANACS! CALENDARS! 


(Used Dally Throughout the Year) 


PRINT YOUR OWN ADVERTISING MEDIUM 


We supply complete copy for U. $. and 
em y Roemer — Astronomical and 
Astrological Data, Weather 

Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Pean Yan, New York 


Your advertising to a 


most profitable field through 
the most profitable medium 
will produce the best results 


g 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


gall to suggest improvements was squelched. 
No longer the czars of gravure, Gus and 


color reproduction ...in every magazine and paper, 

whether the list called for 1, 6, 16 or 66 media. 
Advertisers had to pay no fancy premium for 

getting better reproduction. On the contrary, 


Taking Gus 


out of Gravure 


Gus, boss man of the gravure presses, learned 
his craft from Herman, who learned his in 
Vienna oder Munich circa 1906, when they still 
wiped off the cylinder by hand! 

Gus and Herman liked to keep gravure 
gemiitlich and in the lodge. Anyone with the 


Herman have been replaced by smart craftsmen 
with an eager interest in new ideas. 

These craftsmen were delighted when 
Intaglio introduced the first successful method 
of proving gravure. Progressive proofs permitted 
advertisers to preview, check, correct and revise 
before publication... assured uniform, faithful 


Intaglio saves time, money, red tape and production 
headaches. Just send a comprehensive layout, with 
original photos or artwork, type proofs and line 
work either as a unit or in elements. 

Intaglio does the rest... produces, ships proofs 
and positives to all publications on the advertising 
schedule. And if you want better point 
of sale selling, contact the Commercial 


voltage consumer-appeal. 

Two modern plants in New York 
and Chicago, staffed by 250 skilled 
craftsmen, await your orders. For better gravure 


—in monotone or color—have it done by Intaglio. 


Intagloo SERVICE CORPORATION 


AMERICA’S FIRST GRAVURE & LETTERPRESS SERVICERS 


NEW YORK: 305 E. 46th St. 
CHICAGO: 731 Plymouth Ct. PHILADELPHIA: Land Title Bldg. 
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Goldblatt Stores 
Plan $3,000,000 
‘47 Ad Program 


Cuicaco—Goldblatt Bros., Inc., 
intends during 1947 to spend more 
than $3,000,000 in advertising to 
attract buyers to its chain of de- 
partment stores, Joel Goldblatt, 
president, said in his annual report 
to stockholders. A similar sum 
was invested during the previous 
year. 

The company reported net sales 
of $86,164,000, an all-time record. 
It represented an increase of $19,- 
614,000, or 29%, over the total for 
the prior fiscal year ending Jan. 
31. Net profits, after all charges, 
rose to $2,615,000, compared with 
$1,002,000 in the previous year. 
Merchandise and supply inven- 
tories amounted to $13,030,000— 
an increase of $4,077,000—but this 
“was moderate in view of the 
record sales volume and higher 
prices prevailing,” said Mr. Gold- 
blatt. 

Goldblatt’s 1946 advertising pro- 
gram included frequent space in 
metropolitan newspapers, neigh- 
borhood publications and the for- 
eign language press in Chicago 
and suburbs, as well as news- 
papers in Joliet, Ill, South Bend, 
Gary and Hammond, Ind., Mil- 
waukee and Buffalo, N. Y., where 
it operates stores. It also dis- 
tributes the “Goldblatt Shopping 
News” widely for special promo- 
tions. 

The company also advertised on 
a limited scale in national maga- 
zines and “the replies and sales 
therefrom indicate that an im- 
portant specialized mail order 
business can be developed and a 
further testing of this vast mar- 
ket is contemplated.” 

Completing the program were 
sponsorship of a daily radio pro- 
gram originating in the audi- 
torium of the State St. store’s 
Home Service Center; Saturday 
broadcasts devoted to “Teens and 
Tunes” and other features appeal- 
ing to the younger set; weekly 
fashion and special merchandise 
promotions, and intensive use of 
floor and window displays. 

Goldblatt operates 15 depart- 
ment stores, nine of them in Chi- 
cago, and further expansion is 
planned or already under way. 


Carstairs Names Frost 


Carstairs Bros. Distilling Com- 
pany, New York, has appointed 
Benjamin DuBois Frost as sales 
promotion manager. Mr. Frost 
was previously with the cereal 


division of General Foods. 


NO TYPE 


Anyone, anywhere can set 


type this new, practical way. 


Fast, economical —just the 
thing for heads or complete 
ods. Cardboard letters are 
automatically aligned when | 
set into Fototype composing 

stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 

types to select from, each | 
packed in a compact, refill- G 


able leatherette case 


qne t Pe 
New 24 -Page Ek 


Catalog 


PRESS sconcy TAPE OM TOP... REMOVE FROM STICK _ USE 


T 


1415 ROSCOE ST., CHICAGO 15, ILLINOIS 


|Moberg in New Post 


Don L. Moberg, formerly sales 
manager of Schwartz Paper Com- 
pany, Chicago, has joined Green 
|Duck Metal Stamping Company, 
Chicago, maker of lithographed 
metal buttons and signs, as sales 
manager. 


Martz Joins Hahn 


L. S. Martz, formerly assistant 
to the president of Micromatic 
Hone Corporation, Detroit, has 
joined Marvin Hahn Advertising, 


| 


ct She ey 


Detroit, as account executive. The 
Hahn agency will be located at 41 
Burroughs, Detroit 2, after May 1. 


Resumes Advertising 
Gilman B. Smith Company, 


New York, has resumed advertis- 
ing its Iron-on rug binding, which 
was discontinued during the war, 
with a trade publication campaign 
for distributors, supplemented by 
a newspaper and magazine sched- 
ule directed at the consumer. The 
account is handled by The House 
of J. Hayden Twiss, New York. 


APA Directory 
Reports 8,312 
U.S. Weeklies 


New YorkK—A total of 8,312 
weekly newspapers are being pub- 
lished in U. S. towns of less than 


50,000 population, and more than | 


90% of these are in towns of 
under 10,000 population, the 
American Press Association re- 
ports in the 1947 Directory of 


Advertising Age, April 28, 1947 


Country and Suburban Town 
Newspapers, its 28th annual issue. 
Total paid circulation of these 
newspapers is 12,513,483, an aver- 
age per newspaper of 1,508 fami- 
lies, the Directory points out. 
Completion of the book was de- 
layed in order to include the 
sworn circulation figures which 
newspaper publishers were re- 
quired to file with the Post Office 
as a result of a law passed by 
Congress last fall. These figures 
appear for the first time in the 


All because —— 


The most responsive new market 
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Swami HAPPY HOLIDAY announces: 


I see more happy readers...thousands more! 


I see more happy advertisers... hundreds more! 
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APA publication. All circulation | of 220 newspapers, most of which 
figures in the new Directory are | are members of the Audit Bureau 
either Post Office sworn or Audit|of Circulation, are listed sep- 
Bureau of Circulations figures. (arately as represented by the 
Directory listings show that the Greater Weeklies division of the 
American Press Association now | American Press Association. 
represents 3,966 weeklies for na- | In addition to circulation fig- 
tional advertising, and that the ures, the Directory gives the ad- 
average rate for these newspapers | vertising rate of each newspaper, 
is two cents per inch lower than|name of publisher, and complete 
for all weeklies. Average rate for | mechanical data about each news- 
weekly newspapers, up 12% /paper. The book sells for $5, and 
over 1946, is 45 cents per column/is available from the American 
inch, the Directory says. A total| Press Association in New York, 


Detroit, Chicago, Dallas or Phila- 
delphia. 


Tad Chemical to Ellis 


Ellis Advertising Company, 
Buffalo, has been retained to 
handle the advertising of Tad 
Chemical Company, Rochester, 
manufacturer of San Can and 
| Shampooch. 


‘Shifts ‘Hint Hunt’ 
| “Hint Hunt,” five-a-week strip 
|}aired for Armour & Co. on CBS, 


will be switched from the 3:45-4 
p.m., EST, spot to 4-4:15 p.m. The 
first 15 minutes of the show will 
be sponsored by Armour, and CBS 
will carry the show until 4:25 on 
a substaining basis. Foote, Cone 
& Belding is the agency. 


Marvin Joins Grey 

Richard Marvin, formerly radio 
director of Ward Wheelock, Wil- 
liam Esty and J. Walter Thomp- 
son Company, has joined Grey 
Advertising Agency, New York, 


|as radio and television director. 


_. Holiday Proves 
It’s a Small World 


Holiday’s penetrating reporting brings you 
o deeper understanding of the world and 
its people. it helps to make your leisure 
time more rewarding-——whether it's a week- 
end_or week. It gives you aythentic, up-to- 
the-minyte guidarice on all the necessaries 
like “‘what to wear’ —"'what to take.’’ 
There's action in every issue! 


HOLIDAY 


A CURTIS PUBLICATION 
Independence Square, Philadelphia 5, Pa. 


exclusive with 


The May issue of Holiday blankets Chicago 8 
like a spring breeze off Lake Michigan... 2 
brings you America’s lustiest city as it a 
really is and looks...as its three and one~ 
half million people live it-and love if. ey 


Chicago .is many-sided, but adventure alt 
the way. Holiday covers it from its dream- 
jest to ifs seamiest. ..traces its background 
..points out “places to go ard things to do!”’ 


The international scene incivdes artides on 
Munich, Moscow, the Isle of Capri and Ha- 
wali {see Fashion Note above). Specking 
of fashions: Holiday keeps people posted 
on the latest and best for the time and 
place. It’s a world of information in one 
grand Holiday. Enjoy yours! 


23 


AMERICAN 
EEKIY 


Co , Li 7) 


9,052,251 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended September 30,1946. 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


“We just can’t help waving a 
banner when we can show you 
figures like these .. .” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


THE AMERICAN 


\WEEKLY 


“The Nation’s Reading Habit” 


A Hearst Publication 
63 Vesey Street, New York 7, N. Y. 
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‘Extra Compensation’ for 
Agency Personnel Popular 


Most Provide Bonus, 
Profit-Sharing and 
Other Incentives 


By S. R. BERNSTEIN 


Cuicaco—The end of salary 
stabilization and excess _ profit 
taxes has not adversely affected 
various types of “extra compensa- 
tion” plans for personnel in th 
advertising agency field. On the 
contrary, while some doubts about 
the validity of various types of 
extra compensation exist, bonuses, 
group insurance, profit - sharing 
plans, stock ownership arrange- 
ments and similar “extra” incen- 
tives have apparently become 
firmly entrenched in the agency 
scheme of things. 

A year ago, ADVERTISING AGE in- 
vestigated the various “extra com- 
pensation” plans of advertising 
agencies, reporting on the activi- 
ties of 62 agencies of all types in 
the March 18, 1946 issue. Re- 
cently, some of the original re- 
spondents to this study have sug- 
gested that a further study be 
made to determine what changes 
in thinking, if any, have occurred 
since the end of salary stabiliza- 
tion, the elimination of excess 
profit taxes, and the probability 
of reduced profits. 


Few Change Minds 


Accordingly, AA asked 20 agen- 
cies which had replied last year 
to indicate what changes they had 
made in their plans or thinking, 
and also queried an additional 50 
agencies which were not repre- 
sented in the 1946 study. Replies 
from 13 of the 20 agencies which 
participated in the 1946 study in- 
dicated no significant change in 
attitude—the 12 agencies which 
had well-established “extra com- 
pensation” plans last year still 
have them, in many cases on a 
more comprehensive basis than 
before; the one agency which had 
discontinued such a plan last year 
is more convinced than ever that 
its action was sensible. 

Replies from 18 additional 
agencies not represented in last 
year’s study also show almost 
unanimous acceptance of some 
form of additional compensation. 

In general, it can be said that 
agency management is convinced 
of the social validity of various 
plans of extra compensation, par- 
ticularly in a business where 
profits are likely to vary greatly; 
but, on the other hand, those 
which instituted plans of the 
profit-sharing type and _ similar 
types, in the hope that personnel 
turnover could be cut down 
sharply, have in many cases been 
disappointed in the results. Sev- 
eral feel that profit-sharing trusts 
and other devices which call for 
building up employe interest over 
a long period of years are only 
moderately successful, and that in 
too many cases the individuals 
which they are designed to please 
show the least regard for them. 


Varied Viewpoints 


One agency head reports that 
he is convinced that the amount 
of money in the pay envelope 
is all that counts, and there- 
fore he has discontinued ll 
“extra compensation” plans in 
favor of the highest pay scale he 
ean afford. Another says that no 


one seems to appreciate the value | 


of long-term trusts, pension plans, 
etc., and that constant re-selling 
is imperative. Still another indi- 
cates that top-flight personnel 
sometimes consider long-time 
trusts a device to impede their 
freedom of movement, while sev- 


| eral raised the problem of the dif- 
ficulties that arise under any 
“extra compensation” plan when 
it becomes necessary, because of 
the current profit picture, to re- 
duce such compensation below 
previous years. 

In most cases, he says, em- 
ployes come to expect bonuses, 
trust funds, etc., as part of their 
compensation, and if they are re- 
duced, dissatisfaction is frequently 
the result. 


Many Well Satisfied 


On the other hand, among agen- 
cies which reported their plans 
last year, several indicated com- 
plete satisfaction. One very large 
agency, for exarnple, said: “We 
are very satisfied with our present 
setup and feel that, by and large, 
it thoroughly answers our needs.” 

Another, which has a bonus and 
pension plan and group insurance, 
says the only change it has made 
in the past year has been to pay 
a larger share of the insurance. It 
adds: “Except as may be implied 
in these various plans, we do not 
have a profit-sharing program as 
such. We believe thoroughly in 
the principle of profit - sharing, 
especially as it applies to a per- 
sonal service business, and we 
have succeeded by one means or 
another in paying out a very high 
percentage of our agency income 
to the staff. Up to date, none of 
us has been smart enough to de- 
vise a profit-sharing or bonus 
plan which has anything like an 
exact mathematical basis. It 
would be a great help to us and I 
imagine to a great many others 
in the agency business, if we could 
figure out a clear-cut relationship 
between effort, accomplishment 
and reward.” 

Another, among those which 
has made no change in the past 
year, says: “Our feeling is that 
extra compensation plans are of 
paramount importance in the ad- 
vertising agency business and it 
would be very difficult for us to 
imagine conducting our business 
without such a plan.” 


Detailed Comments Given 


The detailed replies are so in- 
teresting as a clue to agency man- 
agement thinking on this subject 
that they are presented here al- 
most verbatim, as was the case 
last year. Although only one or 
two agencies asked that their re- 
plies be treated anonymously, 
none are identified here. 

One of the most interesting 
“extra compensation” plans to 
come to notice was installed in 
one agency during the past year, 
largely as a result of the study 
printed in these columns in March 
of last year. This plan has sev- 
eral new features, and many 
things to commend it to both 
management and employes. Its 
details follow: 


‘Cash-in-Hand’ System 


A medium-size midwest agency: 

Since we read your study of “ex- 
tra compensation” for agency per- 
sonnel a year ago, we have taken 
action on this problem. The plan, 
as adopted, is still in its first year 
of operation. However, we do not 
feel it is too early to report 
that it is apparently working out 
to everybody's satisfaction—and 
what's more, profit. 

We sifted the complex angles of 
pension, bonus and profit sharing— 
group insurance already having 
been in force separately for some 
years. What we came up with was 
a rather unique profit sharing plan 
on a cash basis. A fundamental 
decision was whether to set pay- 
ments aside in a trust, subject to 
later withdrawal in one way or an- 
other. This we finally ruled against 
jas (1) too complex from manage- 
|ment’s viewpoint and (2) not direct 
|enough an incentive or uniformly 
| suited to the widely varied needs 


within the group—men and women, 
married and single, old and young, 
etc. Thus, the cash payments de- 
cided upon are made with the rec- 
ommendation that they be treated 
as savings and invested as annui- 
ties, insurance or some other re- 
serve fund. We regret that Uncle 
Sam has to take his “share of the 
share” but that’s life, in 1947 in 
the U. S. A.—which is still better 
than anywhere else in the world. 

The cash distribution is made un- 
der a plan distinguished chiefly 
for its simplicity. A permanent 
fixed percentage of the agency’s 
net profit before taxes is set aside 
from the balance-sheet figure each 
month in an employe-profit sharing 
fund. Whenever the total fund be- 
comes sufficient to pay the partici- 
pating group an extra half-a- 
month’s pay they get it. Each 
month the percentage of the total 
in the fund is announced. In case 
of a loss or bookkeeping adjust- 
ment, it is understood the fund 
bears its share and the announced 
percentage may go down as well 
as up. 

That’s all there is to the plan 
except for a few refinements. The 
distinction between it and other 
methods which we studied can be 
realized by calling this a _ time- 
bonus rather than a money-bonus. 
The amount of money to be received 
is always known, but when it will 
be paid depends on how quickly the 
profitable operation of the agency- 
as-a-whole can earn it. This is a 
marked advance over the old vari- 
able Christmas bonus, which might 
be large or small but never came 
until the end of the year. 


Pleased With Plan 


We feel that we have achieved 
the closest practicable participation 
by employes in the fortunes of the 
agency—which is what profit-shar- 
ing should be. 

It has brought the entire agency 
personnel into the relationship of 
a well-drilled team, all working to- 
gether for the same ends. It is 
perfectly clear to each member of 
the group that any saving of time 
(or electricity or pencils) which he 
or she can make will show up, 
through profit sharing, on the pay 
check, The agency for its part is 
willing to give an extra half- 
month’s salary every month if it 
works out that way, since both the 
agency and its staff earn together 
in a fixed ratio. 

The refinements: Employes of 
less than a year’s standing receive 
a token payment of $25 when the 
others who have been here two 
years or more get their half- 
month’s pay. Those who have been 
here over a year but less than two, 
receive a quarter of a month... 
We are through with “automatic 
raises” and salary is increased only 
with promotion to more important 
work. 


Not Sure of Plan 


A large eastern agency: 

Our agency has a pension plan 
which is designed to supplement 
Social Security up to a certain ceil- 
ing salary for all employes. We 
also have group insurance. And this 
year a group in the agency partic- 
ipated in ownership of the agency 
stock, 

The only change we have made* 
since the end of salary controls has 
been this stock ownership arrange- 
ment. 

Frankly, we are now in the midst 
of questioning whether or not the 
pension plan we are using is espe- 
cially fitted to the agency business 
and to our particular agency. We 
are in the midst of comparing it 
with profit sharing and other simi- 
lar arrangements, 


A large eastern agency: 

We are giving considerable study 
to the matter of extra compensation. 
At present, lacking a formalized re- 
tirement plan or profit sharing plan, 
we have, as of 1945, given all our 
personnel a bonus amounting to one 
week’s salary regardless of the 
length of time they have been with 
the organization. 

It is my feeling a profit sharing 
plan is to be desired if one. can be 
arranged within the limits of the 
tax laws and at the same time can 
be afforded by a given concern with 
the need for maintaining its finan- 
cial structure on a sound basis. 


Convinced of Value 


A medium-size eastern agency: 

We still work on the basis of a 
profit-sharing bonus for all hands, 
have a pension plan for all people 
with us over three years, group in- 
surance for all members of the or- 
ganization, and encourage stock 
ownership. 

There have been no changes in 
this setup since the end of salary 
control. 

We are convinced that all of these 
incentives are a good thing and that 


they have built good morale among 
our people and encouraged people 
to stay with us over long periods of 
time. 


A large eastern agency: 

We give a bonus to all employes 
after one year of employment, based 
on seniority and functional value 
and scaled to pay from 9% to 25% of 
salary. 

We also supply group insurance 
at the company’s expense, paying 
death benefits of one year’s salary 
within a minimum of $2,500 and 
a maximum of $10,000. 

Since the end of salary stabiliza- 
tion, we have increased the scale 
of bonus payments to the lower 
salaried groups and_ established 
higher coverage on the group in- 
surance, 

This action on our part indicates 
our opinion as to the value of such 
plans. We are confident that ours 
are of benefit to both employer and 
employe. 


Prefers Stock Ownership 
A smaller midwest agency: 


Our agency feels very strongly 
that extra compensation is an ex- 
cellent incentive for key agency per- 
sonnel. We believe that the type of 
individual— peculiar individual if 
you like—who best succeeds in an 
advertising agency is particularly 
sensitive to the intentions of a 
good bonus or stock sharing plan. 

We established a bonus plan af- 
fecting all employes with more than 
six months service to their credit 
several years ago. There is of 
course this danger in any bonus 
plan: disappointments following a 
year when large bonuses cannot be 
paid. This is particularly true if a 
precedent has been set by substan- 
tial bonuses in any one year. How- 
ever, we have found that the aver- 
age employe understands that a 
bonus plan is necessarily affected 
by the vagaries of business condi- 
tions. 

Speaking for myself, and strictly 
from my own observations, I feel 
that a stock sharing plan is perhaps 
better, since it provides the stimula- 
tion not only of extra compensa- 
tion, but of actual ownership. Here 
again, I am thinking particularly 
of the type of individual who works 
in the advertising agency field. I 
think that a sense of proprietorship 
as well as a sense of profit sharing 
is a real stimulation to best creative 
efforts. 


A small midwest agency: 

Our agency has no set plan for 
extra compensation although we 
have been considering it at various 
times and will be very much inter- 
ested in the information you secure 
from your questionnaire. 

Extra compensation in a concern 
such as ours, must necessarily be 
based on extra profits and we haven't 
as yet seen our way clear to build- 
ing a consistent plan to accomplish 
that purpose, These extra profits, as 
you know, go up and down and that 
is what makes it hard to handle. We 
might have a good year one year 
and a poor one the next year. So 
in the last analysis, every year must 
be handled as a separate year and 
we can’t very well make up a plan 
which will apply regardless of the 
profit and loss on the balance 
sheet. 


‘Great Expectations’ 


A smaller eastern agency: 

We have a bonus plan here and 
a hospitalization plan, for which we 
pay the entire cost. We are not yet 
far enough along to provide group 
insurance, but that will be next. 
Following that, we will probably go 
in for a pension plan. As for stock 
ownership, I have never believed 
that stock ownership meant any- 
thing unless: 

1) an employe could control a 
sufficient bloc of stock to make it 
mean something in voting power, 
or 

2) Stock ownership was so widely 
diversified that no one single indi- 
vidual controlled enough to thwart 
the wishes of a wide group of stock- 
holders who held only insignificant 
amounts, 

Over and above that, unless an 
agency has reached a point of sta- 
bility at which it would take a 
pretty heavy blow to put it out of 
business, I believe stock ownership 
is too risky a thing to inflict on em- 
ployes who may be in no position 
to have their savings wiped out 
through the loss of an account. As 
a general rule, I prefer profit-shar- 
ing to stock ownership. 

As for your second question, ev- 
erything we have done during the 
past year has been an addition— 
since we have only been in business 
a year. We paid no dividends but 
we did pay a bonus. 

My own feeling about the value 
of extra-compensation plans of any 
type is as follows: In this business, 
which can vary greatly from year 
to year, they make possible a flex- 
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ibility of compensation that is not 
available through compensation 
limited to salary payments. On the 
other hand, once given, they are 
usually expected, and unless there 
is terrific personnel loyalty and un- 
derstanding, their absence in any 
year can cause a great deal of 
grumbling. Having been the re- 
cipient of some of the benefits of 
these plans, however, I believe their 
good outweighs their evil—since 
they also make possible the reward- 
ing of special effort during any one 
single year. I believe they are to 
the benefit of ‘business from an in- 
centive standpoint. 


Stock Held in Company 


A Canadian agency: 

We allocate approximately 20% 
of profits, before taxes, to those in 
the agency who have earned these 
bonuses. All employes receive a 
Christmas box of one week’s pay. 
A group insurance plan is in opera- 
tion, as well as stock ownership. 
There is no pension plan, but there 
is hospitalization, such as Blue 
Cross, taken out independently by 
members of staff. 

The stock ownership is an addi- 
tion to our plan during the current 
year. 

Our conception of the advertising 
agency business is that it is a per- 
sonal service function for individ- 
uals with the backing of manage- 
ment providing the very best in ad- 
vertising agency facilities. We be- 
lieve that those engaged in the 
business should benefit while they 
are performing their duties and 
that the stock ownership and re- 
wards accruing from such should 
apply only while they are actively 
engaged. Therefore, our plans do 
not permit the distribution of stock 
outside of the company and require 
its return to those engaged in the 
company’s operations upon the re- 
tirement in any way, shape or form 
of any member of staff. 

This is our conception of democ- 
racy in the agency business. 


A smaller eastern agency: 

As I believe I wrote you last year, 
we have no set plan. We wish we 
did have some pattern or plan that 
could be followed. Our situation, 
however, has proved in the past to 
be so volatile and changeable that 
we have not been in position to cre- 
ate any plan. 

One of the facts that bothers me 
considerably is that we have no re- 
tirement plan except for officers of 
the company. We didn’t dare estab- 
lish such a plan for fear that at 
some time we would have to dis- 
continue it. While agency personnel 
are subject to considerable change, 
an agency as old as ours has some 
individuals for whom provision 
should have been made long ago for 
their retirement and for their se- 
curity. 

But we do give extra compensa- 
tion. Last year everybody got a 
week’s pay or more. The staff all 
got more, and what they got was 
rather arbitrarily determined. In 
each case, the individual’s need, the 
company’s ability to pay, and the 
individual’s contribution to the 
agency during the year, were fac- 
tors. We propose this year to make 
a study of other extra-compensation 
plans in the advertising agency 
business to see whether any of 
them, at least partially, fit our situ- 
ation. 


Paycheck Most Important 


A medium-size midwest agency: 

I have some very definite feelings 
on the matter of bonuses, commis- 
sions and extra compensation born 
out of the war experience as well as 
prewar and postwar. The people 
in the advertising business who rep- 
resent the producers in an advertis- 
ing agency are a very small per- 
centage of the total employes. There 
are only a comparatively few peo- 
ple in each agency who are respons- 
ible for results. By and large, prac- 
tically everyone else in the agency 
is easily replaced. Any compensa- 
tion plan that combines the regu- 
lar employes with a few creative 
and go-getter employes is not work- 
able. 

There is absolutely only one way 
to hold on to the top creative peo- 
ple, and that is to pay them as much 
as they could earn if they were in 
business for themselves or to give 
them absolutely everything that is 
in it, and to give it to them in cash 
when they earn it. Of course, the 
other alternative is a stock proposi- 
tion but it is not necessary if you 
give the people everything they are 
entitled to receive. The only way 
to dope this out is to figure out ex- 
actly what their contribution is and 
reward them accordingly. 

As you know, we found that dur- 
ing the war the plan that was sug- 
gested to us by our expert account- 
ants, which built up a trust fund 
for employes, had no interest for 
them whatsoever. They wanted the 
cash when they earned it, Any 
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agency that compensates its people 
to the extent that they are worth 
does not have the problem of los- 
ing good people who are responsible 
for the production. 

I have found that very few ac- 
countants, or even the government 
understand the advertising agency 
business. I find them judging the 
advertising agency business from 
the viewpoint of the regular manu- 
facturing business, where a higher 
percentage of people are important 
to the success of the business. It 
is hard to clarify the subtle ele- 
ments of the creative business to 
them. 

The tendency to work out compli- 
cated plans, which the top employes 
interpret as a fraud to lull them 
into a sense of security, may fool 
the routine employes but will not 
fool the top executives that pro- 
duce the revenue. I feel that the 
simpler the arrangement the bet- 
ter, but it must be passed on so that 
it gives the top executives a high 


percentage of their own earnings 
after expenses, when they earn it. 
The change that we made as soon 
as wage stabilization came off was 
to give our top people everything 
we could afford. 


Favors Bonuses 


A smaller midwest agency: 

All of our account executives are 
on a straight commission basis with 
a guaranteed minimum based upon 
their experience with the agency. 
Other members of our organization 
are given two bonuses a year—one 
at vacation time and one at Christ- 
mas. At vacation time, if the em- 
ploye is entitled to one week’s va- 
cation with pay, he or she is given 
two weeks’ pay. If the employe is 
entitled to two weeks’ vacation 
with pay, he is given four weeks’ 
pay. The bonus at Christmas de- 
pends upon years of service with 
the organization and the importance 
of the work being performed. 

We are still exploring the possi- 
bilities of working out a profit- 
sharing plan of some sort which 
would probably be paid quarterly. 

We have made no changes in our 
plan for compensation during the 
past year. 

We are very much in favor of 
extra compensation plans, for we 
feel that as the business grows and 
prospers all employes are certainly 
entitled to share in the growth of 
the business. We try to provide for 
our employes a better place to work 
and better compensation than they 
can get in any other advertising 
agency in town, for we feel sure 
that only by this method can we at- 
tract and hold the type of person- 
nel that will help us build our busi- 
ness. 


A smaller midwest agency: 

All members of this corporation 
participate in a year-end bonus. A 
definite percentage of the agency’s 
profit is set aside for this purpose 
and each person participates in the 
ratio that the salary he has drawn 
for the year bears to the total pay- 
roll for the year. 

We have operated under this plan 
for several years and it has been 
very satisfactory. The bonus dur- 
ing the past two or three years has 
been very substantial. 


Finds Plans Valuable 


A large eastern agency: 

We share, with all our people who 
have been with us one year or more, 
any profits we may have after the 
Payment of bonuses, allowance for 
taxes, dividends, insurance, pen- 
sions, etc. The minimum we must 
share is 10%. Actually we distrib- 
ute as much as we can over and 
above this minimum—after retain- 
ing sufficient working capital for 
safe conduct of the business. 

Extra compensation is declared at 
the end of the year and is based on 
years of service, loyalty, perform- 
ance, etc. This varies in amount 
with each individual each year. 

We have a pension plan as fol- 
lows: Briefly, it calls for a monthly 
benefit for all employes reaching 
the age of 65 who have been in our 
employ for a minimum period of 
four years. 

We do not carry group insurance, 
but we do insure, for the benefit of 
the company, all the officers, direc- 
tors, etc. A few are given the op- 
portunity to buy stock. 

We have made no changes, addi- 
tions or subtractions in connection 
with these plans this past year. 

Due to the hazards of the agency 
business, we consider the extra com- 
pensation plans of great value. We 
believe our setup is as satisfacfory 
as any that can be arranged at this 
time. 


A smaller southern agency: 

The principals in our agency are 
stockholders and we plan, in addi- 
tion, to install a profit-sharing plan, 
possibly on a month-to-month basis, 
although this has not yet been 


worked out. 

I was connected with one agency 
for 17 years and most of that time 
we had a profit-sharing plan in op- 
eration. I believe such plans are 
productive of excellent results. 


A Happy Experience 


A smaller midwest agency: 

Since the inception of our agency 
approximately seven years ago, we 
have always felt it necessary to 
reward any and all personnel for 
accomplishment and unusual efforts, 
and therefore we say that we do 
not believe that any advertising 
agency can expect harmonious prog- 
ress unless such recognition is 
given to agency personnel. Our 
“extra compensation” plan is as fol- 
lows: 

1. We have atop executive agency 
profit-sharing year-end bonus. 

2. Junior executives and newly- 
acquired executive personnel having 
client relationships participate in a 
special recognition bonus for un- 


usual accomplishment and effort at 
the year’s end. 

3. Secretaries and clerk personnel 
not in the above categories receive 
a year-end bonus based on the profit 
accomplishment of the agency as a 
whole. 

Our experience with this arrange- 
ment has been most acceptable to 
the entire organization and it has 
enabled us to keep our personnel 
turnover to a minimum, especially 
so in the junior executive and high- 
er top executive brackets. 


A medium-size midwest agency: 

We now have an insured pension 
plan which provides (1) retirement 
income or (2) death benefits, or (3) 
the payment of cash amounts on 
separation from the company for 
reasons other than death or retire- 
ment. We have an informal bonus 
plan. In practice, we also have 
awarded stock participation to vari- 
ous employes, although we have no 
formal plan for distributing stock. 
We also provide full hospital plan 


coverage at no cost to the employes. 

No changes were made in our plan 
for extra compensation during 1946, 
except that preliminary study was 
made during that year before the 
establishment of our pension plan 
which was put into effect on Jan. 11, 
1947. 

We feel that there is great value 
in extra-compensation plans, both 
as a reward for services rendered 
the company and as protection for 
our own employes against life’s many 
hazards. We do not look upon any 
of our plans as inducements to our 
employes to remain with the com- 
pany. The very favorable reac- 
tions of our employes to the estab- 
lishment of our pension plan have 
confirmed our feelings about the 
value of this and other similar 
plans. 


Studying Various Plans 


A smaller eastern agency: 
There have been several re-ar- 
rangements in our company and 
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while we are not now paying a 
bonus to any of our account ex- 
ecutives, we have included the 
amounts formerly paid in the re- 
adjusted salaries. It is our feeling 
now that a profit sharing type of 
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Pittsburgh Press 


“Which of the 3 large Pittsburgh papers do you think 
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U. of Pittsburgh student publication. 44.5% of replies 
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Press, for 40 years, has been the only Pittsburgh 
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THE PRESS DIGS CUSTOMERS OUT OF THEIR FOX HOLES— 
Wilkens, credit jewelers, was a one-store project when 
it first advertised in The Press in 1906. In 40 years 


Wilkens placed 90% of its 
advertising in The Press . . 


Pittsburgh newspaper 
. and now operates 5 


beautiful stores. Wilkens makes 80% of its sales to 
residents of Allegheny County . . . where The Press 
outstrips any other newspaper, in circulation, by 34% 


daily and 10% on Sunday. 


ANOTHER FOXY OPERATION—Somebody smart put us on 
the schedule of an institutional campaign aimed at 
big shots. Result: The Press pulled more inquiries 


than any paper in Detroit, Boston, Philadelphia, 
Washington, San Francisco, or Cleveland. 71.9% 
of all Western Pennsylvania district executives 
read The Press, and twice as many read The 
Press exclusively as any other paper. 


YOU CAN OUT-FOX OUR SPACE 


and have to ration adver- 
tising space. But Press results 
are worth any amount of effort 
and usually it doesn’t take 
much to get your advertising accepted, especially 


MEN... Once in 
a while we run 
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other good paper, 
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thing is incidental to ownership 
participation. As our business 
evolves and grows larger it is now 
obvious that we have to pro- 
vide greater security for our ac- 
count executives and stock owner- 
ship seems to be the logical answer. 
However, we have not gone far 
enough along this line to be able 
to give you a concrete answer on Bs. 


A larger midwest agency: 

To the best of our knowledge 
our agency was one of the first ad- 
vertising agencies to adopt a pen- 
sion plan for its employes. The 


plan is now in its llth year and 
we all like it. 

The plan was originally intended 
to provide a pension to supplement 
the indivigual’s social security pen- 


sion, and originally covered em- 
ployes earning $3,000 a year or 
more. Later this was widened to 


include all employes earning $1,500 
or more. It is a joint plan, to which 
the employe as well as the company 
contribute. Employes pay 2% of 
their salaries in excess of $1,500. 
The company contribution averages 
about 7%% of salaries in excess of 
$1,500. 

Our purpose in asking for any 
contribution from employes is that 
by doing so the employe feels 
that he has a greater interest in 
the success of the plan. The pen- 
sion provides for yearly retirement 
income equal to 1% of the total 
salary received by the employe in 
excess of $1,500 per year for the 
entire period of his employment, 
dating from the date he is enrolled 
in the plan. 


Buys Annuity Policies 


The plan matures when the em- 
ploye reaches the age of 65, after 
which he or his designated bene- 
ficiary receives the pension earned 
for a period of 10 years or with 
continuation for employe’s life, if 
he lives beyond the 10-year period. 


All payments are made to a trus- 
tee who purchases deferred annual 
premium refund annuity policies in 
an old line life insurance company, 
and holds the policies in trust. Each 
year, on the anniversary date of 
the plan, each employe is informed 
just how much value he has ac- 
cumulated and the amount of in- 
surance which this value represents. 

In addition to the pension plan 
our company also has a profit shar- 
ing plan in which we distribute 
to our employes each year a very 
substantial portion of our earnings 
before taxes. This is distributed 
under our adjusted compensation 
plan, which takes into account the 
contribution each employe made to- 
wards the earning of the profits. 
Our plan had been in operation be- 
fore the salary stabilization act 
went into effect, with the result that 
we were not required to make any 
adjustments in it under the act. 
When the controls were lifted we 
were not, therefore, faced with the 
necessity of making any altera- 
tions. 

It has been our policy to encour- 
age employes to become stockhold- 
ers in the company. At the present 
time the majority of our employes, 
other than those at the clerical 
level, are stockholders, and we hope 
to expand this ownership still fur- 
ther. _We do not, however, permit 


stock ownership until the employe 
has been with the company for one 
year. I would stress that stock 
ownership is not limited to the top 
management executives. 

We also have the usual group 
life insurance, hospitalization, and 
medical insurance programs. 


Plans to Extend Effort 


A smaller New England agency: 

We have taken the following 
steps so far: 

1. Bonus. 

2. Group insurance. 

3. Stock ownership (limited to 
eight or ten employes). 

4. We are adding a pension plan. 

We think extra compensation 
plans should be expanded. It is our 
feeling that all employes, after ap- 
proximately three years of service, 
should become a part of the agency. 
This can be accomplished in many 
ways, a few of which are outlined 
above. This brings into closer re- 
lationship employer and employe, 
and we find creates greater loyalty, 
better effort and a decided interest 
in the business. 


A smaller eastern agency: 

Our present and future plans may 
be summed up this way. At present, 
we have an arrangement whereby 
the cost of hospitalization for an 
employe is paid by the company 
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after the employe has been with 
the company for 18 months. At 
present, we are working toward a 
vacation plan which would permit 
employes who have had two, five or 
ten years service with the company 
to have extra benefits in the way 
of additional time for vacations and 
an additional week’s salary at that 
time. We have not worked out all 
the details of that plan yet, but 
roughly it would go on the basis 
of an extra week’s pay along with 
the two-week vacation as well as 
the extra week’s pay for people who 
have been five years with the com- 
pany and two extra weeks vacation 
for those who have been with the 
company ten years. 

We have a stock ownership plan 
whereby employes can purchase 
stock paying a bit each week out 
of their salaries. We also have a 
profit-sharing bonus program. Ulti- 
mately, we will probably work 
towards group insurance and a pen- 
sion plan. 


A Small Agency Problem 


A smaller midwest agency: 

We have a stock ownership plan 
stock ownership plan. Our bonuses 
are decided at our annual meeting 
each year and the usual factors are 
taken into consideration, principally: 
Size of salary and contribution of 
employes during the current year. I 
am under the impression that any 
of the other plans are impractical 
for a company with only 20 em- 
ployes. I will be most interested 
to see in your report whether I’m 
mistaken, because I’m heartily in 
favor of any method for providing 
for our employes’ future. 


A large midwest agency: 

I believe one of the major prob- 
lems, not only facing advertising 
but all industry today, is on labor. 
The unrest in office employes does 
not receive as much publicity as 
in the case of factory workers, yet 
I believe the problem is just as 
acute; hence I would appreciate a 
report of your findings for therein 
I may be able to find something 
which would be helpful to me, 
We are, of course, continuing our 
profit sharing plan. In my opinion 
our plan is one of the most liberal 
and may I say this is not an idle 
comment but as a conclusion which 
I have reached after studying liter- 
ally hundreds of profit sharing 
plans. We have publicized the plan 
within our organization so that I 
believe every employe, whether or 
not eligible, thoroughly understands 
the major points in the plan. Un- 
fortunately, however, I personally 
question whether it is serving the 
purpose originally hoped for. We, 
like most other organizations, felt 
that the adoption of the plan would 
tend to stabilize our personnel. I 
question whether it has accom- 
plished that purpose. 


Has Some Doubts 


Please do not misunderstand me. 
I am not even considering a recom- 
mendation of discontinuing our 
profit sharing plan. It was the 
policy of our management to make 
it possible for the loyal employes 
who remain with the company in 
any capacity over a period of years 
to share in the profits. Our man- 
agement is sincere in its belief that 
such employes are entitled toa share 


of the profits because they have 
helped to earn them, 
Possibly the two-year waiting 


period before one becomes eligible 
in our plan is the cause for our not 
achieving the results referred to 
above. As I look back over the 
changes in our personnel I know 
that I am correct in saying that a 
large percentage of the changes oc- 
eur before the employe has been 
with the firm two years. This 
might seem to indicate that it would 
be advisable to shorten the waiting 
period to one year or possibly elimi- 
nate it entirely. I personally would 
be opposed to such action, for I be- 
lieve that the added compensation 
should only be available to those 
who have proven their worth to the 
organization through a period of 
service. 

We are continuing our group in- 
surance. You will recall that our 
group policy has a surgical benefit 
rider and that the entire cost of 
the policy is paid by the company. 

We are also fortunate in that we 
have a plan for hospital care within 
our organization. At the present 
time, the employes pay the cost of 
this insurance and I have a feeling 
that they should. 

I am inclined to believe that the 
average employe does not appreci- 
ate-the insurance paid by the firm 
until they have received some bene- 
fit from it. Cash on hand seems to 
make a greater impression on the 
average individual than does secur- 
ity against emergencies. 

I believe the same comment can 
be made on any extra compensation 
plan which defers the distribution 


of the funds or benefits to the em- 
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ploye until some time in the future. 
I have observed the same reaction 
against the government social se- 
curity program. There is little or 
no Opposition to the deduction of 
the one per cent; but likewise little 
consideration of the benefits of the 
act. Once the individual starts re- 
ceiving checks from the govern- 
ment, however, there is a change in 
attitude towards the program. 


Has Two Programs 


A medium-size midwest agency: 

We have two separate programs 
in this agency. In the first place, 
we have a profit sharing trust, into 
which we pay 10% of the first $100,- 
000 profits, 30% of the second $100,- 
000, until the total paid-in amounts 
to 15% of the salaries of all em- 
ployes. In addition to this, we have 
a quarterly sharing of profits among 
the creative people, in which we di- 
vide, at three-month intervals, a 
proportion of the profits, if any, 
among those people primarily re- 
sponsible. for creative ideas and the 
improved functioning of the agency. 
This is not on a fixed-formula basis 
but rather we attempt to reward 
each individual in terms of his or 
her contribution. 

We have made no changes, addi- 
tions, or subtractions in connection 
with these plans in the past year. 

As to my candid opinion, it is 
surprisingly difficult to get an en- 
thusiastic response from the person- 
nel of the agency on the trust fund 
operation. Whether it is because 
we are in the advertising business 
or just because human nature is 
what it is, the average employe or 
executive seems to attach much 
more importance to cash in hand 
rather than to credit in his or her 
account in the trust fund. 

I am enthusiastically in favor of 
the sharing of profits with all 
ageney personnel on some basis that 
is as fair as possible. 


Makes No Changes 
A large eastern agency: 


There has been no change in the) 


types of “extra compensation”’ plans 
we now have as against a year ago. 
We have two such plans: 

1) A pension plan. 

2) Group insurance. 

We have made changes in both 
plans in the intervening year. As 
to our pension plan, there is no 
changé in the ultimate payoff; 
namely, a pension at age 60 equal 
to 32%% of the maximum salary 
earned while an employe of the 
agency. The changes made relate 
to the eligibility and vesting. Any- 
one who was not in the plan as of 
Dee. 16, 1946 is not eligible to come 
in until he has been with the com- 
pany five years, nor is he vested 
until he has been in the plan five 
years. This change was made to 
get away from building up a pot 
of ready cash for short-term em- 
ployes which was looked on as ad- 
ditional compensation rather than 
retirement income and tended to 
defeat its own purpose. The net 
of it is that there are no rewards 
from our pension plan to short-term 
employes. It is for the benefit of 


TEACHERS’ 
BIGGEST BATTLE 


A FIGHT — 


State Teachers Magazines are 
wading right into the toughest 
fight in the history of education 
—a crusade to raise teachers’ 
pay. It’s a fight for you, too, 
because education creates more 
wants, makes better markets 
and insures more jobs. 


Because STM fights first for 
teachers’ rights, ads in this 
magazine influence 710,000 
teachers, millions of home buy- 
ing habits and 25 million stu- 
dents who are future buyers. 


Write: State Teachers Maga- 
zines, 307 N. Michigan Ave., 
Chicago 1. 

Georgia C. Rawson, Manager 


Reaching America’s Most Influential Market 


tate Teachers 
MAGAZINES ~ 
10,000 Subscribers 


An association of 43 state teachers magazines 


long-term employes, which was the 
original intention. 

Also, there has been a change in 
the amount of group insurance 
available to our employes. Hereto- 
fore, the first $1,000 of insurance 
and the first $1,000 of accidental 
death benefit has been on the house 
—the employe being required to pay 
for the additional coverage up to 
a maximum of $5,000 in each cate- 
gory depending on the _ salary 
bracket in which he fell. As of 
March 1, the company pays for 
$1,500 in each category of insurance. 
The employe contribution is still the 
same—making the maximum amount 


available $5,500. 

You asked, additionally, our can- 
did opinion as to the value of ex- 
tra compensation plans and our 
feeling as to whether they should be 
extended or curtailed. Our direc- 
tors obviously continue to feel that 
such plans are very much worth 
while in cementing to the organiza- 
tion its key employes whom we 
want and who want to stay with us. 


Semi-Annual Bonuses 


A medium-size midwest agency: 
We pay a bonus to all employes 
semi-annually, and this bonus is de- 
pendent on the earnings of the 


company. We have a group insur- 


ance plan of which the employes 
pay approximately one-third of the 


cost. We have a retirement in- 
come or pension plan in which all 
employes who qualify on length of 
service are participants. 

We have made no changes in the 
past year. 

It is our feeling that a plan which 
provides additional incentive and a 
sense of security to people who 
work is highly desirable. It is our 
further feeling that any plans now 
in effect should be curtailed only 
in the event of the most dire neces- 
sity. We have the general feeling 
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about our own operation that no 
further extension is required at the 
present time, although we do give 


continuing study to these matters. 


LETTER GADGETS keep those letters out 
of the waste basket and pay for them- 
selves many times. These are attention- 
getters which triple the pulling power of 


letters or circulars when ly used. 
Send for circular and price st Mustrat- 
ing many of them * ? > 


- as 
Room 726, ||| W. Jackson Bivd., Chicago 4 


WHICH FARMER FITS WHERE? 


WHERE HE FITS INTO FARMING 


DETERMINES WHAT HE READS 


An Iowa farmer with Iowa farming practices would be out-of-place 
in North Dakota. An Indiana farmer wouldn’t fit in Nebraska. 
Because farming conditions vary from state to state—because 
farmers in different states are faced with widely varying problems 
—it takes a farm paper that’s actually on the spot to provide 

the business information that’s needed. That is why firmly- 


intrenched farm papers have grown within each 


state to meet the requirements of its own groups of 


farmers. In offering the advantages of this 


specialized editorial background plus wide 


circulation through America’s richest farming 


area, the Midwest Farm Paper Unit offers 


advertisers an unequalled opportunity for results 


and profit. Write for survey analyzing 1947 


buying requirements of farmers in the Midwest 8. 
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Ulanoft Moves 


Stanley Ulanoff, formerly an 
Army intelligence officer in 
Europe, has resigned from Cecil 
& Presbrey, New York, to join the 
copy staff of Redfield-J ohnstone, 
New York. 


MISSOURIS'S manner 
pd 


ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


Crosley Appoints Beck 


Catherine Beck, teacher of vo- 
cational home economics, has been 
appointéd -home economist of the 
Crosley division of Avco Mfg. 
Corporation, Cincinnati. She will 
assist Selma M. Andrews, direc- 
tor of home economics. 


Plans Contest Promotion 

Confections, Inc., Chicago, will 
use national spot radio in over 70 
markets to promote a nationwide 
contest for Snacks, caramel 
covered popcorn. The contest will 
start the middle of May. Schoen- 
feld, Huber & Green, Chicago, is 
the agency. 


Deepfreeze Opens 
New Campaign for 
Extended Line 


NortH Cuicaco, Itt.—For its 
new home freezers, rectangular in 
shape, Deepfreeze division, Motor 
Products Corporation, is opening 
one of its largest campaigns with 
four-color, bleed copy in 10 con- 
sumer magazines and a compre- 
hensive business paper schedule. 

The consumer copy, beginning 
in mid-May, will appear in 
American Home, American Maga- 


R. W. McCARTHY 
National Advertising Manager 


THE HOUSTON MARKET IS SOLD WHEN YOUR STORY IS TOLD IN THE CHRONICLE 


in the South. 


Houston .. . the largest city in the Southwest. . . 
the fastest growing city in the nation . . . leading 
industrial metropolis of the South . . . world’s biggest 
oil port . . . nation’s biggest cotton market .. . 
national aviation gateway to Latin America... pro- 
jected construction expenditures for the first three 
postwar years, $406,000,000 . . . so many new steel 
skeletons are rising on every hand the skyline has a 
jagged unfinished appearance... 


—W ASHINGTON TIMES-HERALD 


You need remember only two facts about Houston: 
(1) It is the largest, richest, and most active market 
(2) One medium, The Houston 
Chronicle, reaches all levels and corners of this mar- 
ket with the kind of efficiency that makes a space 
buyer’s job a pleasure. The Chronicle’s leadership in 
Houston is a matter of record. In fact, The Chronicle 
for 34 consecutive years has been first in both 
advertising and circulation. 


The Houston Chronicle 
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THE BRANHAM COMPANY 
National Representatives 
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zine, Better Homes & Gardens, 
Country Gentleman, House Beau- 
tiful, McCall’s, The New Yorker, 
Progressive Farmer, The Saturday 
Evening Post and Time. 

To supplement its consumer 
copy in magazines, the company 
is using cooperative newspaper, 
outdoor and local radio advertis- 
ing. It is offering its dealers 
courses on sales training as well 
as extensive point-of-sale mate- 
rial, sincluding decalcomanias, 
metal signs and neon signs. 

At the same time, Deepfreeze 
announced that it would continue 
the round model A4 in the line. 
The company has national dis- 
tribution, principally through 
electrical appliance dealers, al- 
though other outlets include hard- 
ware and department stores, utili- 
ties and some sales at locker 
plants. 

Agency for the Deepfreeze divi- 
sion is Leo Burnett Company, 
Chicago. 


Sewell Appoints Two; 
Gets Six New Accounts 


Sam Montague and Kay John- 
son have joined Sewell Advertis- 
ing Agency, New Orleans, as ac- 
count executive and copywriter, 
respectively. The agency has re- 
cently been appointed to handle 
the following accounts: New Or- 
leans Brewing Company, 4-X 
beer; Huval Baking Company, 
Evangeline Maid bread; Nadler 
Machine & Foundry Company, 
Plaquemine, La., inboard motor 
engines; B. F. Trappey’s Sons, 
New Iberia, La., food products; 
Crowley Chamber of Commerce, 
Crowley, La., and Kool Vent 
Metal Awning Company of Lou- 
isiana. 


Promotes New Candy Bar 


Thompson Candy House, Se- 
attle, maker of Dam candy bar, 
has launched a test campaign in 
Everett and Bellingham, Wash., 
to introduce Charge, a new 10- 
cent candy bar. Spot radio over 
Station KRKO, Everett, and Sta- 
tion KVOS, Bellingham, is being 
used, featuring the slogan, “A 
large Charge for a thin dime.” 
Pearson & Morgan, Seattle, is the 
agency. 


Plans Benefit Show 


The Chicago local chapter of 
the American Federation of Radio 
Artists is presenting, in behalf 
of the Sick and Benefit Fund, a 
two-and-a-half hour variety show 
in the Medinah Temple, Chicago, 
Sunday evening, May 11. 
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Actual Ads Used 
in British Movies 


Lonpon—British feature motion 
pictures are going to be used— 
unobtrusively—for boosts for na- 
tionally advertised products, 
There will be no direct attention 
given in the movies to the tie-in, 
which will consist of advertising 
posters making their appearances 
in the backgrounds of various 
movie scenes. 

Although there is no definite 
agreement between makers of 
films and the national advertisers 
whose advertising appears, it is 
highly probable that advertisers 
will lose no time in boosting pic- 
tures showing their copy. 

First known instance of the new 
ad scheme is the appearance of 
an ad for Maclean’s toothpaste in 
a scene from the English film, 
“October Man.” 


Station WHIM Bows 


Station WHIM, Providence, 
owned by Intercity Broadcasting 
Company, has started operations 
on a daytime basis. Robert T. 
Engles is station manager. George 
Taylor, formerly sales promotion 
director of Station WTOP, Wash- 
ington, is program director; Bren- 
ton G. Meader, commercial man- 
ager, and William Thomas, busi- 
ness manager. 


Appoints Martinez 

Ed Y. Martinez, formerly man- 
ager of the Latin American de- 
partment of Biow Company, has 
joined Dorland International-Pet- 
tingell & Fenton, New York, as 
account executive on the Lady 
Esther export account. 


PROCTER 
& GAMBLE 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 1} 


FOR 
THE FINEST POSSIBLE 
REPRODUCTION 
ON YOUR 24 SHEET POSTERS |||) 
BY SILK SCREEN | 
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9 Said the little man who tried to read all 27 oil 

ae papers. So, now he CONCENTRATES his 

rious valuable reading time in THE JOURNAL 

. because he has found it FIRST in news, fea- 

a tures, technical articles, and advertising for 

tisers TT omer na the oil industry. 

; pic- aman amare t Sfeentns a ye 

ype peti sem Incidentally, more and more of the Journal's 

og : 22,601 PAID subscribers think so, and adver- 
tisers are of the same mind too. . . for last 
year they ran almost twice as many pages of 

ie advertising in The Journal as in any other oil 

tot paper. 

seen 

a With these 22,601 PAID subscribers CON- 

— CENTRATING more of their reading time in 
the Journal, and advertisers favoring it by 
such an outstanding margin, they must ALL 

nde. agree that when YOU... 

I-Pet- 

, *- Follow the Journal... . 


YOU follow the Oil Industry.” 


Regs is 
i. ee ge ied 


ERS 


A series designed to — >" ... 
help oil men get [| 
more from their 
valuable reading time 
. . . and advertisers 
2 greater return from 
their investment. 
This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 


PUBLICATION OFFICE: TULSA 1. OKLAHOMA ® OFFICES: NEW ENGLAND, CANADA 
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Baxter Joins Tyson 


Osmond T. Baxter, recently 
with William B. Remington, Inc., 
Springfield, Mass., where he 
handled copy and contact on in- 
dustrial and consumer accounts, 
has joined the copy department 
of O. S. Tyson & Co., New York 
industrial agency. 


e A PREMIUM e 


with an irresistible appeal to 
Boys, Girls and Grownups! 


HARMONICA 
 # 


ee LLL INIT JS ae 
All plastic...a real musical 
instrument, assorted colors, 3 
streamlined models to choose 
from. Retails at 75c, $1.00 and 
a professional size Chromatic 


at $5.50. 


NATIONALLY ADVERTISED 
in big demand everywhere... 
sells merchandise like magic! 


Write for information and prices to 
International Plastic Harmonica Corp. 
44-A Dickerson Street, Newark 4, N.Jj. 


Bristol-Myers 
Cancels Young; 
Drops NBC Time 


New YorkK—Bristol - Myers | 
Company last week announced it| 
would cancel its Alan Young show | 
(NBC, 8:30 p.m., EST, Friday) | 
effective June 6, and that it would 
relinquish the time spot. 

The company has sponsored the 
show since 1944, starting it as a/| 
summer replacement for Eddie 
Cantor, and its most recent Hoop- 
erating was 8.8. The current 
agency on the show is Young & 
Rubicam, although Doherty, Clif- 
ford & Shenfield, which also has 
some Bristol-Myers products, 
placed it for a time. 

The sponsor declined to com- 
ment on whether a new show will 
be placed on the air in the fall) 
(Brist6l - Myers has three shows | 
in addition to the Young program) 


Promotes Sun Cap 

Hub Aviation Company, Boston, 
which identifies itself as a com- 
pany of pilots organized for 
sportsmen, is using garden pages 
of newspapers, and general, fash- 
ion and_= sporting publications, 
supported by direct mail, to pro- 
mote Bancroft Sun-CAP-Ade, a 
cap with a built-in Polaroid sun- 
filter, which it distributes. The 
cap is a product of the Bancroft 
Cap Company and the Polaroid 
Corporation. The Hub company 
handles a complete line of pilot’s 
and sportsmen’s accessories, in- 
cluding watches and barometers. 
Bresnick & Solomont, Boston, is 
the agency. 


Dolan Joins McGraw 


James D. Dolan Jr., formerly 
with American Telephone & Tele- 
graph Company and during the 
war a pilot in the 8th Air Force, 
has joined the advertising sales 
staff of Pharmacy International, 
El Farmaceutico and the McGraw- 
Hill Digest, published by Business 


| Publishers International Corpora- 


or whether the promotional ex-/| tion, a subsidiary of McGraw-Hill 


penditure will be channeled into| Publishing Company. 


other media. 


He will 
make his headquarters in Detroit. 


All Elks 


ARE DIVIDED INTO 3 PARTS: 


Business Owners 


01.1% 


business. 


of the 850,000 Elks own their own 
The list reads like a direc- 


tory. Elks own these businesses: automobile sales 


agencies, building 


supplies, clothing, 


hardware, 


heating, insurance, real estate, transportation com- 
panies, etcetera, etcetera, etcetera. 


Professionals 


= 


16.6% 


men. Among them 


of the 850,000 Elks are professional 


are architects, 


dentists, doctors, lawyers, judges, teachers. All men 
of higher education, good background, above-aver- 


age income. 


in their home communities. 


Key Executives 


15.3% 


industries. 


These men are very highly respected 


of the 850,000 Elks are key execu- 
tives in many of America’s largest 
These men are vice-presidents, general 


managers, supervisors, sales executives — positions 


of real responsibility and trust. 


to hold them. 


It takes good men 


Tell your story to all 3—in 


whe 


we ad, A Ze) 
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How Important Is Entertainment 
in Selling Advertising? 


By G. D. Crain Jr. 


Advertising is an_ intangible 
which requires persuasive selling, 
and therefore salesmen are im- 
portant both in the media and 
agency fields. Entertainment as a 
means of improving personal re- 
lations will probably always be a 
| factor in the advertising business. 
The really significant question, | 
then, is how important it is and | 
whether there are any limits and song. 

‘which should be placed upon it.| Royal entertainment, of course, 
|Obviously, it represents both a/|has to be paid for. In the case of 
business and a personal problem|an agency which spends an un- 
'for many. |'due amount’entertaining prospec- 

These comments are suggested | tive clients, it is reasonable to as- 
|by the story recently told of the|sume that the expense comes out 
transfer of a big account from one | of the service of present clients. 
leading agency to another, the) When media sales involve ex- 
|reason stated by the former being | ceptional expense in entertain- 
|that the new agency used per- | ment, costs must be cut some- 
|/sonal entertainment on a grand!|where else, possibly in editorial 
scale to win over the client, who| service or circulation. 
|in this case was highly susceptible| Maybe the lavish kind of enter- 
‘to the implied flattery which was | tainment which has been noted in 
employed. the past few years is just a phe- 

On the other hand, many of the | nomenon of lush times, and that 
most successful agency men do as we settle down to more normal 
not include entertainment, as such, | conditions, it won’t be in the cards 
in their sales kits, as they insist | for entertainment to be conducted 
that in the long run producing) on more than a reasonable, mod- 
good advertising that makes sales| est basis. Of course, as competi- 
is the only successful way to hold | tion gets tougher, it might work 
a client. the other way. What do you 

I know one top-flight media ex- | think? 


ecutive who has been in the busi- 
ness for forty years and has never 
taken a drink. He says he doesn’t 
have to in order to get the highly 
satisfactory personal relationships 
with advertisers and agencies 
which he has built up with re- 
markable success over that long 
period. He entertains, but not in 
the atmosphere of wine, women 


| neckwear, mufflers and lanolin 


cosmetics. 


Durstine Appoints Two 


Kenneth Magers, formerly mer- 


chandising consultant and adver-| 
'tising director of Burton-Rogers, | 
Inc., has joined the copy staff and 
client service staff of Roy S. 
Durstine, Inc., Cincinnati. H. aed 

| 

} 


MINNEAPOLIS \ | 


STAR 


EVENING OE, 


| Rainey has been appointed to the 
art staff. 


Botany Changes Name 


Botany Worsted Mills, Passaic, 
N. J., has changed its corporate | 
name to Botany Mills, as a means | 
of more accurately describing the 
scope of the products it manufac- 


MINNEAPOLIS 


TRIBUNE 


MORNING AND SUNDAY 


ee 


tures. Botany produces woolen | 

and worsted fabrics for men’s and | 7 ORE THAN ae ha 
women’s wear, and in addition | 535,000 SUNDAY UPPER 
manufactures many products of | 420,000 DAILY MIDWEST 
wool, including knitting yarns, | Hil 

men’s robes, sportswear, socks, | 


CAN YOU 
MEASURE 


A 
MORNING 
NI 


Org 


ee 


—_— 


Of course not .. . but Hooper surveys can measure the 
multitudes of listeners who daily turn to WJW. And— 
according to the latest Hooper, WJW is still out front with 
the largest morning audience in Cleveland! 

Advertisers know what the Hoopers show . . . morning or 
afternoon, CLEVELAND'S CHIEF STATION delivers more 
listeners per dollar than any other station . . . every dollar 
delivers a full measure in profits! 


BASIC — 


ABC Network 


CLEVELAND, 0. 


850 KC 


5000 Watts 
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House Unit Favors 
Letting Industry 
Collect Own Data 


Budget Economy | 
Threatens Studies; 
Some Cuts Erased 


WASHINGTON—Applying a “cash! 
and carry” policy on government 
services to business, the House 
appropriations committee Tues- 
day advised the coal, gas and oil 
industries to arrange to collect 
their own marketing data, or go 
without. 

As part of a 47% slash in the 
1948 budget for the Department 
of the Interior, the committee re- 
fused the $245,000 requested for 
the compilation of production and 
reserve figures on gas and oil here 
and abroad, and the $450,000 for 
a coal series started in 1880. 

The committee ignored a warn- | 
ing that it would be equally ex- 
pensive for the government to 
reconcile the figures of various 
trade associations. 

It argued, “If there is sufficient | 
demand for the collection of such | 
statistics, the work should be per- | 
formed by private industry, which 
is the beneficiary of such infor- 
mation.” 


Hits Profit from Services 


The committee said it is inter- 
ested in “results and the cost of 
results” and in “relieving govern- 
ment of furnishing special free 
services for those who make a 
profit from using the services.” 

It ordered the National Park 
Service to break “a _ virtual 
monopoly” in the operation of 
hotels and other concessions in 
the parks, with a view toward 
“providing reduced prices for the 
visiting public” and “increasing 
the revenue to the government 


from the privilege of operating 
the concession.” 

The committee called for fre- 
quent reports on scientific investi- | 
gations so it might look into their 
economic value “and determine 
whether the natural selfishness of 
private enterprise to make a 
profit on exploiting the informa- 
tion might do the same work at 
their own expense.” 

Earlier in the month, the House 
had voted a 40% cut in Labor 
Department funds and a 60% re- 
duction in the budget of the Bu- 
reau of Labor Statistics. 


Boosts Labor Figure 


In restoring about half the 
Labor Department cut last week, 
the Senate appropriations com- 
mittee increased the BLS budget 

m $2,373,000 to $3,750,000, a 

m far below the $6,700,000 rec- 
mended by the Budget Bureau. 

Tuesday’s House committee re- 

t cut Interior $101,000,000 be- 


WISCONSIN'S DAIRY 
MARKET 


The Sheboygan Press with its cir- 
cilation of 23,197 ABC circulates 
i. the heart of Wisconsin, one of 
te best dairy sections of a great 
Cairy state. Sheboygan county is 
| sted as the greatest dairy center 
the United States. When you 
\y space in The Sheboygan Press 
uu are reaching a great market. 


WN 


JHE SHEBOYGAN PRESS 
—& SHEBOYGAN, bed os 


Co., INC. 


WARD-GRIFFITH 


N MMMM AY 


low this year’s budget, and within 
$27,000,000 of its 1938 allowance. 
In authorizing $156,538,000 of a 
requested $295,000,000, the com- 
mittee said it was ‘‘only making a 
beginning toward reducing ap- 
propriations to a sound level.” 
Yet, proclaiming itself “not un- 
sympathetic” toward irrigation, 
reclamation and sound use of 
hydroelectric power, it said that 


\“at the most, it is recommending 


merely a deferral of that portion 
of construction which might add 
to inflationary pressure.” 


Opposes ‘Priority’ Construction 


Cutting deeply 
plans for the 


into expansion 
Bonneville and 


southwestern power administra- | Congressmen 


tions, the Bureau of Reclamation 
and of Indian Affairs, 


it argued | 


that it is “not wise management 
for the government to plan and 
go forward with millions of dol- 
lars in construction at a time 
when private business is anxiously 
seeking in the market the same 
commodities for which the gov- 
ernment will be a priority buyer.” 

Departmental witnesses claimed 
that the collection of statistics 
and economic data was one of 
the ‘essential services” of the 
Bureau of Mines, and that the re- 
ports, collected since 1880, “are 
indispensable to the industries 
and to all governmental agencies.”’ | 

The deletion of funds for min- 


| eral statistics came despite a plea 


from coal operators and coal state | 
who wanted the| 
$450,000 Budget Bureau recom- | 
mendation increased to $661,000. 


Joins Michigan Chemical 


H. vH. Proskey, formerly in 
charge of sales for Lehn & Fink 
Products Corporation, New York, 
has joined Michigan Chemical 
Corporation, St. Louis, Mich., as 
vice-president in charge of house- 
hold insecticides sales and adver- 
tising. The company is using ap- 
proximately 190 newspapers and 
40 radio stations, in addition to 
drug and hardware publications, 
to promote Pestmaster insecti- 
cides, through Alley & Richards, 
New York. 


Plugs Potato Chips 

Crispie Potato Chip Company, 
Stockton, Cal., has launched a 
campaign in 17 newspapers in 
California and Nevada, using 500-, 
300- and 110-line ads. Botsford, 
Constantine & Gardner, San Fran- 
cisco, is the agency. 


apes 


31 
Carson Joins L&M 


| Jack Carson, formerly with 
|N. W. Ayer & Son in New York 
/and Bermuda, has joined Lennen 
& Mitchell, New York, as an ac- 
|/count executive. 


~ DIE 
CUTTING 
STEEL RULE DIES 


Write, wire or phone 


| ADVANCE 
. FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 10, ILL. 
Delaware 5517-18 © 


These Specialized Business Papers Are 


AILWAY SHOP SUPERINTENDENTS are not usu- 
ally interested in tie-tampers for track forces and 
chief engineers are not interested in machine tools for 
locomotive shops. 


Experienced advertisers profit most by directly approach- 
ing specific railway groups that have definite buying in- 


terest in their products. 


There advertisers have found 


that Simmons-Boardman’s four specialized railway papers 


are made to order for their railway selling. 


This direct sales approach is made possible by specialized 


editorial service aimed at specific audiences. 


Through Railway Age, you can talk to the executive. 


financial, operating, traffic, and purchasing officers and 


department heads, who are responsible for appropriation- 


and often initiate buying programs. 


Through Railway Mechanical Engineer, your sales me-- 
sages go to the men who are responsible for locomotives. 


cars, their appurtenances, 


and the operation and equip- 


+s Odew 


—for your railway selling 


VAY, 
AS 


ment of shops. Through Railway Engineering and Main- 
tenance, you reach the officers in charge of roadway, track, 


bridges, buildings and water 


service. Through Railway 


Signaling, you reach the signaling and communications 


officers. 


Nowhere else in the railway industry, can you find such 
concentrated audiences with such buying power and in- 


fluence! 


For additional information about your railway audience, 


and how to reach it, write to Simmons-Boardman 


pub- 


lishing specialists with a century of railway publication 


experience. 


Simmons-Boardman Publishing Corporation 


30 Church Street. New York 7. 


105 W. Adams St., Chicago 3 
National Press Bldg. 
Washington 4, D. C. 

30 W. 6th St.. Los Angeles 14, Cal 

2909 Maple Ave 


Terminal Tower, Cleveland 13 
300 Montgomery St., 


San Francisco 4, Cal. 
1038 Henry Bldg 
Dallas 4 


Seattle 1, Wash 
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32 
Roy Appoints Donovan 


Edward F. Donovan has been 
appointed an account executive 
of Ross Roy, Inc., Detroit. 


Council Sponsors 
ANA-Four A's Plan 


on JU. S. Economy 


U. S. Chamber Will 
Stress Local Angle 
in Joint Campaign 


New YorkK — The 


in ADVERTISING 


life’ about the American eco-| 
4 nomic system. 
in LEADERSHIP “again om 


|scribed as “an outgrowth of a 
|program originally proposed by 
a joint committee of the Associa- 
tion of National Advertisers and 
| American Association of Adver- 
| tising Agencies” (AA, April 21)— 
| has been approved after some dis- 
| cussion by its public advisory 
| committee. 

| A subcommittee composed of 
| Paul Hoffman, Studebaker Cor- 
| poration; Boris Shishkin, econo- 
| mist with the American Federation 
of Labor, and Dr. George Shuster, 
president of Hunter College, has 
prepared a report to guide the 


; . Advertising /campaign. This subcommittee will 
Council will conduct a campaign | 


to give Americans “the facts of 


| Pass on copy. 
Clark Outlines Aims 


Evans Clark, executive director 


campaign—de- | of the Twentieth Century Fund, 


9 


NEW YORK SUBWAYS advertising Company, Inc. 


Car Cards - 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. - 410 N. Michigan Ave., Chicago 11, Ill. 


Station Posters 


i ea ba ae otal e Ere 
a te eae Rb Bred ie 


chairman of the public advisory 
committee, said the campaign will 
have these objectives: 

“1. To show the reasons why, 
in spite of its shortcomings, the 
American system has given us 
the highest standard of living and 
the greatest freedom in the world. 

“2. To rally all groups in the 


nation for a common effort to 
improve our system through con- 
stantly increasing productivity 


and a wider 

benefits.” 
The council will be concerned 

with the “second part” of the 


distribution of its 


_ANA-Four A’s program: “Selling” 


the general public on the merits 
of the economic system. The U. S. 
Chamber of Commerce, on the 
other hand (AA, April 21), will 
concentrate on the “first part’: 
“Tackling the problem in the in- 
dividual plant” and the com- 
munity level. 


Committee Members Object 


Original objections by members 
of the advisory committee to 
sponsoring the campaign, Mr. 
Clark explained, were that it then 
had not enough emphasis on the 
weaknesses of the economy. These 
objections came _ primarily not 
from labor members but from 
educator members. 

Agencies already appointed to 
the task force for this campaign 
are Batten, Barton, Durstine & 
Osborn, Lennen & Mitchell and 
Young & Rubicam. Howard Chase 
of General Foods Corporation is 
chairman of the joint ANA-Four 
A’s committee which developed 
it. 

Many advertisements will ap- 
pear over the signatures of lead- 
ers in labor, management, edu- 
cation and public life. Ten points 
to be stressed in the council’s pro- 
gram are: 

“1. Freedom of the individual 
to work in the callings and locali- 
ties of his choice. 

“2. Freedom of the individual 
to contract about his affairs. 


‘Invent and Profit’ 


“3. Freedom of the individual 
owner of private property to start 
and manage an enterprise, to in- 
vent and profit thereby, to invest 
in a profit and loss system, to buy 
and to sell in a free market—in 
so far as this freedom does not 
conflict with the public interest. 

“4. Freedom to speak, to in- 
quire, and to discuss. 

“5. Protection for the individ- 
ual—by public or private means 
—against the basic hazards of 
existence over which he may have 
no control. 

“6. Government action in eco- 
nomic affairs when necessary to 
ensure national security or to 
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undertake socially desirable proj 
ects when private interests prov 
inadequate to conduct them. 

“7. Freest possible competitio 
consistent with the public wel 
fare. We are opposed to uncon 
trolled monopolies of any kind. 

“8. Free collective bargainin 
—the right of labor to organiz 
and to bargain collectively wit 
employers. 


‘Expand Productivity’ 


“9. Expanding productivity a 
a national necessity. America) 
experience has proved that it is in 
the long-run interest of all: (a) 
to pay labor progressively highe 
wages in relation to prices; (b 
to do this by progressively in 
creasing productivity per man 
hour through the application o! 
constantly greater mechanization, 
power, efficiency and skill in th: 
processes of production and dis 
| tribution; and (c) to reduce hours 
of labor and improve real income 
|while increasing the volume of 
| production and distribution. 

“10. Increased recognition of 
human values as a prerequisite to 
| better living. . .” 

Mr. Clark described Point No 
9 as “the most crucial.” 

Charles G. Mortimer Jr., Gen- 


| eral Foods, chairman of the coun- 
‘cil, called the campaign “the 
council’s most ambitious  pro- 
gram.” 


Radio Club Nominates 
Hedges for President 


William S. Hedges, vice-presi- 
and 
Broad- 


dent in charge of planning 
development of National 
casting Com- 
pany, New York, 
has been nom- 
inated president 
of the Radio Ex- 
ecutives Club. 
|'Others nomi- 
nated are: Re- 
| gina Scheubel, 
| Duane Jones 
| Company, vice- 
president; Louise 
Spalding, J. 


Walter Thomp- W. S. Hedges 
son Company, 
secretary, and Ralph N. Weil, 


| general manager of Station WOV. 
New York, treasurer. 

| The officers will be elected at 
| the next meeting May 1. Winners 
| of the Radio Executives Club new 
talent program will be presented 
at the same time. 


' 


‘Plug Broiler on Video 


“Going Holliwood,” a full-colo 
|sound film produced by Finders 
| Mfg. Company, Chicago, for mer- 
|chandising its Holliwood electric 
| table broiler, was used as the fea- 
ture commercial of the Telecha' 
show, sponsored by the _ Fail 
Store, Chicago, over televisio! 
station WBKB, Chicago, April 25 
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»/Milton Reynolds: 


You have again astonished America 

in breaking the | 
globe-circling record. 

Two years ago Gimbe! Brothers 

helped you break your first world's record 

when Gimbels introduced your first ball point 

pen—and sold over 

2 million dollars worth before 

any other bell point pen hit the market. 

We salute you for your courege 


and for your eccomplishment. 


Gimbels 


AH, THERE, MILTON—This copy con- 
gratulating Milton Reynolds, president 
of Reynolds Pen Co., Chicago, was run 
by Gimbel Bros. in all New York news- 
papers, following the pen maker's rec- 
ord flight around the world. Nor did 
Gimbel's forget to recall that it intro- 
duced the Reynolds pen. 


Wholesalers Seek > 
Essays on Value 
of Their Service 


Cuicaco—The National Associa- 
tion of Wholesalers, over-all 
wholesale federation organized 
last fall, last week announced a 
$1,500 prize contest for essays 
dealing with wholesaling or any 
specific phase of the wholesale 
trade. 

The contest is one phase of a 
three-pronged promotional effort 
directed at legislators, schools and 
colleges and opinion leaders, in 
an effort to “awaken enlightened 
appreciation of the essential func- 
tions of the American wholesalers 
and their contribution to the 
maintenance of a sound industrial 
economy.” 

Announcement of the contest, 
and of a grant of $3,000 to Ohio 
State University for graduate 
work on a study of the economics 
of wholesaling, was made here 
following a meeting of the organ- 
ization’s board of directors by Jo- 
seph Kolodny, president of the 
organization and managing direc- 
tor of the National Association of 
Tobacco Distributors. 


Ad Plans ‘Premature’ 


While reported plans for adver- 
lising were labeled premature by 
association executives, the organ- 
zation, which now embraces seven 
national wholesale groups and one 
local group of wholesalers, hopes 


iltimately to expand its opera- 
tions to include more vertical 
oups of wholesalers, and also 


include individual wholesalers, 
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MAIL 
PROMOTION | 


Tx) Neb Am, 
WEW YORE DP &, & 


? Se. Desrbore St. Ohicege 3 


to the point where it may eventu- 
ally speak for the majority of 
wholesalers, in all lines. 
Membership now includes the 
American Coal Sales Association; 
Motor and Equipment Wholesal- 
ers’ Association; National-Ameri- 
can Wholesale Lumber Associa- 
tion; National Association of To- 
bacco Distributors; National Wall 
Paper Wholesalers’ Association; 
National Wholesale Druggists’ As- 
sociation; Philadelphia Wholesale 
Lumber Dealers’ Association, and 
Wholesale Dry Goods Institute. 
At its meeting last week, the 
board voted to set up regional 
councils, eventually to number 17, 
as a preliminary to the holding of 
regional meetings. 
gional meeting will be held in 
Boston May 28, with all whole- 


The first re-| 


salers in the area invited to at- 
tend. Headquarters of the Na- 
tional Association of Wholesalers 
are at 200 Fifth Ave., New York, 
and Chester C. Kelsey is execu- 
tive vice-president. 


Mutual Adds Stations; 
Affiliates Total 413 


Mutual Broadcasting System has 
added three stations, bringing its 
total number of affiliates to 413. 
WKJG, 5,000-watt Fort Wayne, 
Ind., station, operating on 1380 
ke., will join the network as a 
full-time affiliate July 1. WKJG 
is owned and operated by the 
Northeastern Indiana Broadcast- 
ing Company. 

Station KENT, Shreveport, 
1,000-watt (daytime) 
‘watt (night) outlet operating on 


1550 ke., joins the network Aug. 
1. It is owned and operated by 
Frank Ford, with his son serving 
as general manager. 
WFAK, Charleston, 


S. C., 1,000 


33 
watts (daytime only) on 730 kc., 


joins Mutual as daytime affiliate 
April 30. It is owned and oper- 


Station| ated by the Charleston Broadcast- 
ers. 


and 500-, 


BALANCED CIRCULATION 


CANDY INDUSTRY is /\\ 
FIRST in audited | ' 
circulation, and 
FIRST in adver- 
tising volume 


/ 
/ 
/ 
/| MORE 
/ CONTROLLED) 


too! Figures 
on request. 


| SUBSCRIPTIONS 


Member 
— 


Don Gussow, Publisher & Editor ° 


CANDY [INDUSTRY 


THE NEWSPAPER OF CONFECTIONERY BUSINESS 
33 W. 42nd St., New York City 
Other Don Gussow Publications ® Bottling Industry © Tobacco 


DISTRIBUTION 


Record 


=o) 


NM 


Che 


5-day average for 
March 31, 


314,156 


NEW YORK 


1947, as 


Audit Bureau of 


six months ended 
the 


is 


reported to 


Circulations 


Highest in The Sun’s 114-Year History 


with the exception of 1936. 


GAIN OF 39, 


over two 


years ago 


The Sun is a trusted friend in the homes of more and more intelligent 


New Yorkers . . . responsive families, comprising more than a million 


individuals, whose higher incomes enable them to buy more of the 


things that make for better living. 


Editorial integrity, complete news coverage and constant improvement 


in feature content have made for this healthy circulation growth. And the 


quality of its readership has brought The Sun advertising leadership 


among New York evening newspapers for twenty-one consecutive years. 


—— 
= | a es | f 
_ & Va | 
oe — wii F 
CE 
| Wr» TY en inrer a PC; : 
: ge Sun | 
a SS 2 ™ 
Ol ‘ 
| | 
_ ee ' 
i ee ” 
: ; 
3 | . 
@) Peer 
Guild Se 
ONCE 1599 | " 
a 
Lists 
a ; 
= ee 2 
a 
= A RA 
Guild a 
= Lists 
| 
- 


34 


Four-Color Copy 
to Promote Tawn 
Men’s Toiletries 


(Picture on Page 63) 

New YorkK — McKesson & Rob- 
bins, Inc., next month will launch 
a full-scale national advertising 
campaign to promote its Tawn 
toiletries for men—a complete line 
of six items which sell individu- 
ally or in combination. 

The schedule calls for four- 
color pages in the May 3 Saturday 
Evening Post and May 19 Life, 
and four-color half pages in the 
June 10 Look and July 12 Col- 
lier’s. In addition, dealers are be- 
ing offered a series of advertising 
mats for local use and attractive 
counter display cases with round- 
ed, transparent covers which show 
the complete Tawn line. 

McKesson & Robbins claims that 
Tawn products—without the 
benefit of previous advertising— 
proved to be one of the largest 
selling lines of men’s toiletries in 
1946. Recent research, said L. M. 
Van Riper, vice-president in 
charge of advertising, indicates 
that a major market exists for a 
well packaged, high quality, me- 
dium priced line. 

McKesson & Robbins built the 
entire Tawn line on the basis of a 
single accepted product, starting 
with Tawn lotion in 1941. Later 
two companion pieces, Tawn talc 
and cologne, were added, with the 
three items combined in a gift) 
box. The line was completed with | 
the addition of Tawn hair tonic, 
shampoo and brushless shave. A/| 
six-item gift box sold so well dur- | 
ing the 1946 Christmas buying} 
season that the company couldn’t | 
supply the demand. 

The °47 merchandising story is 
being told to retailers in a broch-| 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results. 


We are a Display Agency and 
cooperate fully with your advertising 
agency to “Pipe-in” the force of national 
advertising. 


36 Pages ... 420 Pictures 
. an Exhibit of Perform- 


ance 


Write for a copy of 
-\ it Today on your business 


letterhead. 


Interview with Principals « No obligation 


, 


tional ads, mimeographed sheets 
showing the magazine circulation 
by trading areas, and a folder of | 
available ad mats. It reminds 
them that the “two-fisted market” | 
for men’s toiletries is estimated at | 
$75,500,000. 

Benton & Bowles handled the| 
account. 


Griffith Appoints Engle 

Cliff Engle, formerly with Sta-| 
tion KGO and more recently with | 
C. P. MacGregor Transcription | 


Service, has been appointed man- 
ager of the San Francisco office of 
Homer Griffith Company, station 
representative. 


Dr. Pepper Elects V.P.s 
Newly elected vice-presidents 

of Dr. Pepper Company, Dallas, 

are H. S. Billingsley, formerly 


| secretary, and T. Gordon Mason, 


sales manager. A new depart- 
ment, coordinating all Dr. Pepper 
purchasing through one office, has 


been set up in both New York) the shelter group and national! general manager of the distribu! 


and Dallas offices, with Glen But- 
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ler, 


of 
Dawson, Inc., in charge. | hardware 


formerly Tracy-Locke-; merchandised throughout th 
and building supp 


trades. Hanly, Hicks & Mon 


Schedules Lumite Drive 
The Lumite division of Chicopee nice 

Mfg. Corporation, New York, will | Handles British Razors 
|promote Lumite window screen- Industrial & Specialty Sak 
|ing in a special newspaper cam-| Toronto, has been named 

| paign in 49 markets coast to coast.| handle Canadian distribution 

| Insertions totaling 1,500 lines will | the products of Wilkinson Swo 
appear during April and May.| Company, 
|The campaign is in addition to| of the Wilkinson razor. Charles 
|the regular magazine schedule in| Templeton has been appoint: 


| weeklies, and 


is being heavily | ing company. 


| gomery, New York, is the agenc\ 


British manufacture 


a 7 wee a @) SH Ses Z os As he ie a am ra cs PD a 
sel A oe & We gy “Py * oe snag: Copia Pe eek! * , es * uw 
a ae Ag , ‘ett 0 Rela ee EY es Shay “i, ae are f Dy ico aa paar PIs eka ‘ 
= 7 Rae ne ¢ ree ‘ea a ie be F)e aye So AS iy 7 ys A | 
3 5 aS Leirs. eer Aen oi] ae ~ ay s 4 3 nN a ee nt ee i i Kd 
i i cas ; aga RA Te tia raat cae aataar ae ae " ea ) : : Pe hE : Bich ts Stk sii Ms ety Sort we ee 
y ; ; > i ; goats Pear ittg’ Eset RE ote Te EN enema rate 
> ‘ i: : ae Ryle wah let ‘1 : ‘ . ’ oar es BR ae sagen es Sy 
; 5 * % 
ee a ee Mi 
ee D: 
ee New 
tives 
daili 
ado} 
mea 
———— 
re ; OK 
K 
——_ 
; 
, 
, 4 5 oh ae ag d 
i Dit ee ee : 2 
t Pa ne Sy, Pe bi - 
, 2 oe tat oe ae F 
: e i Fe. © Be te. ie ey 
= Pa ee 5a ee , 
, i ae a eS 
ree ae eee nt ig ‘ 
: a pad j a nd we a . ve. 
B ‘ee s ss 4 a oes a . Bee ee . iii, Pines HE ee Y ; a rr 
; Str | Fd Se oe eee q 4 y _. « Tes 
' x : ., i, : a , , reer ‘ 
; ; ‘ Pe = el Ba es me q 
Fier hr wes a i oe oS ay ray 5 hit oe : F ‘ 
ss 2 st ‘ ae . bs 
i an | 
' : f 28 i a Bes, ; Be 
‘ ie 4 ll Pasa a pe i 308 
‘ _ - iii Fe oi 
Fike SEN Sone ee ae ee es ee a -  # 
525 a : RON Dee RS. sian: ee 4 i 
Se ere Se ot ae é Po me eae Bre. z 2 : * ‘ ; 3 pes aa lee a 
ee eee i te ORE Sera ae i “ ‘ é ie Ry p 2 oe : _ 
fee Apnea ox Sethe Pe ee eee Suet ss See ee i ao cee 4 oe Fi { a é a q ro 
Nip ree e eat ae ee ee rs i # oe: ie . i - ee is he ip al 
Mice eee oe ; a a Rae ian na i a ee = ge — oo 4 ek j <j : 
eit a | I Baa . eS OPE ee F.. te i. a Pe po : ies ra 
: i a ee en Se % ee = ‘eae a a oe >. =“ 
ees a ‘ei “a ‘a Pd , ; - a a ae REE i = 3 ae 
a a ie a - - egpiiaap : oo ease: . oe - = a 
: es ee oa eget acy Be vl : ee es Bee ae 24 %y in Fo 
: en ae je ee | eee 4 a. ay Eo te a ca, a 
Z 2 a : we Bone age, S as * — Ea Res vic re S ee aed 
; eS » SA eh 3 Bip ks Ce Dok a MS ae cee. ee : SS aaeee oe ee 2 he a <* q 
ee ee Oe ae Bee ire 2 a. a i eS” 
4 Lf aos nie st: on ae, Ae Pa 5 ah ee ed & ee a Scale {ae ee Bra 3 ee Bais a, 
" 4 i a spel ia OE EES: Ace oS a eS ut . val < Naa Moreh. Fe ce ee Fs oe: ica ean 
ure carryin ‘Ee P os eee RS tig ES Rat geen Bese. > Ao ena ite bse Ses te. ee wee, eee ‘ ia ie 
ying reprints of the na- ia a Te 7” - oS ig a ee ie eet aa a ee eae 
ee 6 eri 8 : Bee oes ; P ae Se erpe Tg 2 a = < wie @ 
| a “eee eee 2 3 oe ae Jog : phe ae : ~ ; * gosh. Sania hie OP ae oe x C ae i Se 
a i 3 oe Gees RO Se aR Se: ae Ras: . oe ea Porn sy A eee 
i ee eee a ha fa ee 3: Ar 
Cllr edUlc mle De Ae ee ee ie i adele A ee ak: ae 
— ; a Ps f i iia  eogs Ste EE LA eee ae. eh beats Sea: - x a eee ater ae oe eee 7 is ae 
— —— eB a an : 4 : ee es ae Pek fo ee iS os a a rea raa es, AR ’ pish cio Saag 
- acer ME ates, | cas ie % pee eo ee Fe Se * : is a Mon ec), Pe Ae 
gia 7 ‘am jk | : Seti SS 2 * ee Peter OPH SO ‘ a ‘ on Peal Sate a a a 4 * 
Ge = ‘ ute rae nae : ee i ia tee r ‘ ee = Fea 1 Coren ices Be. dap I aa 
vow = | ae mes te Wea ee : ee — Pe : ae oe eo ee Bele eee ee ere salted 
, —_ Mig ee ae ge + ye 4 ag ee. x ar eee Menai aie 9 So ch a 
-* _— Ag ri | er a a « : 2 cai ll Pee oF % DNs bah ae ese ee eer ee Es 3 Piensa : = a 
: ’ — - = i fal me : s a. 6 Ses i ig ae F955 St Cee hook ve i fh — eat : 9 q 
‘ — al a ee eee St ee = 2 Ben, iy Se” . arn. : geet San a 
F — a = eee ome Ceres age BR ae dis 3 ae bs ieee ek a tree. ine Ses Ae : . ae 
; A — tt ls ee soe es e 2. a ES a ae 
: . ae Re. Mere tek Be Tegel Nee go Oe ee a v a eee ie Sede ag 
| — ‘ ee ae oh > RNS GIRS acre, ei es a 3 — . pag) ° Saeriero. Oey ae oh oe t i De tae pains 
: xy As y NY ‘ ‘ y eee ee ie oe a Rigi Bao ee ee % q iS 2 sj ae Pee ik ps oa ee i ke ae PRs Se a ae or 
4 ‘ . tae aes 4 B hae Re ek, eA ae ey as” hs yi 2 ean ey er eee rs ign Niet ar 
aoe SA aS ; a es a “Oe esas ee Tee ’ . ees momen os oe Nghe aeons te aaee a P Lge SUG Ma a ig ; 
= = A SOAS : ic oe eT = Re gS oe eae : sg het » eae Te = Ge hee.’ eee oy ~ ne pte po 
: ia ‘ WY (Aaa S 5 oa 0 Feo es os pes Sa : as. pe ule. Ps ne; + ee “3 ee : 
Lao an! ns: + sgh vee . ia. aes  Eieaiateans 2 ee ee ee “ 9 ; . Bos RA amg t, 05  glae z SS ee 
~ SSA ea ee “ i a * 4 —. ti‘ YC ; ; Bi ION” Sie. eee ee 
® Wy \ : = eS Fae ES. < 5 hoe aa Cll (i é Be 5 an eer ks sg hy a } “34 
een. uals a ee ae I Oe oe —Cté‘«é‘C wn ® a ae sae ; a on 
sie . Ba oe ea —... = ae ts: Are 0 ae dacs i) 4 etki ele  —- oe ae a 
dee j eae cs a eer: WEE oe os tei 7 ae fa EE ee lm E 
ae ae e é ip ee Sa a wae é. Sok P Se Rete a Ses > hee Pai —. we 
Fos ee . se Ss " : nis ahaa ay i pares RM ok Spee _ ES Rp AG 8: od a “Fie CERES OS! aa en ‘Sr 
aiid “on a nn | le — fC ee — = 4 
is oe BRO i. | RC Sy ae pe jo RNa, Cee Cee “d a: re ; # SPOR i ne: eee - ty 
os . ager = pee ‘ Ax RSS SSS “Se oi = sig ek ad 6 Re Nee Pee hte. Stok ee Sa gee ad? ea ; n°, ae : sheep ; 
es eS ae dy i, aa = ag % : SS i eee be Fh ae Ta gt a as eee, an BE a 
ee. a ; a 52 a ee ie crate ee Ly 
aes Be ts cd — er ¥ ue + ea : aa <a ae ae Ps Tee ys 2 ee eee IRR Zac Mes im : 
: 3 BRT ain 7 et (2 Se aie * BOE 9 eae Nie: me 4 Re aid Spee ier $s ih a ‘ Row i ieee ea oes eee 
P ges ee ee ae Soe = oe ae ae ae Se s PORE a oad BE «ae a ae ae So. | 
POINT-OF-SALE DISPLAY PR ose, a — . a | OR a —— eee ih — 
bond eh ieee ee yee 4 bee eS ee ge ee Bein ei 4 , f pe 5 ee ie Po ce sea = 
ODUCED FOR JANTZEN A a Gt at ne - rod Bs : need ‘ls Se ate ee ft % ue k: a: ia 5 a a ai a Bes ie = 3 
7 [ee ae es, fs fon ey ers eae: ace eee: “7 ae EBC Pe fae a aes ‘ aig eS al PE mo i 
: — » gga so Ne hE : Pcie 1 és RS eon ae F Dh Sig i 4 ieee ae a a as is Se soa ‘ : ih 
? ie P pee Ye ar eo Se oe ee af ae ves Te ay vat 5 a +e ee a re “th ; aig) * es 
Pes ase ere ae eae rk eee La! ms eater a eae PER cs See 1 ll a i 5 ie shes 
eae an, east a rics ee a i ty 4 
YA ta = : = es: eS : i SUR hIa ee sa coal aps : , pee” ae _— oe - : haa 
HEAD enti iz pa — ee. eee A or ane ne ees - ie Big a a eta : eee MR! Bees bed 
as” } eee a er AN gee Has * a le) tg ose aoa ire By el, > a yt es I es (Sie 
oN | —— i mate oo - oe aed Be Wee ® aan r Rha! tan. °° ¥ WO ge aa Eee se 3 
51 gigi! =f a oa ae oh a . ae eae aa oe tS eo. ce | Rk OS. eae 
\ on at > fe. “ re " a - ae i a ; 3 ey et ss io ea ae er 5 Bf ae “Ss yo Seer oe a ee : ia) 
y\0N ? - > ss! SU oy eae Be Sly a a 5 ee Lor ae ae. 2 ors 5 
prow gui? a ° Sd Lage a: ee ae Pees as ee hua pe a 2 ame on ; ‘ ere 
: hae oe i ae Se A Be 2 Sie ‘ . aplilatiee eo Sa so —— ee one . raga a 
LEADER ¢” a : ; Ss, ae ee 5 gav n Re a is a SS 2 a. P es, ae wee 4 
7 Skt pe 2 Saat a oS ae — a ae os yf hy So 
i) oy = 53 Ras) 3s ae Wolnet Paceeicg, to Bk» +. ie a err nay fe ee i> an i ae ay ESM eae ~ 
«pgl ee i 4 ies ; Eee : haere ‘= eee hy a 2 |. = ie 
at P —- - — ee Pe i wae re ae a ae = ee de i a alae wa 
ea cae Pt one a ae ie le alg ; a i aq ee t teat  - _ aii So A 
5 . et ee . ee 3 z alee one ao ‘i Fs ° Ci seca ies ; ee Se a resi tye ee oo. 
Seu es: : - % Bee oi > oe ee : Rea i) ii ee ee eas 
a ee : a 5 - ee ren aS eis am (See ee <A ee on an ar eS ote #3 a ; a” Pm aad 
7 “ ee rtd Diba fu re a ieee 5 aS = (ae mee ae POI a aan Bas bs ee — 
May We & _ 7... Me =e a” lee 
in = - in cee Se aa ek = one aE ae rm 1S Sem es ant pagal TARR SS OR “inca Se } 
~ Pare, ake, et as Paig. —— } ; mero iy, hi “ 3 ae eh = ge : E 
; S = yee _Svaal _ 3: . mo p . 2 ait ee a ae eee: ee Os Fae ; Bee 
e uggest 6.4 Ps ae io a a an Sa . oe Se, rm : ep a = i, hee * ia - ~~, z f pane r Sa a: Fe ape we 
> - } on a ee — oo iol eva na ; ae ie 
~. : | eels “A  - oe 8 4 see eee = a 
ae a oa ‘ io ee — 
2 ‘ . 1s an RMR Se apg ae A — 
RS pe 2 = oe Ba. — 
‘ * 4 noN 
A — 
Gas 
gp gse. ™ , 
eae . 
\ ite sell anything ME | 
oe e $ A y e 
~ | mea! 
-~ rian ee 
FREE! f m 
- - —n! 3 oR, =e " a RS a 8 , re. 
a Fe ies : 
| 4 ; Pua y 
; = i Mag iil ie — r b 2 
a os ad me nh a . il 
A . . EWSGAARD 4 * ‘. 4 _ > & La a mere. feet nk he ee =n i a 
" fon , i or her i 
/ AND ASSOCIATES, INC. | a — ae 
emer ] CHICAGO 7, LL. 
imerica s Largest Organization Specializing in Merchandise Presentation 
’ 
. e. - ps , . 
. v 9 ' 
- n - ¥ : - 
a a i age . 


rs 


Sak S, 
>d 0 
on yf 
Sword 
cture; 
rles P 
ointed 
tribut- 


Advertising Age, April 28, 1947 


Mat Shrinkage 
Rule Gets New 
Boost from NAEA 


DANVILLE, ILL.—Directors of the 
Newspaper Advertising Execu- 
tives Association last week urged 
dailies not already in the fold to 
adopt the NAEA standard for 
measuring and billing of news- 
paper advertising. 

Karl T. Finn, advertising direc- 


tor of the Cincinnati Times-Star 
and chairman of NAEA’s standard 
of measurement committee, said 
the standard, following a= six 
months’ trial, “unquestionably is 
being accepted by agencies and 
advertisers as practicable and 
fair.” Disputes over measure- 


standard.” 

The NAEA board, which met | 
recently in Augusta, discussed re- 
cent suggestions made by agencies 
and advertisers, as well as news- | 
papers. These included: 

(1) Proper announcement to} 


ments and billings have been re-| be made by any newspaper adopt- 


duced to a minimum, he added, 
but “absence of uniform proce- 
dure on the part of newspapers 
presents’ the greatest problem to 
the general acceptance of the 


ing the standard: (2) Provisions 
of the standard must be applied 
uniformly and consistently to all | 
accounts and with all agencies; 
(3) Orders should be checked 


carefully when received to be sure | 


that they comply with the stand- 
ard. Material should then be 
checked against orders. If orders 
and material do not correspond, 
the agency should be _ notified; 
(4) Shrinkage should be reduced 


;}agencies and advertisers should ito a minimum so that advertisers 


will not be charged for excessive 
white space. Agencies are gen- 
erally allowing about 2% for 
shrinkage; (5) Cut-off rules should 
be placed at the bottom of the 
column as well as between ads. 
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In many media the advertiser’s hope is (1) to break through the apathy of merely 


amusement-seeking minds and (2) to reach the scattering of active and curious minds 


always in quest of new facts. When he finds vast numbers of these alert, responsive minds 


—from railroad presidents to grocery clerks—separating themselves voluntarily from the 


indifferent crowd and gathering into a single group of fact-hungry readers, he knows he 


has the kind of market his sales manager dreams about.”’ 


* * 


—CARR LIGGETT 
CARR LIGGETT ADVERTISING, INC. 


That's our point exactly, Mr. Liggett. The man who reads Popular 


Mechanics reads to learn. He has the “P.M. MIND"... alert, inquisitive, 


wide open... a mind that digs down into the corners so as not to 


miss a thing ... and reads advertising deliberately. Multiply that mind 
by 3% MILLION and you have the Popular Mechanics audience as 


shown by continuing readership studies—a big, lively, extra-responsive 


market for any product bought by men. 
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This procedure will virtually 
eliminate disputes as to depth of 
ads at the bottom.” 

Lastly, said the board, news- 


|papers have in some _ instances 


charged for more space than 
ordered, whereas “the newspaper 
agrees to publish and bill adver- 
tisement in exact space ordered.” 
NAEA members are asked to 
fill out a questionnaire showing 
whether they have adopted the 
standard or intend to, and asking 
them to state their general ex- 
perience with the plan. Answers 
are to be sent to Robert C. Pace, 
NAEA secretary-treasurer and ad- 
vertising manager of the Danville 
Commercial-News. 


Seklemian Joins Macy’s 

M. Seklemian, for a year with 
Radio Corporation of America, 
Camden, N. J., engaged in the de- 
velopment of a new line of deluxe 
musical instruments, and formerly 
sales manager for RCA Victor 
records, has joined R. H. Macy & 
Co., New York, as assistant to the 
publicity director. 


reat sales-cost 
reducer! 


Matches do more than light 
cigarettes... they cut sales-costs 
for advertisers. 


Chances are you have a Diamond Match 
Book in your pocket now. But did you 
ever think of it as a sales-cost cutter? 
It can be, and here’s why... . 

e Diamond Book Matches are now a 
major advertising medium « Your mes- 
sage is distributed to any part of the 
United States by Diamond’s Certified, 
Controlled Circulation « Thus you can 
add advertising coverage precisely in those 
market areas where present coverage is 
weak or sales are low « You can buy 
space only on the matches .. . not the 
matches themselves « You pay only 17% 
of the total cost ¢ Each ad is exposed to 
a prospect twenty times « The cost is as 
low as 2/1000 of a cent per reader ex- 
posure « This is the only national me- 
dium that offers you full color in space 
the size of a match book « You can put 
as much selling copy on a Diamond Match 
Book as is in this ad, 

Let us analyze your advertising and 
sales problems and prepare a Diamond 
Book Match Campaign tailor-made to 
your needs. No cost or obligation. Write 


for full information today 


at \amudS / (lh 


_— 


DIAMOND BOOK MATCHE: 
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PRODUCES |S 


Fishing for customers is extra-good through Field & Stream because this magazine offers 
sales-producing ‘‘double exposure.”’ The advertising message is first exposed to key 
sportsmen with money and the desire to buy. Second, key dealers give prominent point-of-sale 


display to merchandise advertised in Field & Stream because they know it sells. 


"Double exposure’’ means more sales. Field & Stream provides ‘‘double exposure.” That’s why... 


MORE ADVERTISERS USED MORE SPACE IN 1946 IN FIELD & STREAM 
THAN IN ANY OTHER OUTDOOR MAGAZINE! 


America’s Number One Sportsman’s Magazine 
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in Field & Stream 


A maker of high grade fishing lines writes, ‘Results 
of an advertisement run in five magazines . . . your 
magazine is number one.”’** The many advertisers who 
make Field & Stream a “must” on their outdoor lists 


will tell you: It’s far more important to reach the key 
sportsmen than to reach the most people! 


Proof of results from the advertiser 


*From the testimonial letter files of Field & Stream 


A recent survey among sporting goods dealers 
asked, ‘‘Which outdoor magazines do sporting 
goods dealers turn to for suggestions regarding .. . 
goods to stock... ?"*** The dealers’ first 
choice by a wide margin was Field & Stream. 
This is proof of Field & Stream’s influence at 
the point-of-sale—and proof of the fact that 


dealers are interested in selling products 
advertised in this magazine. 


Proof of dealer influence 


**From Richard Manville dealer survey 


THE LEADER—More fishing tackle advertisers used more space in 1946 in 
Field & Stream than in any other outdoor publication. These advertisers appreciate the - 


double value that ''double exposure" provides. 
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OF WORLD AFFAIRS 


HS toh \ oothold in Greece to be held 
by Britain - - - to carry on as junior partner. 
helping U. S. technicians with advice based 


on experience. 
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YOU OUGHT TO KNOW :.. 
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. BUSINESS CHART OF THE WEEK . 


.. THE PAY-OFF . . . 


lhe Creative Uans Corner 


If your wife bakes 


a cake and forgets to 
put any baking 
powder in it until the 
cake’s been in the 
oven for a whole 
hour, she usually 
knows enough to 


DONT WASH TODAY! | 
—WAT! GET A FAR, PAR 


WHITER WASH TOMORROW WITH THESE 
WONDROUS NEW BLUING FLAKES! 


ingenuity at work’ 
Is this “truth in ad- 
vertising?” Is this 
good salesmanship? 
The cult of exclu- 
sivity, achieved 
through the inven- 
tion of phoney 


charge it up to ex- 
perience and start all 
over again. 

Not all advertisers 
show the same wis- 
dom. They usually 
insist that the “bak- 
ing powder” be put 
into advertising, ‘% 
even if it isn’t in the 
product. 

Here, for example, 
are LaFrance’s new 
bluing flakes — with 
“Luminess.” What is 
‘“Luminess”? It’s a 
“super - exclusive 
blend of blues.” So 
super and so exclu- 
sive that it can only 
be described through 
a phoney name. 

Is this advertising 


vtie 


You Ought toKunow . 


After 35 years in advertising—the last 
16 of them as agency and advertiser 
executive—Gordon Cole goes back this 
month to peddling space. 

He leaves the Can Manufacturers In- 
stitute, New York, 
where he has been 
advertising and pub- 
lic relations director 
on a $1,500,000-a-year 
program, to become 
Los Angeles manager 
of Blanchard-Nichols, 
publishers’ representa- 
tive. 

In the process he 
joins forces again with 
George S. Nichols, 
with whom he worked 
on Vogue 30 years ago. 

But an old friendship, and even the 
climate of the Southwest (where, he 
says with adopted Native Son enthu- 
siasm, ‘‘one can sail a boat or ride horse- 
back 12 months a year”) are secondary 
to a new challenge. 

Gordon Cole has quit big jobs before 
to tackle what he considers to be bigger 
opportunities—even when the first im- 
mediate result has been to cut his in- 
come in half. 

Representing some of the most suc- 
cessful magazines and business papers, 
in an area between Santa Barbara and 
San Diego, Denver and El Paso, he 
doesn’t expect to make any income sac- 
rifice this time. And his opportunities 
to build his “own” business will be 
treater. The Blanchard-Nichols list in- 
‘ludes Vogue and Glamour, McCall’s and 
Redbook, Better Homes & Gardens and 
Successful Farming, The New Yorker, 
Vational Geographic and Nation’s Busi- 
Less. 

Gordon was wearing a homburg and 
1iot a sombrero when we met him in 
Manhattan’s Uptown Club but, in his 
enthusiasm, at least, he was already at 
1ome on the range. He led us to believe 
that there’s gold in them southwestern 
iills and teeming towns. Unfortunately, 
we had to rush for a train just as he 
tarted to tell how big and important 
Los Angeles is going to be five years 
from now. 

Gordon Cole is best known perhaps for 


Gordon Cole 


LA FRANGE cs 


asia 


names, was nicely 
taken apart not so 
long ago by Peter 
Lind Hayes, the radio 
comedian on the 
Dinah Shore’ show. 
He was advertising a 
Md | 4 4 Va new cigaret called 
=-~ Stinkos. “Smoke the 
smoke that smokers 
smoke,” he == said. 
“Smoke Stinkos. 
Stinkos is spelled 
S-T-I-N-K-O-S. No 
other cigaret can 
make that claim!” 

“Luminess” and 
other such verbal in- 
ventions — that do 
not exist in reality— 
should be appropri- 
ately labelled STIN- 
KOS. 


Gordon Cole 


his work for “organized advertising.” In 
1941-42 he was chairman of the board of 
the Association of National Advertisers, 
and for seven years served as chairman 
of its magazine committee. He is a di- 
rector of Advertising Research Founda- 
tion. During the war he served the Ad- 
vertising Council as campaign manager 
of united clothing and tin can salvage 
drives. 

Born in Ottawa, Ill., one of five chil- 
dren in a family of limited means, he 
worked his way through Oak Park High 
School, near Chicago, and, in 1912, started 
selling real estate classified advertising 
for the old Chicago Evening Post. 

Two years later he switched to the 
Chicago Inter-Ocean. With commissions 
added to salary, he sometimes made $25 
or $30 a week. But the Inter-Ocean was 
shaky (it folded a week after Gordon 
left), magazines were beginning to de- 
velop as a national advertising medium, 
and he wanted to crash New York. . . So 
he joined Conde Nast’s Vogue there, 
under Barrett Andrews, vice-president 
and general manager, at $lo a Wees, 
starting on the Shoppers’ and Buyers’ 
Guide columns. 

The people were stimulating, if the 
wages were not. He worked with Har- 
ford Powel, then promotion manager, to 
find ways to make this mail order de- 
partment pay. Soon he was hiring and 
training young men, such as Abbott Kim- 
ball (now head of Abbott Kimball 
Agency) and Elliot Odell, now vice- 
president of Fawcett. Tom Ryan (Pedlar 
& Ryan) was on the staff of the affiliated 
Vanity Fair, handling the Dog Mart. Then 
there was George Nichols, later advertis- 
ing manager of Vanity Fair. 

On $15 a week, Gordon found, one 
could do the theaters from the upper o1 
50-cent level. If handsome or at least 
presentable, one could get invited to the 
dansants, especially of the nouveaux 
pauvres. One could have a lot of fun, in 
other words, without actually missing too 
many meals. 

He really got his business start in de- 
veloping the retail merchandising part of 
Vogue. Stores were asking when adver- 
tisements of certain manufacturers would 
run, so that they could tie in with them. 
Soon he was a roving department store 
specialist. 


Vogue in those days pioneered the mer- 
chandising of advertising. The Vogue 
pattern division helped to provide the 
magazine’s salesmen with knowledge of 
department store operations. Gordon 
met, and helped, some fledgling advertis- 
ing agents, too. One of them was a young 
man named Milton Biow, who had one 
account, Mode hats. 

The Army took him out of circulation 
for a year, but not out of the country. 
He was discharged in 1919 as a second 
lieutenant. 

Then Vogue sent Gordon to the Mid- 
west, working out of Chicago on the new 
regional “fashion centers.” He knew 
fashion and he helped garment makers 
design to sell. 

Another World War I sequel was a girl 
he met in a traveling musical show, who 
became Mrs. Cole. 

In January, 1921, he opened a Chicago 
office of Milton Biow’s New York agency. 
But the depression of that year closed it, 
and Gordon was back with Conde Nast, 
working with Frank Soule, then Chicago 
manager. In 1923, he moved briefly to 
Good Housekeeping, and then back again 
to Nast, in New York. 

Five years later, Joseph Moore and 
Stanley Latshaw took over control of 
Delineator, and Cole joined them in 
charge of style and fashion advertising. 
The new Delineator crowd had big plans, 
and started doing things in a big way. 
They sent Gordon to Paris for a post- 
graduate “course” in fashion merchan- 
dising. 

But soon the depression of the early 
*30s was going full blast. Before De- 
lineator succumbed, Gordon moved over 
to Pedlar & Ryan. He worked on Camay 
soap; went to “school” with Procter & 
Gamble in Cincinnati, and sold _ soap. 
Later he handled Guerlain perfumes, 
writing a regular trade letter ostensibly 
from the Champs Elysees in Paris but 
actually from 250 Park Ave., New York. 
At the same time he was working on 
BVD and Bristol-Myers. 

Maybe he was scattering his fire. At 
any rate, Gordon figured that his train- 
ing and background qualified him as ad- 
vertising manager of a textile company. 
He would have to start at less salary, but 
he might be able to do more with the job. 

He surveyed the field, seeking a com- 
pany with consistent sales and profits, 
which believed in advertising, was style 
conscious, and whose products had brand 
acceptance. 

Cannon Mills, Inc., met, all these re- 


quirements. He went down to Worth St. 
and sold them on his ability to coordinate 
sales and advertising. Within a few 
months he assumed the title of advertis- 
ing director. Cannon’s agencies were 
N. W. Ayer & Son and later also Young 
& Rubicam. 

More than 20 years ago, with Vogue, 
Gordon Cole had something to do with 
the fact that the Paul Jones middy blouse 
of Baltimore was the first magazine ac- 
count placed by the then very young 
Young & Rubicam. One of Y&R’s later 
accounts was, and is, American Can Com- 
pany. 

Just prior to World War II, the Can 
Manufacturers’ Institute (dominated by 
American and Continental Can com- 
panies, which do about 75% of the total 
volume) had spent about $200,000 in con- 
sumer research to find ways to meet the 
growth of glass, fiber and other con- 
tainers. An educational advertising cam- 
paign was considered. 

But the early years of the war kept 
the can manufacturers so busy turning 
out cans and a lot of other things that 
the project was shelved. 

Then suddenly, in 1943, they discovered 
that, with 50% of the cans going overseas, 
glass was taking over much of their do- 
mestic business. 

Executives of American and Conti- 
nental called in Sigurd Larmon of Y&R 
and Alex Osborn of BBDO (Conti- 
nental’s agency) and told them the can 
manufacturers had a $500,000 account 
which, for competitive reasons, neither 
of them could place, but asked them to 
find a man to direct it. Gordon Cole, 
fashion expert, found himself (after some 
persuasion) in the can industry. 

Gordon yielded, he says, because Can- 
non was flooded with war orders and, for 
the time being, there wasn’t much chance 
to do a real selling job there. He wrote 
his own ticket and was given carte 
blanche by the institute on the program. 
Benton & Bowles was chosen as _ the 
agency. 

The institute’s program, primarily in 
magazines, has trebled in the last four 
years. In the new fiscal year, starting 
July 1, it is expected to go on a $2,000,000 
basis, with radio and more newspapers 
added to magazines. 

Gordon’s successor, Harold Jaeger, was 
announced in mid-April. The Connecticut 
farm has been sold and a new car bought. 
The Coles are wending westward in it. 


y he | ag - Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


WHAT TO DO ABOUT MISUSE OF BUSINESS 
REPLY CARDS OR ENVELOPES 


Users of business 


reply cards or en- 
velopes frequently 
find unexpected 
things or messages 
in their mail rang- 


ing from. cigaret 
butts to religious 
tracts Practical 


jokers and cranks 
think it is smart to 
have you pay the 
postage to get your 
envelope back filled 
with trash or some Ger te on 
wise-crack on your 


section 510, 


clesire 


The practice be- 
came so annoying 
and embarrassing 
at times to mail- 
opening clerks, that 
the Post Office De- 
partment has ap- 
proved a_ special 


warning to be printed on the back of 


business reply envelopes or cards. 


Many users of business reply mail are 


Important notice The use of this 
other than _ purpose for which it is sent is con 

sta! regulati 
Postmasters should advise permit holders of the above in 
cards may print the notic 


Keprint of notice which appeared in THE POSTAL BULLETIN OF FEBRUARY 2, 1940 


MISUSE OF BUSINESS REPLY CARDS AND ENVELOPES 


luirp Assistant PostTMasTER GENERAL, 
Washington, January 31, 1940 


Business reply cards and envelopes distributed under the provisions of 
p L. and R., are sometimes returned to permit holders with 
fictitious names signed thereto or with propaganda, advertising literature, 
blank papers, or other extraneous matter enclosed therein 
It is believed that the printing by permit holders of the following notice 
on the back of their business reply cards or envelopes may tend to curb 
their misuse to some extent 


card (or envelope) for 


s and will be dealt with accordingly 


order that they 
heir cards and envelopes in the future if they so 


Kamsey S. Brack, 
i Assistant Postmaster Gene 


not aware of this notice. We print in 
full the text of the Post Office Dep 
ment’s ruling 
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Gilsonite Ups Seymour 


Edward Seymour, 


Under McCarran’s plan, 55% of 


, budget hopes. Mason, champion 
its stock would go to existing in- 


of the “trade practice conference”’ 
Haralson 


western sales manager since 1943 ternational carriers and the pub- | technique, complained that he has 

of ‘United Gilsonite Laboratories. lic; 45% would be earmarked for made little progress within FTC 

Scranton, Pa.. has been named steamship lines and domestic air| despite endorsements from Presi- 
company sales manager. Mr. and rail carriers. dent Truman and Congress. Ex- 10 
Seymour joined Gilsonite in 1940. z 8 


ts ‘cept for false and misleading ad- 
With the veterans’ market for | vertising, a segment of the econ- 
housing admittedly “drying up,” | omy “being quite effectively dealt 
home builders say the government | With by private industry through 


By STANLEY E. COHEN, Washington Editor 


af 


gant Wifes? 


Fate of Steamship Lines’ Belgium and Greece, and U. S.| has scared the public with reports | Better Business Bureaus,” he finds NE 
Air Service Still in Doubt domestic carriers promoting seat) that today’s homes are not good | the FTC majority sticking to tria! cies 
NEW YORK TIMES WaASHINGTON—Sen. Pat McCar- sales for foreign international air-| yalues. Home builders claim that | prosecutions. “Certain it is that shdidi 
ran (D., Neb.) hopes to push his lines. |/new houses are a better buy than | Congress did not give us a supple- on tes 
gets them monopoly “American Flag” ex- As the House interstate and for- | existing homes or most commodi-| Mental appropriation to twice popes 
by using LETTER port airline bill through the Sen- | ¢ign commerce committee took up| ties and durables, and that “no-| spend for the same results,” Ma- missi 
EPLYO ate before summer adjournment. the subject Thursday, Chairman body can be sure that construction | Son complained. tunit 
é se 'On the other hand, the Sea-Air Charles A. Wolverton (R., N. J.) , costs will go down substantially.” + * Th 
we HEP Committee sees Congress swinging recognized that the “American They shudder at low labor pro-| Former Treasury tax spokesman Bren 
me the other way, and inviting steam- | Flag” idea is contrary to the prin- ductivity and spiraling cost of ma-| Randolph Paul warned that the meet 
. CE _. |ship lines to run air service in ciple of free enterprise. He indi- | terials. Statistically, they claim | “20%” income tax cut before the the | 
af Ve ---""lou | competition with existing interna-| cated that national defense con- new houses are still only 68% | Senate would be of little value in Nam 
=~ | tional carriers. siderations would be heavily con- above 1935-39, while meat is up offsetting any incipient recession. Th 
| McCarran supporters argue that | sidered. 99%, clothing 78%, food 83% and|In an article in the Washington clini 
competition among American car-| Note: McCarran’s “American Manufacturing wages 108%. Post, he suggested delay so that presi 
riers henefits foreign governments | Flag’”’ line would be an investor’s * ¢ 8 the $4 billion rebate could be par- activ 
4 tt OME COD CLGUEME@@M and foreign carriers. They see dream. With mail and other sub-| FTC people fear Commissioner | celled through long -needed re- name 
IIE TET TAC el Tanee | vival U. S. carriers bidding for the | sidies it could not lose money; it) Lowell Mason’s Kansas University | forms in corporative and person- win 
'favor of foreign governments like|might make as much as 10%.\ speech has damaged their 1948 | nel taxes. Mr. Paul, now tax ex- Ken) 
: \pert for the U. S. Chamber of cies 
| Commerce, would like the 45,000,- on tl 
e s |000 taxpayers with incomes under 
short CO | | $5,000 to get a better break. He 
py is $e ing copy | sees little additional buying power cl 
— | under the “20%” plan, which to {| 
channels 40% of the $4 billion to port 
ae ee ee ee a ee ee ee ee ee ae Oe ae a a ae ae the 2,000,000 over-$5,000 earners. bran 
ns wert 
The American Society of News- serv 
paper Editors had its say about adde 
the critical report of the Henry para 
Luce-Robert M. Hutchins ‘“Com- selli 
mission on the Freedom of the do 
Press,” but nothing the editors conf 
said was as convincing as the and 
testimonial that they heard at the serie 
closing session of their recent con- whi 
vention. “If it were not for the Ei 
free press, I would never have diat 
been confirmed, nor have been said 
here to address you tonight,” said trad 
David I. Lilienthal, chairman of ing 
the Atomic ee Commission. se 
oa ral 
NAB’s “Area oa meeting in ae 
Kansas City lined up behind the pets 
O’Hara bill (H. R. 2740) to pre- adv 
vent businesses from using day- voNe 
light savings time. Since the na- Cc 
tion can’t agree on daylight time, den 
the broadcasters said, it should the 
not go on half daylight, half its 
standard. ye 
Sen. William Langer (R., N. D.), —— 
Senate postal committee chair- — 
man, is working on a bill to credit se 
the Post Office for handling gov- ha 
ernment and Congressional mail. kill 
Under present law, the depart- 
ments are charged for the service, \ 
but the “payment” is made di- eve 
rectly to the Treasury. The $300,- she 
000,000 postal deficit would be we 
pared by close to $100,000,000 “ae 
once the bookkeeping has _ been 
age 
straightened out. nite 
I 
FTC has ladened | the New Eng- eC 
land Grocery and Market Maga- va 
zine to stop claiming circulation ne 
in excess of actual net paid he 
That’s something new in FTC al 
cases. Senate small business er 
committee staff chief George 
Meredith (former APRA _ presi- a: 
dent) feels Congress should 
amend a pending loan to Finland 
to channel more newsprint from 
Finland to this country. FTC b 
has resumed its annual report o1 art 
finances of manufacturing corpo- ry 
rations. After wartime suspension 
FTC wrote 8,500 representativ: 0 
take the SHORT WAY firms last week for first quarte? 
1947 profit and loss statements 
to sales—use and balance sheets. 
© . 
outdoor advertising ' 
Approves New KIRO Site 
The city planning commissio! 
Seattle, has approved the rezoning 
of the residential Capitol Hill sec- 
tion to permit Station KIRO t 
use the old Leary mansion as ‘ 
business office. Counsel for KIRO . 


told a public hearing that the sta 


tion would not erect a radio towe! 

“SERVICE tk cans. < cities ‘AND Tow but would maintain the garde! 

setting for the 30-room_ show 
mansion. 
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Agencies Urged 
to Use Brand Copy 
at BNF Clinics 


New YorK—Advertising agen- | 
cies are missing a _ vital copy | 
theme in ignoring the importance | 
of brand names—and advertisers, 
to whom the names belong, are 
missing an even greater oppor- 
tunity. 

This was the concensus of the 
Brand Names Foundation’s clinics, 
meetings held in connection with 
the group’s celebration of Brand 
Names Day (AA, April 21). 

The scantily - attended agency | 
clinic heard Harold Thomas, vice- 
president of Pedlar & Ryan, urge 
active participation in the brand | 
names effort by agencies, and Ed- | 
win B. Cox, vice-president of | 
Kenyon & Eckhardt, advise agen- 
cies to start selling their iain 
on the brand names effort. 


Says Spadework Difficult 


Clients are likely to be as hard | 
to persuade to devote a major 
portion of their copy to selling 
brand names generally as they 
were difficult to enlist in war| 
service copy, Mr. Cox said. He 
added that K&E had done com- | 
paratively little on brand names 
selling, but added that it would 
do more (this was a. common 
confession at the agency clinic) 
and exhibited a business paper 
series prepared for Stetson hats, 
which stresses the name story. 

Each agency should imme- 
diately begin selling it to clients, 
said Mr. Cox. He recommended 
trade advertising as a good open- | 
ing wedge, and counseled the use 
of partial ads devoted to the 
brands theme. Many an agency- 
man must find a theme for a 
‘warmup spot” before presenting 
advertising to a client’s sales con- 
vention, he recalled. 

Charles L. Whittier, vice-presi- | 
dent of Young & Rubicam, told 
the group that advertising proved | 


its worth during the war, and | 
that the attacks—which, he re- 
called, were the reason for the| 


original creation of the Advertis- | 
ing Council—have died down con- 
siderably. Advertising, he said, 

“has but scotched the snake, not 
killed it.” 


| 
Suggests Progress Reports | 


Mr. Whittier declared that) 
every advertisement—except 24- 
sheet posters—ought to carry 
some small message on the brand 
names theme, and that each 
agency should make a monthly 
progress report to the BNF. 

Frank R. Coutant, managing di- 


rector, Fact Finders Associates, 
varned the assembled agency- 
nen that his company’s studies 


how there “is not enough money | 
arned in the U. S. to give the | 
eople the standard of living they 

DRUGS, FOODS, 


COSMETICS, 


| 1,670,000 in 1941, 


| the Hoover 


MANY vs: 


are OVERLOOKING A MARKET 


vhat’s as wide and broad as 
the United States itself. 


osmetics, drugs, foods, drinks,— 
‘erything from automobiles to 
thers are purchased at the rate 
seven billion dollars a year by 
is very active home market. It’s 
isy to overlook because we're all 
close to it. But it’s easy to reach, 
0. You reach the big American 
gro market through the race 
ipers to which the Negro looks 
r guidance. The good will, con- 
lence, and regular patronage of 
e Negro can be won and held by 
lvertising in the Negro papers. 
You owe it to your business to 
t the facts about the success 
ories built upon reaching this 
eat and growing market through 
ivertising. Write to Interstate 
nited Newspapers, Inc., 545 Fifth 
venue, New York. Get the facts. 


have been taught they are en- 
titled to.”” The company’s findings 
in the field of credit have worried 
it considerably, he said, citing 
the number of families in low in- 
come brackets making payments 
on new cars. 

Mr. Coutant also added that 
the “opinion-forming abilities” of 
advertisers and agencies 
perhaps been oversold, and that 
many an advertiser would be bet- 
ter advised to discover what is in 
the public mind rather than try 
to implant a desire or idea. 


Sees Vacuum Cleaner 
Sales Above 4,000,000 


More than 4,000,000 vacuum 
cleaners are expected to be sold 
this year, compared with sales 
of about 2,290,000 in 1946 and 
H. W. Hoover, 
president of the Hoover Com- 
pany, North Canton, O., told the 
stockholders’ annual meeting at 
plant. The Hoover 
company expects at least to 
double output, contrasted with 
the year 1941, he said, by work- 
| ing some departments three eight- 


have | 


hour shifts daily. 
Mr. Hoover added that, despite 


adversities, the British subsidiary, | 


Hoover Ltd., “is anticipating sat- 
isfactory results for the year, and 
expansion programs are being de- 
veloped to cover Continental sub- 
sidiaries, under the management 
of Hoover Ltd.” 


AMA Appoints New 


Activities Panel 

The American Marketing Asso- 
ciation has named a new chapter 
activities committee, headed by 
Robert F. Elrick, manager of mar- 


ket research and product testing, | 


Pepsodent division, Lever Bros. 


Company, Chicago. 


Committee members are Rene) 


Pepin, vice-president and direc- 
tor of research, Stockton, West, 
Burkhart, Cincinnati; 
Story, Seattle Chamber of Com- 
merce; Casilda Atkinson, Farm 
Journal, Philadelphia; William 
Applebaum, Stop and Shop, Bos- 
ton; Stahrl W. Edmunds, North- 


western National Life Insurance, | 


Minneapolis; Katherine Grimm, 
Edward G. Doody Company, St. 
Louis; Harry Gould, This Week 
Magazine, and Nancy Bruner, 


Robert C. | 


Western Auto 


City, Mo. 


Supply, Kansas 


| 


Ziv to Sponsor Coleman 


Transcription Series 
Frederic W. Ziv Company, Cin- 
cinnati, has completed arrange- 
ments to produce a new series of 
transcriptions on “Favorite Story,” 
starring Ronald Coleman. The 
' deal, which is based on a $500,000 
| budget for 52 half-hour programs, 
will pay the star $150,000 includ- 


41 


ing a percentage of the sales. 

John L. Sinn, partner in the 
company and producer of the 
show, said the show is geared for 
a three-year minimum, with op- 
tion for two years more. 


Gets Fur Stores Account 


Canadian Fur Stores, Provi- 
dence, has named Ben Kaplan, 
Providence agency, to handle its 
advertising. Newspapers and radio 
will be used. 


| 


540 N. MICHIGAN we. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E, DELAWARE ST. 


MEN WHO KNOW SELLING... KNOW NATIONAL 


...YET A SNAP OF THE 
) . THUMB INSTANTLY RELEASES 
N A THE LOCK BOOSTER=> 


Here is a loose leaf cover designed especially 
for product catalogs, portfolios, manuals and 
price lists that get rough and tough handling. 
You can drop ‘em or even throw ‘em, and the 
pages won't fall out, because National's Lock 
Booster mechanism literally locks the rings to- 
gether—yet releases them at thumb pressure 
for instant sheet change. 


Engineered exclusively by National, 


the 


Lock Booster is another example of National 
leadership in designing loose leaf equipment. 


If you have a " 


cover problem” and will give 


us a description of your particular require- 
ments our engineers and designers will make 
suggestions and recommendations without ob- 


ligation. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


NEW YORK—100 Ave. of the americas 
CHICAGO—7209 5S. Jefferson Street 


BOSTON—45 Franklin Street 


SAN FRANCISCO—747 Rialto Bldg, 


CKED 


FREE this new illustrated catalog tells the 
whole National Catalog Cover story ... ex- 
plains many types of loose leaf mechanisms 
and shows a wide range-of designs and 


materials. 
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Malcolm-Howard Moves 


Malcolm - Howard Advertising 
Agency, Chicago, has moved its| 
offices to 203 N. Wabash Ave. 


PASADENA FAMILIES‘ 


SPEND 32% MORE 


“THAN THE AVERAGE 
CALIFORNIA FAMILY 


ror DRUGS 


*AND THEY READ - - .\ 


| 
| 


Farnsworth Wins 
Art Club Medal 
for Third Time 


NEw YorK—At a special lunch- 
eon Thursday, the Art Directors 
Club of New York presented its 


| highest honor, the medal award, 


to seven of the record 8,356 en- 
tries in the 26th Annual Exhibi- 


|tion of Advertising and Editorial 
| Art. 


For the third consecutive year, 


|a Farnsworth Television & Radio 


Corporation magazine advertise- 


|ment, this year photographed by 


|& Radio Corporation. 


eerie Poe 
RE ME tr 
ane 


Gjon Mili, under supervision of 
Walter Reinsel, art director of 
N. W. Ayer & Son, was among the 


| top group. 


The club also awarded 22 
awards of distinctive merit ‘to 
winners of minor classifications 
within the original medal group- 
ings. A total of 325 winners were 
selected, with prizes going to art 
directors, artists and _ photog- 
raphers. 


Traveling Show Planned 


The exhibit will be on view on 
the balcony of the Great Hall at 
the Metropolitan Museum of Art 
until June 1. All exhibits will be 
reproduced in the 26th annual 
“Art Directors Annual of Adver- 
tising and Editorial Art.” In ad- 
dition, approximately 50 exhibits 
chosen by the American Federa- 
tion of Arts will be formed into a 
traveling show to circulate 
throughout the country next fall. 
Both the annual and the traveling 
show have been yearly sequels, 
thesformer for 26, and the latter 
for seven years. 

This year’s medal awards are 


_as follows: 


To art director for magazine ad- 
vertisement design: Waltham 
Watch Company. N. W. Ayer & 
Son, agency. Milton Weiner, art 
director. 

To art director for editorial de- 
sign of house organ: West Vir-| 
ginia Pulp & Paper Company. 
Bradbury Thompson, art director. | 

To photographer for color pho- 


/tograph used in magazine adver- 


Farnsworth Television 
N. W. Ayer 
& Son, agency, Gjon Mili, photog- 
rapher. Walter Reinsel, art di- 


tising art: 


, rector. 


To artists for direct mail art: 
Saks Fifth Avenue. 
Szoeke and Juke Goodman, artists. 

To photographer for color pho- 
tograph used in magazine edi- 
torial art: Vogue. Cecil Beaton, 
photographer. Alexander Liber- 
man and Priscilla Peck, art direc- 
tors. 


Smith Wins Fulton Award 


The seventh medal, the Kerwin | 
H. Fulton Award, an annual spe- 


|cial prize for the most outstanding 


24-sheet poster, went to Paul 
Smith, art director of D’Arcy Ad- 
vertising Company, for a poster 
executed for Coca-Cola Company, 
which also recently won a gold 


/medal at the 15th national exhibi- 


tion of outdoor advertising art in 
Chicago. 


art directors for design of com- 
plete unit were: Newspaper ad- 
vertising: Ohrbach’s. Paul Rand, 
artist. Trade periodical adver- 
tising: The New York Times. 
George Krikorian. Promotion 
booklet: Columbia Broadcasting 
System. William Golden and Irv- 
ing Miller. Magazine editorial 
design: Seventeen. Ralph Daddio. 
Magazine cover editorial design: 
Fortune. Will Burtin (Time, Inc.). 
Display design: (1) (based on a 
Benton painting) Hiram Walker, 
Inc. Ketterlinus Lithographing 
Mfg. Company. Thomas J. Flan- 
agan. (2) (cover of a record al- 
bum) Columbia Recording Cor- 
poration. Alex Steinweiss. 


Other Artists Honored 


Awards of distinctive merit to 
artists for art were: 

Magazine advertising art: (1) 
Color painting. Farnsworth Tele- 
vision & Radio Corporation. N. W. 
Ayer & Son, agency. Bernard 
Lamotte, artist. Walter Reinsel, 
art director. (2) Black-and- 
white drawing. John Hancock 
Mutual Life Insurance Company. 
McCann-Erickson, agency. Ben 
Stahl, artist. Daniel Keefe, art 
director. (3) Black - and - white 
photograph. Cosmopolitan. Val- 
entino Sarra, photographer. 

Newspaper advertising 
Black-and-white drawing. 
ner’s. C. J. Herrick 


art: 
Kon- 


Associates 


*.Gaydos, artist. 


Andrew) 


Awards of distinctive merit to | 


NO HOLIDAY FOR HER—Grandma 
Moses of Eagle Bridge, N. Y., 86-year- 
old dean of American primitive paint- 
ers, is one of 22 certificate winners 
whose work, along with that of seven 
medalists, was judged outstanding 
among 8,356 entries in the 26th Annual 


National Exhibition of Advertising and | 


Editorial Art sponsored by the Art | 

Directors Club of New York. Grandma | 

Moses, who took up painting at 77, 

won a certificate award of distinctive 

' merit for her cover for the February 
issue of Holiday. 


Jan Balet, artist. 
rick, art director. 

Trade periodical advertising 
,art: (1) Color painting. West 
Virginia Pulp & Paper Company. 
Adolf Dehn, artist. C. P. Elston 
,and Ben Collins, art directors. (2) | 
| Black - and - white drawing. Bu- 
|reau of Advertising. Fred Chance, 
‘artist. George Krikorian, art di- 
rector. 

House organ: Color 
Abbott Laboratories. Doris Lee, 
artist. Bert Ray, art director. 

Direct mail: Color drawing. 
| Koppers Company. 
_MacLeod & Grove, agency. 


Clarence Her- 


painting. 


Ketchum,}! 
John | 
Tom Ross, art di-| 


Bs 
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tist. 
tor. 

24-Sheet poster: 
Company. D’Arcy Advertising 
Company, agency. Kenneth W. 
Thompson, artist. Paul Smith, art 
director. 

Cover poster and display art: 
Curtis Publishing Company for 
Holiday. Grandma Moses, artist. 
Susan Yates, art director. 

Magazine editorial art: (1) 
Color painting. McCall Corpora- 
tion for McCall’s. Ben Stahl, ar- 
| tist. John Peter, art director. (2) 
Black-and-white drawing. Hearst 
|Magazines for Cosmopolitan. 
David Stone Martin, artist. Ed- 
|mond Witalis, art director. (3) 
Black-and-white photograph. 


David Lockwood, art direc- 


Coca - Cola 


Hearst Magazines for Harper’s 
Bazaar. Toni Frissell, photog- 
| rapher. Alexey Brodovitch, art 
director. 


TRAILER TRAVEL MAGAZINE 


Blankets the Entire Industry 


Largest paid circulation to trailer- 
ites—the consumer—thru subscrip- 
_tions—newsstands—trailer parks, 
and dealers. 


Controlled copies each month to 
all trailer manufacturers—all sup- 
pliers — all dealers — all trailer 
| parks, 


beatin your clients’ product in 
the Oldest and Foremost Trailer 


 Publication— 
Trailer Travel 


rector. ° 
Display art: Hiram Walker, | 35 E. Wacker Drive 

Inc. Foote, Cone & Belding, Chicago |, Illinois 

| agency. Thomas Hart Benton, ar- | —— ame 

| NOW 


fur 


fforoings 
“Tagozine en 


Fist 


25¢ In Canada 


Gan 


His Wants Would Fill a Directory! 


Above is one of 100,000 


FUR-FISH-GAME readers whose 


needs read like a buyers’ guide directory. His particular interest 


may be fishing and camping. 


But he is also a buyer of trailers, 


camping equipment, air mattresses, camp stoves, tents, fishing 
tackle, fishing clothes, motors, boats, outdoor cabins, automo- 


biles, tobacco, pipes and a raft of other male needs. 


When you 


talk to him in FUR- FISH- GAME, he is in a happy, receptive 


frame of mind. That's why you will be pleased with the results 
from this popular outdoor magazine. 


The A. R. Harding Publishing Co. 175 E. Long St., Columbus 15,O 


Chicago 
Cole & Mason 


Pasadena ° 
Superior 6558 J. H. Conrow & Co. Walter C. Elly, Murray Hill 4-0626 
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Federal Reserve Figures on Department Store Sales = xj ,crex Uses Comic Ads 


Names Klingensmith 
Columbia-Westfalia Centrifuge 
Company, Canton, O., manufac- 
turer of separators and clarifiers 
for the dairy industry, has named 
the H. M. Klingensmith Com- 


43 


Reyburn Names Painter 


Murel E. Painter, formerly sales 
promotion manager of Butler 
Brothers in the Ben Franklin Dis- 
tributor Store division, has b@en 
appointed display promotions cqh- 


: » S ® « r © Iran ite y eo ~ « a ta 7 - : , 
WasHINGTON—The expected! _ Indianapolis " | ee ‘in $100,000 Campaign pany, Canton, to direct its adver- | sultant at Reyburn Mfg Company, 
ear-to-year decline in depart-| DOHPOTE oscurcc scat 14 39 ¢ : ‘ : ; tising. Present plans call for use| which has opened a_new factory 
yet: Hi cy ge rs i Milwaukee ..... 7 13 With color comic ads in about of business papers, direct mail| in Royersford, Pa. The company 
nent store Sales for the WECK 10l~ | ... Louis District.. 11 ris 30 key metropolitan areas, Kleer-| and special presentation material.' manufactures display materials. 
owing Easter turned out to be a Little Rock 6 14 2») | ex Company, St. Paul, is boosting 
i\% drop, Federal Reserve Board| Louisville 9 11 1 sales of its Kleerex, a medicated 
igures show. Se eee 12 17 — 3 | skin Liquid. Tr aGhitior tO te pe ee 
“Because Easter came two weeks| .. Memphis ....-- si. 18 7 comic ads, Kleerex is using 28- | 
F : Minneapolis Dist... 17 ’ . line copy in newspapers ofsmaller | 
pied igor py eid ae yy ad= | hag Aion 15 : * cities near the key areas. 
anced til April 19. This year,| SuisthSupericr, 120s Ss [ae 1047 campaign, through; | lh d each th 
ales advanced to Easter, to an in-| —_ ce Fis "| O'Neil, Larson & McMahon, Chi- e record eac mont 
lex of 317, based on 1935-39 un- | Kausas City Dist... 0 ris | °|¢ago, may run as high as $100,000, | 
adjusted averages. The reserve woe >... , i4 17 | although its full extent has not f th fj t f * 
oard’s report indicates a drop in| Kansas City - : 11 | yet been determined. It is the | Oo e tinest perrume . 
the post-Easter week to 265, 17| St. Joseph ....-.. { 25 s | largest campaign in the company’s’ | 4 
Oklahoma City... 5 4 s | 15-year history and is approxi- d F d us Ab 
ene cass 7 15 © | mately double that of 1946. and cosmetic advertising dl 
DEPARTMENT STORE Dallas District 1] r20 ee : 
: ; TRIM ke Saieew 7 11 y 
. Pas “or yor " So “ > ¥) 
- SALES INDEX A i atigg “ 4 1" Joins Gray & Rogers iH 
rf . ia et a “9 ? : George Sherwood, formerly in ‘ 
935-39 EQUALS 100 San Antonio 24 SI! ( 
Sin Wennelinie: Wie. 12 94 . the advertising production depart- : é 
Weak : Los Angeles Area 15 21 ‘ a. = "ak Ga oe ce : 
eek te Apr. 12, °47*..265 fF: | Oakland ........ 19 . . - d-, Mas jol e production x te 
Week to Apr. 5,°47*..317 | | San Francisco. 8 25 —6 | Staff of Gray & Rogers, New York Also publishers of DRUG AND COSMETIC INDUSTRY — 
Week to Apr. 13, 46*. ; 282 POTtiOee sas ctsnss 18 21 2 agency. - eat 
j Month of March, ’47*.p263 
“} Month of March, ’47.p274 
“*Not adjusted seasonally. : 
pPreliminary. 
3 male 
points under the index for the ‘ — 
corresponding week of 1946. ‘ en % 
° P : “4 . 
Since prices have advanced per- ; SS SSS S| 
€ oA ry ; ma “a, Sy 
haps 20% since a year ago, the : Mme Rik 
: . ae . = % ~P— v= 
dollar volume figures indicate that ms SS eS al oe 
unit volume for the week ending 3 ESS ~ Pee nee 
April 12 may actually have been ! any terns : ened 
25% under the same week a year . = — weet eA Noa we _shwrnttenn 
ago. Sales in the week ending = Se S| Sa BSS -@@ ess 
April 12 were one-sixth under i. oe SS a = a 
dollar volume of the previous a * SSS |S | ee, Ro 
week % = ae ™ ary yee - = ee ers... eat. a w iy AM 
a ee Oe rea — ici: 
Sales in the Dallas (11th) re- real gems | aroun 
serve district showed a 1% gain me Sa aaa 
over the corresponding 1946 week, a mint as ee 
because of a 35% increase in vol- War — coy it 
ume in San Antonio. All other mste " wu 
districts showed losses, ranging up ioe 
to a 17% decrease in the Rich- 
mond (fifth) district. Little Rock 
and Providence, with 20% sales 
declines, had the greatest losses settee 
among cities. 
Yr.-to-Yr. % Gains 
2-Mo. Wk. Wk. af 
Federal Reserve Jan. Apr. Apr. 
distriet and city Feb. By 12 
UNITED STATES . 12 i7 —6 
Boston District .. 12 19 - 9 ‘ 
New Haven ..... 10 29 -19 a 
a Ser ae 18 - 5 So 
Springfield .... 1 23 13 aoe 
Providence Mare 16 —-20 a. { 
New York District. 15 rs 5 
PROWEEE ANcsvavs 6 2 14 
Buffalo 7 20 s 
New York 14 r6 4 
tochester ...... 15 18 6 
Syracuse feocn we 33 2 
Philadelphia Dist... 14 11 - 7 i 
Philadelphia 14 9 8 
Cleveland District. 12 21 8 
REPO .eci esctes 7 47 8 
Cincinnati ...... 12 24 - 6 
CISVGINNG 26.--s E3 15 4 
Columbus ... cc ® 31 14 
‘i eee 12 12 5 Ours a ry | 
Pittsburgh ...... 16 16 12 eo @ 
Richmond District. 5 13 17 ad ad 
Washington . 0 11 15 
saltimore van 14 19 = 
\tlanta District 1. 6 ral 3 Every minute of the day, the ‘yellow pages’ are ready 
sirmingham 3 : o . : : . " 
aa so “Ss with buying information... for users of the more than j 
RESRUTE. cosas 3 18 14 ‘ “¢ e e ’ 
New Orleans 10 26 8 24,000,000 Classified Telephone Directories through- 
Nashville .. ca. 2 20 0 Nati P , . H 
ie. ale : out the Nation... among them shoppers who are seek- : 
CHAOS. Sotsesds 1] 16 7 


LOOK IT UP in 
he MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
° 


BUSINESS PUBLICATIONS EDITION 


ing your branded product. 


Trade Mark Service in the ‘yellow pages’ readily 


identifies your product with your dealers. ..tells shop- 
pers “where to}buy it” at the time they’re ready to 
buy. You can buy Trade Mark Service (displaying your 


trade-mark and brand name over your dealers’ listings) 


in one or all of the 1600 directories covering the 


country from coast to coast. 


It’s an effective way of bringing your dealers and 


your prospects together, 


For further information, call your local telephone business 
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TOTAL ADVERTISI NG Advertisers with Combined 1946 Expenditures of $1,000,000 or More in 
Magazines, Network Radio, National Farm 
MAGAZINE Setet Total 
1945 $ 308 976,636 Rank Advertiser Three Media Rank Advertiser Three Medi: 
. OE ee Ee) $22,456,427 eS is ao es elie ba can 1,843,20: 
1946 ELLA 320 DUNG, 85 05.904 6 WOMEN FIROR 11,606,604 57 International Harvester Co........ 1,833,14 Rank 
NETWORK RADIO Re SY a ee 10,933,037 So. Carnation Company ..5...<s cies 1,826,92 637 
a Lever Brothers Co......4.565.5.6608% 9,530,518 59 Gillette Safety Razor Co........... 1,786,71' 355 
4995 $/90747628 5 American Home Products.......... 8,582,714 60 International Cellucotton ......... 1,719,04: 467 
GS: RGR) FREE os cece ace cet ends 8,579,171 Gl. Demin, Be. Te, & BONS. 6. oc dk cisiecscs 1,689,51 
1946 $793,009, 599 7 General Motors .................. 8.176.766 62 Johnson, S. C., & Son............. 1,681.58 
8 Colgate-Palmolive-Peet ........... 7,824,710 GS Weeer COMMERY 6 ci. cs. ee scicaes 1,630,189 
NATIONAL FARM ee re 6,342,203 64 American Meat Institute.......... 1,614,755 195 
1995 TRS /8,.886,2/6 10 Miles Laboratories ................ 6,250,638 65 Westinghouse Electric Corp........ 1,613,964 
ms 11 General Electric Co................ 6,041,049 66 International Silver Co..........5. 1,603,628 
1946 $ 20,876,082 ' RB DORR BROWNE RoOiiiks cio cane eees 5,470,379 Re er 1,599,442 
Te SONG. Oe ls go 0G Sik edd Sho 6 wer sees 5,309,779 68 Union Carbide & Carbon.......... 1,527,830 5 
14 Reynolds, R. J., Tobacco Co........ 5,298,105 69 U.S. Army Recruiting Service..... 1,514,546 331 
15 Schenley Distillers ............ .. 4,952,310 70 Pennsylvania Railroad ........... 1,478,959 401 
16 Liggett & Myers........... .. 4,708,494 Tl DeMOnt,. Coriias @ Ges. 6 665058 58s 1,475,428 449 
17 Distillers Corp—Seagram ......... 4,367,150 72 Eastman Kodak Co............... 1,471,271 61 
18 Campbell Soup Company.......... 4,186,070 Te Werner: WM, Mi, & GO... 658 ives 1,438,414 
19 Stangara Brands ............ eae 000,011 TH Wit GRGMMCAL CO. kc ics Siac deena 1,424,154 
20 Borden Company ........... eee Gypoek2a2 75 Allis-Chalmers Mfg. Co........... 1,399,783 
Z1 National Dairy Products Corp...... 3,479,745 76 Corn Products Refining Co......... 1,372,770 
Be) DOES, I Oe CO bo iss asisiccenis ss 3,352,947 71 Paten, 2. Wi; COMBOS vio. is sees. 1,364,268 
oh yg tao Rae bo er 3,296,715 78 American Cyanamid & Chemical Co. 1,340,821 
24 Kellogg Company ................ 3,156,380 79 Serutan Company ...............: 1,313,018 576 
25 American Tobacco Co............. 3,141,064 60 National Biscuit Co.:...........5: 1,298,156 378 
26 Jergens, Andrew, Co............... 3,135,916 81 Seven-Up Company ............. 1,269,218 141 
yf fie Sos re . 3,095,340 82 Electric Auto-Lite Co............. 1,265,051 502 
a0 National Distillers .........25; .. 9,015,714 83 Loew’s, Inc —M-G-M ......... ... 1,230,328 97 
20 Gueker Oats Co........... Se eee 2,997,172 84 Stokely-Van Camp, Inc............ 1,228,528 450 
30 American Tel. & Tel.... ...... 2,874,138 85 Glenmore Distilleries ........... 1,222,702 608 
31 Texas Company ............ ...» 2,761,843 96 Bayuk Cigars ............... . 1,220,280 117 
oa RH. 2. ©. Radio Pictures............ 2,672,893 87 Zonite Products Corp.............. 1,208,596 20 
ae kaempert Co... osc cs cs Poe 12 «6008,00 8 UR oN ee ol gh 1,194,313 
No. OF COMPANIES SPENDING $100,000 0R 34 Socony-Vacuum Oil Co............ 2,490,673 89 United Artists ................... 1,171,115 
668 35 Walker, Hiram, Co................ 2,445,065 Oe en eid aes rate Sa 1,168,094 
MorRE in EACH MEDIUM 36 Philco Corporation ............. . 2,403,085 91 Sherwin-Williams Co. ............ 1,166,339 
532 37 Libby, McNeill & Libby........... 2,332,296 92 Wildroot Co. ................-..: 1,163,787 
38 Manhattan Soap Co............... 2,326,188 93 Florida Citrus Commission........ 1,160,757 
lh ee 2,320,859 94 Curtis Publishing Co.............. 1,159,813 
oe eg (Tg 2 Sa eT Pe 2,296,549 95 Sheaffer, W. A., Pen Co........... 1,139,543 
41 Goodyear Tire & Rubber Co....... 2,268,647 96 Lehn & Fink Products Corp........ 1,138,110 
42 U. S. Rubber Co.................. 2,268,198 97 Continental Distilling Corp........ 1,115,288 
180 /90 43 Carter Products Co............... 2,252,803 98 United-Rexall Drug Co........... 1,077,092 
44 Brown & Williamson Tobacco..... 2,241,648 99 Aluminum Co. of America........ 1,076,724 
45 Prudential Insurance Co........... 2,211,883 100 Sales Builders, Inc................ 1,066,256 
59 52 46 Du Pont, E. I., de Nemours & Co... 2,179,525 101 Studebaker Corp. .............--. 1/056.369 ois 
. - - . | erence | @ Semler, R. B., Inc.............-65:. 2,108,483 102 Champion Spark Plug............ 1,048,243 394 
‘46 45 46 45 46 9s 48 Firestone Tire & Rubber Co........ 2,080,562 103 Emerson Drug Co................. 1,046,522 83 
MAGAZINES RADIO FARM OP Tees, Fe, Gy. sicccacsscccass 2,074,983 104 Pabst Sales Co.................... 1,045,928 479 
RS a 2,037,136 105 Doubleday, Doran ..........6:... 1,043,043 203 
De. eee, Oy, ap, Ws Foes e ican cata 1,962,007 TO I I ich ao. wie. v vesiee sw 1,032,912 377 
Jo OF Ait ADVERTISING IN EACH MED/UM 52 Nash-Kelvinator Corp. ........... 1,952,223 107 Willys-Overland Motors ......... 1,025,746 by 
53 Radio Corp. of America........... 1,946,434 108 Paramount Pictures .............. 1,022,079 
AccounreD FoR By $100 O0OADVERTISERS Iw EACH 54 Parker Pen Co................... 1,894,246 109 Chesebrough Mfg. Co.............. 1,017,057 ux 
| RAD/O ee errr re err 1,891,996 110 Armstrong Cork Co............... 1,011,587 197 
1995 1|98.0 461 
22 
1946 ; 
1198.8 EXPENDITURES @F $100,000 ADVERTISERS — 1945 AND 1946 55 
MAGAZ/NE ——___ : ee 390 
76. 297 
1945 | J] 76.4 MAGAZINES NETWORK RADIO NATIONAL FARM = 
/946 74.9 " . . 
nol 668 advertisers 180 advertisers _ 59 advertisers a: 
FARM laa spent $288,999,688 | spent $191,626,455 spent $12,986,880 
1945 6. ‘ p | ‘ 
t ad in 1946 | in 1946 | in 1946 122 
1946 _] 62.2 | | 40 
The same advertisers The same advertisers | The same advertisers = 
TREND OF TOTAL ADVERTISING | spent $241 882,181 spent $178,723,665 | spent $12,444,021 482 
s a ‘ . . . 24 
> ae ERR ge ene in 1945 in 1945 | in 1945 Pr 
ap ot, ee oo oe, a 668 
400 
— 199 
a 133 
312 
MEDIA CHOICE OF ADVERTISERS BY SIZE OF EXPENDITURE 024 


Total Expenditure in al/ three Media for 1946 of: _ 
MORE THAN $1,000,000 MORE THAN #/00,000 LESS THAN $/00,000 


MAGAZINES ~ 


DOLLARS — 


MAGAZINE 
$8.5T%o 


S 2 
“ 
N 
~ 
~~ 
: 


MAGAZINE 
95.6% 


MAGAZINE 
9/.3 To 


42 
| ' 3 cc 
“ “~8 | Ry 

:  ravio| a 
mt he : 
. Alan 7. : 
~_— “7 j 305 
| | | 4. at le RAD/O | #299 
| eae eT | GY 98.8% «0 
a IE 
: _ FARM FARM i] 
TI = FARM 
' eee ee ee 
ae 
i) 


1947 


tal 
Medi. 
43,20: 
33,14 
26,92 
B6,71' 
19,04: 
B9,51 
81,58 
30,189 
14,755 
13,964 
03,628 
99,442 
27,830 
14,546 
78,959 
75,428 
71,271 
38,414 
24,154 
99,783 
72,770 
64,268 
40,821 
13,018 
98,156 
69,218 
65,051 
30,328 
28,528 
22,702 
20,280 
08,596 
94,313 
44,115 
68,094 
66,339 
63,787 
60,757 
59,813 
39,543 
38,110 
15,288 
77,092 
76,724 
166,256 
56,369 
48,243 
46,522 
45,928 
143,043 
32,912 
125,746 
122,079 
117,057 
111,587 
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Advertising Age, April 28, 1947 


Leading 


agazine 


Advertisers in 1946 


Companies Spending More Than $100,000 with Comparisons for 1945, 1944, 1943 


An Exclusive Advertising Age Compilation Based on Records of Publishers’ Information Bureau, Inc. 


1946 
Addressograph-Multigraph Corp. .. 106,335 
I Lowden dined osobeees ia 208,852 
Aeronca Aircraft Corp. ........... 158,625 
Be TOUMINOES BOOR, 6 ccccccccccs 477,630 
CIE, cha 6 os 00450000008 138,150 
Allied Products, Inc. .......00000. 392,773 
Pe 366,221 
Hinze Ambrosia, Inc. .......... 26,552 
Allied Stores Purch. Corp. ........ 103,805 
PA Se BD bo 6h 6 cseeccccccs 137,217 
Allis Chalmers Mfg. Co. .......... 229,338 
All-Year Club of S. California ..... 185,706 
SAU, ee. OO ODS hk 5548 ctice'c vices 164,550 
Aluminum Co. of America ........ 957,596 
Aluminum Co. of America ..... 464,385 
Aluminum Cooking Utensil Co... 434,281 
Aluminum Ore Co. ............ 10,895 
BPE EIE Ncicsicrcces §  “seeeeds 
American Magnesium Corp. .... 9,895 
OEE EI, Sic ccccecscce 88,140 
Aluminum Goods Mfg. Co. ........ 119,013 
America Fore Ins. & Indemnity.... 197,490 
American Airlines, Inc. ........... 511,304 
American Car & Foundry Co. ..... 141,233 
American Cyanamid Co. .......... 729,203 
American Dairy Association ....... 163,575 
American Enka Corp. ............ 113,675 
American Gas Association ........ 594,030 
American Home Products Corp..... 1,894,864 
Affiliated Products, Inc. ..... gee 514,725 
American Home Products Corp. _............ 
pe er rere ee, ee ee 
ee ee errr rer rere 121,264 
Chef Boy-Ar-Dee Quality Foods, 
Inc. (Separate before 1946).. 165,940 
Gs GEE Be cco sic eecicccee 543,855 
Duff, P. & Sons, Inc. .......... 115,721 
DE ES. 6 XGcbkwdnrecdcesee  <keeer 
Three-in-One Oil Co. .......... 60,551 
Washington, G., Coffee ........ 303,144 
Whitehall Pharmacal Co. ...... . 1,604 
Wyeth, John & Bro. ........... 68,060 
American Lead Pencil Co. ........ 203,165 
American Locomotive Co. ........ 233,840 
American Meat Institute ......... 806,915 
American Mutual Liability Ins. Co. 151,900 
American Optical Co. ............ 380,206 
American President Lines ........ 197,698 
Amer. Radiator & Standard Sanitary 

SE cSuccteeedeehsesecewd ces 408,480 
American Rolling Mill Co. ........ 147,903 
American Safety Razor Corp. .... 388,426 
Amerionm Bteve Co. 2... cccccece. 160,205 
American Telephone & Teleg. Co... 1,861,807 
American Tobacco Co. ........... 1,050,170 
American Viscose Corp. .......... 226,855 
Amity Leather Products Co. ...... 192,530 
Anheuser-Busch, Inc. ........«..... 258,788 
Apex Electrical Mfg. Co. .......... 109,425 
pT PO eee eee re 133,623 
pS Pe er eee ere 114,652 
PE MOE. Scivdccvscccessoces 105,321 
pe TTT eee 504,927 
PE I Nd ida.cewetixWicosveese 173,284 
PE OS obs adannscdaveesens 1,332,456 
Armstrong Cork Co. ............. 564,965 
Armstrong Rubber Co. ............ 146,885 
RRGUTRES Bees BOR cc cc ccccccceess 150,258 
Artistic Foundations, Inc. ........ 329,448 
Artra Cosmetics, Inc. ............ 136,910 
Associated Bulb Growers of Holland 101,910 
Associated Products, Inc. .......... 384,555 
Association of American Railroads 541,554 
Atchison, Topeka & Santa Fe Rail- 

WO TI. 05 coc ccdccccaces 247,811 
Atlantic Products Corp. .......... 109,344 
BMRGGEE GOs 640 cicssttecesacceces 129,260 
RI GE. cc cesaseseweduass. 398,940 

pe ee TPC TEE RET T LET? ee 
American Central Mfg. Corp. .. 60,860 
Consolidated-Vultee Aircraft ... 49,000 
COREE GERM, ccc cctevccascces 167,350 
PO Bets GIRS 20s ccccacsicss 21,650 
OR” ee ee er ee 100,080 
Ty Gs BREE GID. cose ce cescesecs 109,158 
Dea Ms BO ccecteccceseices 105,405 
Bacardi Imports, Inc. ............ 130,670 
Ser eee 119,513 
Barclay, Jas. & Co., Ltd. .......... 415,782 
EK cc iwe knee eee died ai6< 06 145,760 
Bates Panties, Ie. 2... cccccsccces 253,885 
Beech-Nut Packing Co. ........... 192,110 
EE Ge PEE ES staid a ebevcesess 167,420 
SE OM, dwicnt soe a0 4s 0s teen 103,821 
Beltone Hearing Aid Co. .......... 171,047 
ES scp aiw that 0 4 oc hacawne ae 129,792 
Bendix Aviation Corp. ............ 461,820 


1945 
159,795 
201,885 

26,665 
424,841 
351,462 
346,608 

4,854 

69,895 

98,713 
169,360 

93,625 
148,530 
653,849 
260,454 
321,950 

9,660 

20,200 

36,685 

49,000 
107,340 

63,425 
313,095 

1,725 

206,485 

39,250 
111,150 
494,090 
1,261,779 
439,163 
750 

400 
66,982 


404,560 
115,086 


1,586,010 
981,503 
252,120 
114,570 
384,385 


607,945 


829,330 
535,654 


129,624 
16,055 
201,368 
659,083 
85,220 
86,763 
487,100 


1944 
136,470 
148,155 

38,440 
439,410 
326,252 
320,930 

5,322 

49,390 
122,133 
173,816 
114,825 


eeeeee 


334,265 
2,315 
184,169 
12,000 
109,481 
369,315 
1,632,826 


1,767,987 
1,572,601 
138,570 
102,610 
434,710 


eeenee 


594,249 
566,529 


129,207 
180,408 
724,245 
147,785 

89,370 
487,090 


1943 
78,280 
46,500 
58,129 

550,743 
270,487 
266,305 

4,182 

16,300 
113,224 
267,493 


268,787 
1,732 
91,985 
8,800 
100,129 
174,460 
1,117,206 


eeeeee 


eeneee 


11,750 
124,298 


1,305,609 
1,446,431 
111,460 
43,765 
373,785 


414,031 
542,166 


146,380 
13,700 
129,986 


(Separate before 1946) 


82,588 
77,163 
73,075 
94,995 
207,740 
143,040 
188,476 
171,793 
197,080 
41,546 
43,574 
100,778 
751,310 


79,976 
523,225 


ee eee 


*eeeee 


77,997 
540,647 


Rank 


111 


Bendix Aviation Corp. ........ 
Bendix Radio Division ......., 
Eclipse Machine Co. ........... 
Friez Instrument ............. 
Hydraulic Brake Co. ........... 
Bendix Home Appliances, Inc. .... 
Bergdorf-Goodman .............. 
Berke Bros. Distilleries 
Berkshire Knitting Mills ......... 
i i ME eee ce ese eeeete 
Bestform Foundations, Inc. ...... 
Better Vision Institute ........... 
Bigelow-Sanford Carpet Co., Inc.. 
Bituminous Coal Institute ........ 
Black, Walter J., Inc. ...........- 
MES Fidesedcadeesses 
Detective Book Club .......... 
Blats Brewing Co. 2... .ccccccccecs 
BE EE FID oink Scicsccccdeccccs 
Block Drug Co., Inc. .......... 
PEI, obo cccceevesctos 
Blue Swank BS, TNC. ..ccccccccce 
Boeing Aircraft Co. .............. 
Bohn Aluminum & Brass Corp. .... 
Aluminum Refiners 
Bete AWMUMUM 26 cccccccvess 
Michigan Smelting & Refining 
Reni. -Sbeed Hnneea deewen teow s< 

BN MA Sly ned 6466s cdneesoase 
Book of the Month Club, Inc ...... 
PE, 4.6 c bbe se ksndscecsacars 
Armstrong Food Co. .......... 
PED, bab cedeneaeaechanss 
Caseine Co. of America ........ 
Walker Gordon Lab. .......... 
Borg-Warner Corp. ............+- 
Borg-Warner Corp. ........... 
Detroit Vapor Stove Div. ...... 
Morse Chain Co. 
Norge Division ............... 
Pesco Products Co. ............ 
Supercharges, Inc. ............ 
PO Ss Bs hen eGhsevcoecucaess 
Botany Worsted Mills ............ 
ES BUR, bs. 6b cr awipcecceee snes 
Barbara Gould 
ee eS ee 
SE ee ee 
Evening of Paris ............. 
BOGE, SOR Thy INC. 660 sic ccccweses 
Brewing Corp. of America....... 
Bright Star Battery Co. .......... 
Bristol-Myers Company .......... 
Browne Vintners Co., Inc. ........ 
Brown-Forman Distillers Corp. .... 
pe a eee 
Brown & Williamson Tobacco Corp. 
PVGMGT<MGeOT, FRG, ois ccc ccccccess 
ES MR Scans eniernsebenncee es 
Pre Pere Terrer ec 
Bulova Watch Company .......... 
a 8 errr 
Burnham & Morrill Co........... 
Bee, Wes BOO CO). csciccevseses 
ere ee ere eT re ee te 
California Fruit Growers Exchange 
California Packing Corp. .......... 
California Walnut Growers Assn... 
Caloric Gas Stove Works .......... 
Campana Sales Co. .............:. 
Campbell Soup Co. .............. 
Canada Dry Ginger Ale, Inc. ...... 
Canadian National Railways ...... 
Canadian Pacific Railway Co. ..... 
Can Mfrs. Institute, Inc. .......... 
Comes Tees BGs. occ cacciveic 
Capital Records, Inc. ............. 
Carnation Company .............- 
Albers Bros. Milling Co. ....... 
Carnation Company ........... 
CI AOS. Si cadaedesdasscvanes 
Carson Pirie Scott & Co.......... 
Carter Products, Ime. .....c.cceees 
Carter, William Co., The .......... 
Casco Products Corp. ............ 
Caterpillar Tractor Co. ........... 
Celanese Corp. of America ........ 
Champion Spark Plug Co. ........ 
Chap Stick Co. .....cccccccccecee: 
Charles of the Ritz .............. 
CPIIAIAOEE Gs Sceccevecccesecens 
Chase National Bank ............ 
CREE: Be, GBs. cccccccsscsess 
Chef-Boy-Ar-Dee Quality Foods, Inc. 
(Now part of American Home 
Products) 


eee reese eer eeee 


er 


1946 
205,880 


249,455 
5,850 
635 
132,435 
107,474 
244,913 
135,020 
841,807 
120,540 
158,800 
425,105 
168,810 
586,234 
311,901 
274,333 
202,259 
425,109 


728,332 


13,890 


105,325 
322,496 
109,934 
3,479,087 
136,865 
719,687 
396,626 
112,995 
256,131 
108,083 
165,930 
306,122 
103,470 
173,138 
103,922 
172,917 
871,248 
875,980 
104,595 
107,381 
540,995 
1,695,040 
771,132 
143,470 
380,494 
901,075 
885,464 
163,550 
373,670 
75,705 
297,965 
115,129 
124,410 
621,977 
159,580 
104,666 
408,393 
380,510 
765,087 
111,043 
149,520 
270,265 
130,679 
199,575 


1945 
323,020 


149,650 
77,755 
20,330 
75,816 

775,799 

113,940 

164,500 

149,550 

357,740 

253,588 
83,355 

170,233 

243,061 

472,365 

469,375 

2,990 
16,535 

593,201 

185,091 
39,800 

120,946 


60,650 


77,873 


556,094 
1,662,166 
959,048 
14,219 
1,072,526 
753,315 
128,737 
233,357 
31,225 
202,132 
166,435 
59,620 
540,436 
144,960 
28,810 
344,760 
404,554 
534,598 
116,579 
138,655 
115,729 
90,297 
83,330 


110,190 


(Continued on Next Page) 


1944 
517,585 


182,329 
40,183 
124,166 


17,980 
421,704 
285,480 
1,472,110 
1,450,530 
16,960 
4,620 
468,815 

73,075 


49,700 


27,162 


261,179 
1,389,780 
1,035,531 


760,159 


216,220 
22,610 
193,610 


288,245 
250,545 
413,244 
101,639 
170,640 
160,077 

72,586 

80,095 


92,075 


609,299 
170,449 

11,774 
129,115 


29,560 
413,893 
278,234 

1,038,040 


1,271,215 


273,590 
210,246 
415,315 
64,323 
101,141 
98,893 
55,360 
81,275 


105,290 


& bee Sh Ma pe hd me . ‘ ; ) se . pi Yop sare Tid: Nips ta. oA Re 
og ea Veg Road i a ‘f ‘es + Sea ee Sage a my . as es gee ene Me i ; EES “ | a : 
wa i 
ee . 
Sie ea 
Rank a 1943 Pree 
637 a || pe 534,569 a 
355 GE «ne san an 
467 2,085 2,085 1,668 . 
151 reed jews (ens | 
510 Pa 3,555 4,410 
195 529 95,740 64,390 
632 67,700 59,168 
315 ace cancels By 
655 523 55,469 39,669 fa 
pe 79 630,749 566,964 = 
331 570 93,312 66,687 2 
401 129,390 465 176,500 230,615 : 
449 100,690 93,845 173 137,800 137,800 : 
61 421,975 550,850 436 339,925 70,100 i 
265,570 453,085 120 240,009 156,808 = 
128,535 80,915 74,370 59,580 - 
9,360 cma 165,639 97,228 
+ iethine Pree? 364 188,350 119,274 
15,210 15,250 172 883,276 321,976 
3,300 1,600 422,399 876,001 317,665 
576 101,460 22,340 2,710 7,275 4,311 
378 ate at yee 601 114,096 17,862 wanes 
141 256 811,800 647,899 
502 580 118,308 
os oe 8 
450 118,308 
608 
117 sone 24,345 a 
20 163 442,765 430,311 ie 
476,624 286,517 98 | 370,647 
750 750 16 2,375,085 1,847,888 
42,990 58,104 14,550 state PR AE: 
63,971 47,379 2,330,566 1,831,269, 1,029,290 : 
25,349 11,999 8,750 Ba. 
4,620 4,620 wkpanibe nae 
478,753 371,290 _ 633,633 614,400 280,408 a 
| 99,724 74,314 314,248 220,060 $2,550 
ees 55,005 121,860 dake 20,600 20,500 pee 
14,811 13,854 14,327 | 8,800 8,450 7,168 
90,665 33,100 16,500 805,495 352,850 345,220 240,695 
392 =e eit ttind oneas 9,210 17,640 ooseet a 
128,970 368,055 126,165 cade 2,880 3,930 intuet or 
362 114,100 Sea tes 359 206,460 215,920 176,240 114,196 Rs 
324 199,995 180,254 157,905 148 484,310 400,860 355,871 225,573 a 
83 868,741 631,996 444,310 124 571,315 499,077 440,185 474,068 
479 130,350 122,690 114,730 152,855 97,375 67,185 64,690 | 
203 315,791 307,897 214,344 101,405 123,105 101,595 113,783 
377 Speers Sate ee 90,400 | | 45,510 ve 
187 226,655 $217,947 221,705 250,085 a 
78,360 10,200 640 set ot ee. watone e 
487 120,837 144,136 | 246 71,615 16,165 sieke 
197 415,068 389,918 393,373 619 60,019 | 20,115 
a, 461 149,140 80,550 aeawes 7 2,529,145 2,593,281 2,204,119 
22 515 14,330 2,650 saan : 
55 101 706,321 684,905 628,075 y 
334 192 451,110 442,176 396,695 es 
adel 390 605 611,187 566,685 387,128 . 
297 300 89,172 Be ee . 
622 ekuxe Tones. sCouas 631 72,460 63,851 59,977 
526 44,145 pi a ae 444 243,090 170,025 52,505 
596 126,369 43,176 26,970 259 114,360 1,800 350 
) 641 47,934 43,976 20,173 657 93,470 91,975 68,740 
142 875,902 285,420 288,215 424 137,335 119,612 77,402 
422 109,035 182,373 88,199 653 | 56,024 57,013 
40 582,616 1,703,899 1,450,734 425 144,850 129,443 125,405 ae 
$ 125 ma 622,765 545,695 75 921,939 916,974 615,957 4 
492 54,990 i aaa meg 74 911,006 808,511 795,021 Se 
| 482 hs ee 649 31,800 104,840 39,700 = 
240 119,666 16,952 63,760 633 Be ea BA Ati Ae oe 
514 cry 47,566 1,895 134 158,376 
6638 ee sees Spe 26 Pe os 
199 90 878,418 } 
138 | ff hm tite ra, a 
312 202 10,080 5,202 i 
69 | 14,330 1 
E 624 71 623,650 596,955 oe" 
542 452 adunee saeiee met 
190 934,042 209 235,429 
2 48,970 189,830 * 
617,262 594 157,700 153,700 
pe 557 38,020 24,986 . 
a Tigcne heaeee ere 112 425,103 298,609 
bh iis Gs 463 115,963 85,112 
627 79,188 83,303 648 ieee asemae ‘say 
639 68,247 53,410 188 
535 158,425 aaa 201 
571 82,290 74,205 | 92 
181 153,326 90,614 613 
: 493 142,290 111,600 485 
' 305 132,777 87,694 285 
392 161,263 198,687 534 
| 440 179,225 142,340 372 , 
654 35,999 32,803 
429 erate eer es 
ee 540 P| P| oeeeee m7 | eee 
155 ee 


a 


46 


Rank 
220 


644 


513 
24 


585 
56 


156 
103 
131 
435 

46 


Chesebrough Mfg. Co. ............ 
Chicago, Milwaukee, St. Paul & 
ers er ee Tee 
Chicopee Mfg. Corp. .............. 
CE I inches cccccsscwewss 
Chrysler Corp. 
CE eee eee eee 
De Soto Division 
eee ar 
Marine Engine Div............ 
Plymouth Motor Corp. ........ 
Church & Dwight Co., Inc. ........ 
Clark Bros. Chewing Gum Co. .... 
Es Peer rPe Terre 
Clorox Chemical Co. .............. 
Club Aluminum Products Co. ..... 
Cluett, Peabody & Co., Inc. ....... 
ROMS S 6 c.0xe0 040 9-9 a0 wEey 
Cohen Goldman & Co. ............ 
Cotn-Fali-Mare Co. occ sc cassie. 
Colgate-Palmolive-Peet Co. ....... 
Columbia Broadcasting System.... 
Columbia Broadcasting System. . 


Columbia Recording Corp. ...... 


Columbia Pictures Corp. ......... 


, Commercial Solvents Corp. ....... 


Commonwealth Edison Co. ....... 
Container Corp. of America....... 
Continental Can Co. ............. 
Continental Distilling Corp. ...... 
ee 
PP Mr si aghbs vaca cacy sites 
Corning Glass Works ............ 
Corn Products Refining Co. ....... 
PS re eee 
Cory Glass Coffee Brewer Co. .... 
NE kid an Caled RE AMSA HWS 0 
Council on Candy of the Nat’l 
Confectioners Ass’n ......... 
CN Bo irre's space hwes sada was 
IE Ry. So Shs dee +40 Ss oaks KS 
Cream of Wheat Corp. ........... 
Crosley Corp. (See Aviation Corp.) 
Cudahy Packing Co. ............. 
Curtis Publishing Co. ............ 
Cutler-Hammer, Inc. ............. 
Dana Perfumes, Inc. ............. 
DE ME b3G dey o Sacer escwases 
Davis, R. B. Sales Co. (See Scott 
0 Rr or 
De Beers Consolidated Mines Ltd. 
& Assoc. Companies ...... 
Decca Records, Inc. ......2.0e00%. 
BE ME GS o 46 vs b'o o 2 6645s 0X08 
Denney & Denney ................ 
pS A See eee 
i Mie MEE Ml 6 560s 6kstnet ese 
BUND SIGE ccc cccccedsccess 
Distillers Corp.-Seagrams, Ltd. .... 
Brown Vintners Corp. ......... 
Calvert Distillers Corp., Incl. 
SEE. ncecasetesdesesc 
Frankfort Distillers, Inc. ..... 
Kessler Distilling Co., Inc. ..... 
Pharma-Craft Corp. .......... 
Seagrams, Joseph E. & Sons.... 
DOD GP GIR vic ceccevensaescies 
Doubleday, Doran & Co., Inc. ..... 
Book League of America...... 
Doubleday, Doran & Co. ...... 
Garden City Publishing Co. .... 
Doubleday, Doran & Co., Inc., 
Literary Guild of America. . 
Douglas Aircraft Co., Inc......... 
De SAMAR BIR. 60 se cc awat ies 
Drackett Products Co. ............ 
Dai y-Miewe Ces, BG. so cccwasiaces 
Du Pont de Nemours, E. I. & Co... 
Du Pont d= Nemours, E. I. & Co. 
Du Pont Semesan Co., Inc. .... 
Kinetic Chemicals, Inc. ........ 
Peters COPIERS ...ccccccessss 
Remington Arms Co., Inc. .... 
Eagle-Picher Lead Co. ........... 
Eastman Kodak Co. ............. 
Eastman Kodak Co. .......... 
Recordak Corp. Div. .......... 
Tennessee Eastman Corp. ..... 
Easy Washing Machine Corp...... 
Es he See eee eee 
Electric Auto-Lite Co., The ....... 
Electric Household Utilities Corp.. 
Electric Service Industries ....... 
Electric Storage Battery Co. ...... 
Elgin National Watch Co. ........ 
2 fee 
Employer’s Group, The 


Employers Mutual Liability Ins. Co. 


errr ere 
Enameled Utensil Mfrs. .......... 
DN HG, BMG oc iis bab tities 
Erie Railroad System 
NS ee Sere ee 
Eureka-Williams Corp. ........ 
Eureka Vacuum Cleaner Co. ... 
Oil-O-Matic Heating Corp. .... 
SI. BEDS nn ecbsbdsassicress 
Ex-Lax, Inc. 
Faber, Eberhard, Pencil Co. ...... 


1946 
348,113 


104,975 
137,079 
1,718,990 
829,732 
159,230 
99,854 
370,195 
13,850 
246,129 
163,505 
201,730 
186,290 
304,974 
340,884 
848,165 
1,083,935 
109,365 
133,165 
3,247,727 
554,562 
34,317 
520,245 
417,232 
130,616 
107,180 
135,215 
149,998 


135,055 
461,885 
1,271,583 
114,173 
184,480 
594,657 


260,375 
123,514 
336,390 


383,520 
187,930 
217,585 
427,089 
118,098 


573,693 
346,745 
126,281 
165,885 
109,982 
122,695 
133,870 
4,367,150 


s*ereee 


1,062,086 
1,411,321 
18,052 
551,855 
1,323,836 
117,040 
1,043,043 
192,200 
277,156 
442 


573,245 
461,741 
707,170 
549,185 
169,495 
1,190,810 


192,550 


“ee eee 


180,290 
367,520 
348,474 
289,155 
410,675 
219,689 
409,968 
243,366 
130,160 


115,552 
139,465 
154,984 
131,305 
139,420 
199,755 
161,860 
37,895 
1,441,943 
229,377 
252,100 


1945 
240,874 


148,204 
71,920 
2,860,475 
1,384,864 
130,400 
303,030 
447,095 
595,086 
107,664 
98,496 
135,925 
237,774 
59,117 
773,125 
1,029,280 
60,360 
106,174 
2,602,631 
286,620 
56,600 
230,020 
468,703 
92,470 
19,500 
101,400 
256,767 
645,382 
126,350 
121,180 
380,973 
1,422,474 
175,230 
331,170 


251,990 

50,561 
327,285 
368,510 
505,568 
351,510 
104,110 
204,368 


eeeeee 


112,811 


503,471 
72,060 
153,580 
119,530 
88,519 
123,110 
112,784 
3,615,008 
14,330 


850,021 
1,343,835 
25,676 
280,868 
1,087,258 
110,900 
785,825 
124,873 
142,002 
1,695 


517,235 
177,720 
542,064 
429,555 

69,760 
840,926 
423,951 

2,482 

14,010 

27,352 

64,591 
111,960 

1,520,003 

1,520,003 


see eee 


382,137 


121,360 


5,690 
71,835 
116,440 
153,225 
60,555 


342,996 
202,787 
19,340 


(Continued from Preceding Page) 


1944 
233,596 


144,540 
49,062 
2,685,446 
1,209,616 
153,215 
315,200 
399,575 


81,550 


1,003,665 
89,725 
121,606 
3,056,334 
334,206 
81,120 
253,086 
198,061 
79,445 


eee eee 


524,038 
122,900 
115,995 
357,965 
1,253,192 
39,974 
307,924 


96,835 
9,004 
300,555 
351,770 
281,870 
388,560 
70,530 
200,594 


186,762 


250,490 
9,200 
150,217 
90,610 
55,517 
139,860 
109,635 
3,549,891 


758,850 
1,386,596 
33,785 
265,522 
1,092,808 
110,320 
685,600 
142,983 
143,558 


14,010 
37,130 
173,932 
112,630 
1,411,684 
1,411,684 
65,610 
184,275 
44,565 
386,488 
94,910 
310,800 
201,050 
81,633 


18.949 


1943 
196,084 


146,145 
38,922 


80,721 


750,860 
1,009,132 
29,100 
81,385 
2,805,096 
265,908 
18,766 
247,142 
157,678 
79,730 


444,020 
126,575 
114,335 
372,149 
1,037,506 


oeeeee 


24,634 


386,725 
175,240 
256,425 

51,560 
193,271 


113,397 
71,924 
29,664 

133,720 
89,677 

3,462,040 


ee eee 


521,906 
1,639,444 
26,380 
304,150 
957,245 
100,870 
579,362 
152,240 
233,902 


eeeeee 


193,220 
151,227 
365,242 
394,592 


seeeee 


10,375 


eee wee 


367,020 
165,345 
29,252 
11,264 
80,160 


79,766 
136,250 
40,560 


196,359 
205,635 
21,500 


12 


31 


1 


301 


Farnsworth Television & Radio Corp. 
Fashion Frocks, Inc. ............ 
i, ff ao PPT Pre ee eer errr ee 
Felt & Tarrant Mfg. Co. ......... 
Fiction Book Club ............... 
Field, Marshall, & Co. ............ 
Firestone Tire & Rubber Co....... 
ee a is a as as Saks ces ed 
Flashlight Co. of America........ 
Fleer, Frank H., Corp. ........... 
Florida Citrus Commission 
ene, PI. acaceascscuseccs 
Florist’s Telegraph Delivery Ass’n. 
Florsheim Shoe Co. .............- 
i  occic exes ntteaa¥es 
Forest City Mfg. Co. ............ 
MIRE intent aia Sea a 64s 04d <8 
Forstmann Woolen Co. 
“42” Products Ltd. 
Foster-Milburn Co. ............+. 
Foster-Milburn Co. ........... 
United Sales & Mfg. 
4 = 2. aa 
by OR Rs ae 
Atlantic Sales Corp........... 
| a see 
FPraehaut Trailer Co.....<.....+.. 
OE ee re 
Gambarelli & Davitto .....06.6.-05 
Gaylord Products Co............. 
General American Transportation 
Ws web a aewee pan bakes 
General Analine & Film Corp..... 
MI Ft rik os ha en ek ds 0% 
Oealoth PrOguete 6x cick cde ke 
General Electric Co............... 
General Electric Co............ 
Edison General Electric Appli- 
Be SA ca sca can eee civs.s 
Premium Vacuum Cleaner Co... 
Warren Telechron Co...>...... 
General Foods Corp.............. 
Baker’s Chocolate 
RE BOO 450 och ss aes doee 
pg Ge 
Birds Eye Frosted Foods ...... 
Calumet Baking Powder....... 
Cereal and Instant Postum.... 
CN iN dh eade en Chen eat ews 
Diamond Crystal Salt......... 
CE Pers oe er ree ee 
Grape-Nuts Flakes ............ 
Grape-Nuts Wheatmeal 
Instant Sanka 
Institutional 
EE Nga Glare ay eGR PO4A REA wS SE 
Jello-O and Jello-O Puddings. . 
SONOS PURGE, bc ciacscvscees 
La France & Satina........... 
Log Cabin Syrup ............. 
Maxwell House Coffee........ 
Maxwell House Instant Coffee. . 
Minute Tapioca ....:......... 
Post’s Raisin Bran Flakes...... 
Pa ee es et re 
Post Toasties 
Sanka Coffee 
EE oie hia kw hade dviewe ban 
Swans Down Cake Flour....... 
bs eee ee ere 
SE Se 
General Seafoods 
Promotion Copy and Financial 
0 eee eee eee ee 
SPE ee Pee eee er ee 
eer re 
ee a ae” eer er 
Larrowe Milling Co............ 
Ore Deer GOi. fie sds cascens 
General Motors Corp............. 
is Ne CREE BR s 6.5 86 cao sve 
Aeroproducts Div. .........).. 
pO ee ee 
i ee eee 
Cadillac Motor Co............. 
Chevrolet Motor Co............ 
Delco Appliance Div........... 
EPGUOO TANGO BIW sic cccccicecase 
pe 2 a 
Detroit Diesel Engine......... 
Electro-Motive Div. .......... 
PE DRS Gavenvdeedensesese 
Fisher Body Corp.............. 
iyo. re 
General Motors Corp.......... 
GMC Truck & Coach Co....... 
Guide Lamp Div.............. 
po ee 
New Departure Mfg........... 
North American Aviation..... 
oo rere 
Packard Electric Div........... 
Pontiac Motor Co............. 
United Motors Service........ 
General Shoe Corp.............+: 


eee eee wees 


eee eee 


ee 


ee ee ed 


ee 


239 General Time Instruments Corp... 


Thomas, Seth Clocks.......... 
Westclox Div. 


“eee eee eee wee eee 


164 General Tire & Rubber Co......... 
(Continued on Next Page) 


1946 
367,265 
126,436 
522,213 
184,495 
208,414 
365,307 
863,815 
114,993 
163,102 
220,282 
797,965 
212,392 
352,209 
313,088 

3,514,703 
169,592 
183,677 
213,565 
109,455 
163,238 

87,302 

75,936 
211,977 
500,322 
371,417 
128,905 
196,275 
121,995 
229,348 
197,715 


112,652 
433,580 
416,034 
17,546 
3,930,637 
2,973,900 


536,470 
127,480 
292,787 
2,665,267 


ee eee 


3,050 


141,878 
41,122 


197,750 
1,455,409 
1,449,409 

500 

5,500 
5,347,502 
182,392 


488,176 
202,672 
873,676 
44,175 
121,439 
52,795 
167,895 
742,495 
486,157 
444,425 
285,716 
227,550 
60,450 
35,749 
162,328 
49,675 
391,176 
8,600 
233,680 
86,281 
256,015 
329,872 
86,275 
243,597 
435,935 
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1945 1944 1943 
412,700 392,275 362,060 
195,268 197,808 169,794 
492,115 471,305 460,020 
176,015 171,660 110,270 

See «ssa dese, 
168,985 102,455 81,365 
718,265 757,888 662,771 
184,087 224,841 178,967 
112,625 105,103 99,040 
552,000 413,200 250,216 
286,686 169,936 147,436 
263,884 256,335 228,135 

2,493,573 1,064,537 361,442 
118,830 61,625 5,555 
86,584 83,882 80,052 
182,240 164,120 132,023 
39,084 ea 

_ 112,258 185,494 112,673 
69,688 70,678 67,470 
42,565 64,816 45,203 
189,949 149,420 92,661 
400,160 396,370 361,067 
272,048 274,328 257,507 
128,112 122,042 108,560 
253,410 236,070 205,420 
325,345 279,677 «119,595 
315,804 223,470 111,192 
8 ER IN 
92,780 81,020 72,200 
378,285 312,575 246,713 
364,370 299,045 282,763 
13,915 13,530 13,950 
3,990,217 3,020,808 2,856,648 
3,356,727 2,609,068 2,526,968 
420,490 273,920 258,930 
213,000 137,820 70,750 
2,995,340 3,887,131 2,791,643 
. -- svc © ceades 
er. 2. cin ey \ Set emeees 
a ie 
253,755 203,070 447,110 
22,390 30,331 31,320 
18,500 139,632 316,496 
66,545 76,310 82,005 
27,476 19,567 22,090 
34,000 170,900 ...... 
abhor: 459,533 32,550 
102,780 ae “saws. 
169,450 270,480 285,846 
100,390 150,000 57,000 
137,370 178,040 132,506 
52,200 179,700 138,160 
eee ae 
432,291 524,720 154,200 
15,500 18,500 40,387 
CA es. cae ~ 
ateie” | eae 161,345 
Pe 342,188 32,550 
242,880 211,455 326,606 
38,162 49,875 43,595 
323,000 318,300 215,915 
See <<. .caalh.. Added 
513,806 273,300 97,710 
70,760 64,320 16,800 
pa St 20,000 108 
206,190 124,960 157,344 
1,407,760 1,784,744 1,665,281 
1,395,885 1,771,409 1,651,531 
12,375 13,335 13,750 
10,327,808 9,529,555 7,944,207 
393,214 410,036 270,334 
47,580 15,310 16,468 
339,118 469,688 349,264 
807,556 520,208 647,241 
486,577 489,328 360,288 
1,602,372 1,080,108 1,127,730 
53,400 86,250 130,015 
11,100 a csxgs. 
272,910 230,760 205,240 
646,851 625,965 507,050 
699,374 669,545 514,880 
527,909 512,111 495,053 
870,530 1,105,640 640,330 
1,159,015 1,036,288 654,726 
432,945 420,863 379,298 
113,045 25,500 25,500 
41,125 34,435 31,470 
161,178 113,769 68,003 
279,671 370,671 433,690 
740,061 672,331 542,446 
ae. tieaace. . aie. 
539,077 575,154 489,931 
97,250 55,250 55,250 
174,494 171,083 138,034 
276,705 209,075 134,430 
63,040 42,640 23,930 
213,665 166,435 110,500 
549,640 494,408 444,215 


Advertis 


Rank 


nn | AOS Tee : Bi. SIE Ma 8: a ers ee a, Me 
4 | | fyi ; a : a ie =e liad a i ssa e . "So + : ; re “es ie See st ty - #. P % tae J é 
=) = Slay ee Se ae Tees . 
a ; 
ee 
Za EE ee ae ae ee = 
= 550 
136 
| 406 93 Ge 
1,227,515 | 355 78. 
503,612 215 386 Git 
63,610 16 130 Gil 
179.838 595 470 Gls 
208,443 456 45 Gle 
re e@ eee “ne eevee 341 147 Gu 
ae 607,840 272,012 on 
365 seeeee 130,762 220 66 
400 117,500 107,695 | 7°? i 
260 197,463 177,209 - ° 
230 oe ag 484 si 
i 77 770,115 409 
51 349 
on 621 21 Go 
bre 455 325 Go 
H 630 Go 
ist 361 Gr 
. 352 667 Gr 
145 160 Gr 
™ ee 64 Gr 
536 
684 380 G 
| LD nites 476 
521 93,880 ‘77,450 < 625 Gr 
483 179,272 159,369 
377 608 Gr 
49 1,115,288 
: 511 "138,105 = a on 
oad 166 666 Gr 
L _ 412 Gr 
a 428 Gu 
<a 4 418 He 
407 — 617 Hs 
oy 329,732 309 He 
405 He 
562 " 2,638 “ a 
234 ; 219,829 - 387 Hi 
235 335,631 
ain ee ee 47,305 981 Hes 
4 Peet ee 
bo 253,990 
a 21,870 ” 
ae ahora diaauas 8.395 293 Hs 
581 84,310 ER 61,600 174 Hi 
9,060 96 He 
a eacie”) a — <a 98,816 ees: 583 He 
a 209 Hi 
99,105 50.851 271 Hi 
226 , - ) 
et errr 118,710 433 Hi 
oo 720 552 Hi 
ro 18,500 546 Hi 
ees 345,290 3538 A 
on heats 149 
; Pitted 175 HM 
parat H 
PY rare ——— 742,754 
— — 2 
iar 395 Hf 
edi 205 
77,380 248 
Ree 558 II 
a a 
a 141,125 263 In 
82,100 23° In 
261,098 
ae ok DES 39,719 381 In 
399,059 108 
146,023 — 237 : 
433,058 = 80 
874,075 60 . 
70,400 71,394 615 In 
661,191 595,824 504 In 
1,047,961 209,129 168,014 1: 503 Tr 
29,290 eticr re 466 Js 
very ’ Pg ae 659 Js 
he 34,594 961 
113,559 157,591 _— 28 x 
389 a 108,790 ” ? 
30 1,471,271 1,123,122 
1,343,601 1,123,122 85 J 
127,670 ia aS én aes 87 
ae 8,570 a | 
413 197,025 152,225 
212 188,910 cer 907 Ji 
2292 P| 451,894 645 Jy 
273 285,915 es 19% K 
185 274,800 489 K 
342 216,550 519 K 
186 289,655 351 K 
589 “ee eee “eee ee 414 K 
a FY 121,360 307K 
1 835 
1,140 9,230 524 : 
506 Nga . ale 297 
473 82,400 278 : 
607 45,805 
123,400 92,400 108,100 | 228K 
~~ = a + 
306 | 213 


“eee 
“eeee 


107,050 


340,330 
354,726 
379,298 
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Rank 

General Tire & Rubber Co..... 
EE SR re 
93 Gerber Products Co. 
578 Germaine Monteil ............... 
Gibson Electric Refrigerator Corp.. 
130 Gillette Safety Razor Co.......... 
470 Glaser Crandell Co. ...........6:. 
45 Glenmore Distilleries Co 
147 Glidden Company ............... 
Durkee Famous Foods, Inc. .... 
Glidden Company 
Giewem, Bi Ge, Cie. occ ccc csccss 
998 Geodall .Papries, Iné............3. 
211 Gooderham & Worts Ltd. ........ 
$4 GR i ee Hc ova cccasees 
ogres as Ba GO. voce cess 
moo@ Mupper Co. ............ 
21 Goodyear Tire & Rubber Co 
eS ee ee 
630 Gotham Hosiery Mills Co. ........ 
901 SR ET wr ek ho Ww bie 5s 00's an 
Me EE 
160 Graham-Paige Motors Corp....... 
64 Great Atlantic & Pacific Tea Co... 
Atlantic Commission Co......... 

Great Atlantic & Pacific Tea Co. 

476 Great Northern Railway.......... 
625 Greenberg, Ben & Bros., Inc 
608 Green, Daniel, Co 
206 Greyhound Lines ................ 
270 Grocery Store Products, Inc 
666 Grolier Society .....ccccsccccscee 
i errr ee 
Ve 8 Se eee eee 
418 Haft, Morris W. & Bros 
617 Matipurton, Erle P., Inc.......... 
309 Hamilton Watch Co. ............. 
405 Hammermill Paper Co........... 
266 Hancock, John, Mutual Life Ins. Co. 
3438 Hart, Schaffner & Marx.......... 
387 Hartford Fire, Accident & Indem- 
ie SPT Saree 
281 Heeeties Mees Coie. ccc ecss veces: 
I NY. SG ig o's 6 5 p.ves dace 
CRONE. cp ebbacssecescocs 
299 Hat Corp. of America............ 
293 Hat Research Foundation, Inc..... 
174 Hawaiian Pineapple Co., Ltd 
eg Re a ere 
583 Heller, L. & Son, Ine............. 
209 Heublein, G. F. & 
O71 «Ee UE as RUGS 5 ios cc cciwes 
ASS FR Ny Since cg o5hk vce canci ers 
552 Hememaer A. @& GOmS.. 2.060%. cs 
546 Hollingshead, R. M., Corp. ........ 
S63 FR I Saha ican £0c 8b a0 seca ees 
149 Ei, Ce A iiss cic kecss 
175 Houbigant Sales Corp............. 

Hudnut, Richard (See Warner, 

, Se S Saree eee 
403 Hudson Motor Car Co............. 
395 Hughes Autograf Brush Co....... 
205 Hunter Wilson Distilling.......... 
248 Hygienic Products Co............. 
558 Illinois Watch Co. Elgin American 
ASA eer Pore 
S BOD BI. cicebinss decrees 


eee eee eee eee 


eee ee eee eee 


ree eee 


Insurance Co. of North America... 
International Cellucotton Products 
| SS Pen eee Pee 

381 International Correspondence 
RE ee 
108 International Harvester Co; ....... 
237 International Nickel Co., Inc...... 
80 International Shoe Co............. 
60 International Silver Co........... 
615 International Tel. & Tel. Corp..... 
504. Interwoven Stocking Co 


508 Iron Fireman Mfg. Co............ 
aw. Oe. Orr eee 
659 Jacobsen, F. & Sons, Inc......... 
261 Jantzen Knitting Mills ........... 
28 Jergens, Andrew, Co. .......+..... 

Jergens, Andrew, Co........... 


Woodbury, John H., Inc........ 
85 Johnson, S. C., & Sons, Inc....... 
87 Johnson & Johnson............... 

Industrial Tape Corp........... 

Johnson & Johnson ........... 
827 Jones & Laughlin Steel Corp...... 
al OK errr rr 
ee ee ee rere 
489 Kalamazoo Stove & Furnace Co... 
79 Kallman, L. 
251 Kaufman Bros. & Bondy, Inc....... 


414 Kayser, Julius & Co............... 
m0) Us a eww nesses 
635 Keasbey & Mattison Co........... 
24 Keith, George E. Co. ............. 
i  §. eee 


“(8 Kelly Springfield Tire Co., The... 
5 ak SS vevebesses 

aa ere eee 
; Kendall Mills ...............+. 
828 Kimberly-Clark Corp. ........... 
68 Kinsey Distilling Corp. .......... 
5 Kirsten Pipe Co. ................ 
60 Kleinert, I. B., Rubber Co......... 
“13 Knapp-Monarch Co. 


1946 
428,230 
7,705 
747,229 
118,700 
194,845 
549,597 
155,834 
1,222,702 
494,876 
286,217 
208,559 
122,620 
234,570 
367,649 
1,412,651 
1,196,422 
216,229 
1,883,641 
233,708 
108,185 
204,001 
100,379 
446,112 
930,265 
33,725 
896,540 
154,030 
109,301 
112,505 
378,091 
297,518 
100,693 
180,310 
173,163 
177,855 
110,415 
249,826 
184,541 
301,475 
217,693 


194,460 
277,385 
149,765 
127,620 
256,447 
260,825 
423,394 
739,626 
117,442 
373,240 
294,025 
169,969 
126,293 
127,036 
210,437 
480,753 
423,265 


see nee 


185,365 
190,186 
378,207 
320,600 


124,355 
152,529 
302,340 


1945 
522,040 
27,600 
575,448 
94,369 
179,780 
116,819 
144,274 
858,375 
407,467 
219,628 
187,839 
154,088 
40,080 
214,161 
1,440,942 
1,239,194 
159,982 
2,031,827 
173,157 
58,715 
10,105 
51,594 
51,850 
811,625 
63,100 
748,525 
77,470 
7,255 
101,590 
296,665 
154,759 
71,567 
150,315 
181,655 
169,130 
213,654 
170,003 
312,455 
141,080 


164,445 
215,376 
124,650 
90,726 
196,325 
364,631 
1,062,939 
96,562 
265,133 
158,286 
157,288 
71,588 
72,477 
257,273 
386,037 
422,590 


761,697 
248,525 


100,675 
133,267 
264,360 


1,578,909 


221,630 
663,288 
175,565 
543,356 


133,800 

73,048 
237,787 
135,088 
173,590 
164,298 
236,110 

63,870 
104,035 
306,985 
198,745 
299,605 
227,668 

71,937 
199,380 
521,790 

55,627 
121,442 

47,310 


(Continued from Preceding Page) 


1944 
494,408 
364,352 

78,494 
167,770 

96,263 
131,989 
697,610 
412,526 
191,524 
221,002 

76,339 

5,080 
235,773 
1,144,827 
1,000,703 
144,124 
2,267,138 
117,875 

46,835 

48,555 

26,500 

1,830 
797,328 

16,215 
781,113 

72,740 

27,185 

93,500 
289,850 

60,808 

34,067 
187,480 
180,130 
125,730 
189,218 
169,422 
265,720 
180,896 


147,160 
148,913 
88,565 
60,348 
194,350 
347,655 
631,286 
74,836 
230,536 
122,194 
180,235 
71,493 
66,228 
205,070 
371,339 
383,075 


483,085 
186,000 


se eeee 


256,005 


33,200 
107,768 
239,150 


1,560,328 


186,097 
445,835 
112,960 
452,538 
388,324 
85,770 
183,082 
87,080 
35,030 
182,809 
1,900,993 
955,163 
945,830 
109,364 
564,225 
331,552 
232,673 


167,500 
122,186 
257,590 

61,035 

90,305 
512,742 
171,715 
320,355 
240,783 


see eee 


1943 
444,215 
277,817 

73,612 
83,710 
83,393 
79,491 
526,930 
236,280 
94,288 
141,992 
59,634 
9,000 
139,660 
1,107,695 
936,886 
170,809 


3,800 
210,567 
165,552 
248,320 
107,672 


150,320 
89,700 
53,050 
36,650 

116,574 

251,572 

896,248 
40,950 

198,862 
99,687 

127,925 
63,664 
69,078 

163,925 

266,061 

159,525 


344,021 
116,500 


63,092 
61,560 


1,203,378 


174,852 
273,980 
102,760 


173,660 
96,015 
219,729 
58,320 
78,725 
1,231,270 
102,500 
390,245 
314,368 
75,877 
134,140 
248,783 
11,525 
58,525 
6,900 


Rank 
410 
565 
500 
337 
339 


547 
566 
650 


17 


Knox Gelatin Co 
Ee 
ES Pn ere 
Kreisler, Jacques Mfg. Co......... 
I ee rr 
Kroehler Mfg. Co.............. 
Valentine-Seaver Co. 
A BES eed ok ad een e's 
Kuppenheimer, B. & Co., Inc...... 
Lamb Electric Co. (formerly Black 
& Decker Elec. Co.)...... 
I ne ree 
Pro-phy-lac-tic Brush Co. ..... 
Lambert Pharmacal Co 
Lamont, Corliss & Co............. 
Ponds Extract Co. .......... 
Landers, Frary & Clark 
EE, ois ote k0ib's 00.44% 6 08 ve 9.25 
LaSalle Extension University 
Lee Tire & Rubber Co 


468 8 2 ¢ 


oeeee 
ee 


Republic Rubber Co. .......... 
Leeds, Ltd. Coats, Inc. ........... 
Lehn & Fink Products Corp. ...... 
| 
Lester Piano Mfg. Co. ........... 
Lever Brothers Co. 

re 

Lipton, Thomas J., Inc. ....... 

Pre eer ee 
Libby, McNeill & Libby........... 
Liberty Mutual Insurance Co. ..... 
ee 
Liggett & Myers Tobacco Co. ..... 
Lightfoot Schultz Co. ............ 
Se Mn EE OO. Sites cciscaces 
eee 
Lockheed Aircraft Corp. .......... 
Loew’s Inc., Metro-Goldwyn-Mayer 
Longines-Wittnauer Watch Co..... 
FPP rere 
Loose-Wiles Biscuit Co. (Sunshine 

I CS ae ae 
BA Id DS 1 oho: 0 caso Sens ea 
OTe TADOPAUOTIOS «ook cc cc ccs: 
OS OX Se Sa ee ee 
Macmillan Petroleum Corp. ........ 
eS ae 
BE Fig MOE a ne von aen ced-eae 
Maiden Form Brassiere Co. ....... 
A A > ee 
Manhattan Shirt Co. ............ 
Manhattan Soap Co., Inc. ........ 
Manning, Maxwell & Moore, Inc... 
Many, Blanc & Co., Inc. .......... 
menpeem, Wienn 1y., Ca. . ..cccicccss 
Marxman Pipes, Inc. ............ 
Masland, C. H., & Sons.......... 
Matson Navigation Co. ........... 
Maybelline Co. 
COL due canes 4b ¥en babe de 
SD. Sev teaendtean venders 
McCurrach Organization, Inc. .... 
McGregor Sportswear Co. (Doniger, 

eS 8 ere 
McKesson & Robbins, Inc. ........ 
Es 256 "h id oA G10 Gla aid gs 68h ha 
PS eee yer ee 
Metropolitan Life Insurance Co.... 
Miles Laboratories, Inc. .......... 
Miller Brewing Co. .............. 
Minneapolis-Honeywell Regulator Co. 
Minnesota Mining & Mfg. ........ 
Minnesota Valley Canning Co...... 
Mohawk Carpet Mills, Inc. ....... 
Mojud Hosiery Co., Inc. (Formerly 

Mock, Judson Volkringer Co.) 
Monsanto Chemical Co. .......... 
Moore Business Forms, Inc. ...... 
Moore, John Hudson, Inc. ......... 
Morrell, John.& Co. .......0665.. 
Morris, Philip & Co., Ltd. ........ 
motor Products Corp. ........6... 
ere 
Munsingwear, Inc. ............... 
RMS 08s wracend s+ 64.4-6:0-44000 86% 
Mutual Benefit Life Insurance Co... 
Mutual Life Insurance Co. 
Nash-Kelvinator Corp. ........... 
Es eee 
National Assn. of Ice Industries... 
National Assn. of Margarine Mfrs. 
National Biscuit Co. ....ccissccc. 
National Board of Fire Underwriters 
National Cash Register Co. ....... 
National City Bank of New York.. 
National Dairy Products Corp..... 

National Dairy Products Corp... 

Me GIONNO GIO. cosines veces 

Phenix Pabst-Ett Co. 

Sheffield Farms Co. .......... 
National Distillers Products Corp.. 
National Gypsum Co. ............ 
po A CO eee ere 
National Life Insurance Co. ...... 
National Oil Products, Inc. ........ 
National Pressure Cooker Co. .... 
PP TrTeT Try Te Ltr er 


ee | 


ee) 


(Continued on 


1946 
183,518 
122,525 
142,881 
224,353 
223,874 
178,274 

45,600 
126,984 
122,483 


104,285 
2,237,478 


1,475,428 
158,290 
178,216 
103,644 
336,756 
280,481 

56,275 
145,190 

1,057,325 
215,982 
130,490 

3,474,730 

2,046,312 
654,850 
773,568 
722,612 
153,920 
332,407 

1,974,090 


1,230,328 
255,674 
155,125 


322,196 
469,090 
204,730 
299,930 
399,576 
270,147 
109,295 
122,164 
117,265 
136,839 
292,160 
100,196 
214,014 
198,083 
104,847 
135,412 
184,570 
347,815 
181,270 
186,860 
135,241 


114,189 
344,652 
178,530 
714,581 
883,607 
412,835 
175,611 
422,805 
361,419 
572,731 
194,980 


114,184 
607,250 
180,130 
192,489 
175,370 
1,035,612 
157,756 
267,750 
191,700 
161,310 
146,975 
160,135 
1,343,523 
185,584 
376,220 
200,829 
1,240,613 
104,988 
162,720 
249,039 
1,715,746 
664,865 
933,846 
114,515 
2,520 
3,015,714 
136,620 
260,100 
110,640 
184,300 
195,220 
233,704 


1945 
152,740 
92,840 
120,056 


146,086 
19,100 
49,946 
91,480 


100,365 
1,826,620 
303,949 
1,522,671 
1,571,721 
1,514,961 
102,935 
127,963 
100,152 
282,396 
228,216 
54,180 
116,160 
979,099 
266,753 
4,620,355 
3,527,692 
555,911 
536,752 
765,706 
157,365 
315,586 
1,715,500 
122,007 
96,739 
18,621 
64,025 
1,008,674 
202,376 
98,088 


401,726 
712,568 
179,675 
132,131 
153,670 
261,550 
76,875 
101,979 
169,181 
92,773 
228,406 
85,995 
29,779 
334,920 
63,164 
40,800 
181,155 
211,366 
107,225 
89,190 
52,395 


see eee 


641,584 
734,665 
355,638 
107,830 
388,746 
350,172 
474,075 


113,584 
312,210 
71,330 
91,162 
52,910 
1,939,393 
124,397 
127,640 
147,270 
103,145 
147,400 
131,170 
1,075,704 
173,869 
46,600 
102,303 
1,110,334 
48,800 
80,595 
67,089 
1,654,450 
523,800 
1,100,230 
27,900 
2,520 
2,290,645 
242,200 
92,480 
100,151 
162,441 
188,385 


Next Page) 


eeoowse 


38,238 


103,190 
1,747,479 
282,182 
1,465,297 
1,330,621 
1,266,538 
96,473 
139,963 
85,842 
138,275 
109,915 
28,360 
73,080 
1,030,314 
194,124 
4,461,203 
3,666,343 
668,370 
126,490 
838,627 
153,105 
283,071 
1,889,140 
117,157 
92,247 
13,339 
67,168 
1,056,268 
130,224 
76,640 


371,968 
666,100 
107,962 
203,125 
196,835 
196,335 
63,190 
89,051 
118,215 
106,070 
138,330 
98,535 
26,152 
293,650 
20,577 
6,100 
176,895 
252,574 
130,360 
80,809 
35,126 


43,635 
320,090 
934,689 
707,185 
284,766 

98,840 
294,340 
214,192 
452,860 


104,487 
346,095 
51,466 
42,566 
2,053,134 
75,600 
132,255 
164,672 
92,045 
138,678 
149,940 
1,390,084 
124,259 
23,855 


981,138 
38,250 
12,200 

7,100 
1,410,565 

421,000 

973,045 
14,000 

2,520 
2,174,436 

223,420 
92,480 
57,027 
74,367 

298,089 


47 


1943 
304,402 
41,310 
128,635 


se eee 


“seen 


105,910 
1,751,127 
309,608 
1,441,519 
1,275,299 
1,055,425 
49,403 
135,286 
48,902 
93,180 
65,910 
27,270 
51,650 
1,114,928 
102,589 
3,708,914 
2,453,087 
702,787 
553,040 
987,991 
164,295 
266,356 
1,826,073 
63,177 
46,733 
9,087 
490,487 
725,597 
118,600 
52,610 


345,617 
718,241 
192,545 
254,845 
169,555 
162,800 
59,031 
81,439 
137,070 
97,030 - 
144,680 


27,520 


969,262 
924,230 
251,235 

69,195 
227,405 
176,802 
431,330 


eee eee 


70,724 
341,517 


880,448 
98,770 
17,550 


2,340 
833,290 


— 


100,800 
87,400 
32,653 
49,933 

273,039 


ee a pi I 


947 . 
ee = 
ee i 
“4 a . 
60 1944 be pe 8 
794 240,158 vy liaes 
re 40,980 ie 7 
270 114,833 wie 
i. Rady 24,070 soos ; F 
a 88,730 66,480 we 
967 P| bbawes i 
040 a | eis ’ 
216 a 
48 . Se . 
135 | 669,708 
442 1,567,770 
555 29 1,475,428 . 
05 . 
088 468 
ss 1,960,611 417 
673 93,466 656 
,470 15,865 233 
203 64,494 Lee Tire & Rubber Co..... ' 7 
,661 23,573 "an 
,067 Pep ee 494 Ras 
507 566,869 53 ie 
560 eae 346 . 
420 548,148 537 
595 93,685 8 
16,295 
es 106,350 
309,312 q 
200 56,751 99 
3,713 23,911 477 
763 159,070 238 
3,950 180,451 19 
3,648 95,316 541 129,441 
5,968 582 117,731 
589 115,721 deel 
3,930 157 457,322 Mss 
44 De Sit 
1,643 472 ef 
ida 243 ini 
153 Bo 
7,110 360 ae 
1,320 roo 5 
6,496 
2,005 286 
2,090 626 a 
peocee 568 eee, 
2,550 584 yi 
Seater 516 nee 
272 aes 
cveee 668 90,328 : 
5,846 347 10,815 
7 000 374 277,875 
32,506 646 4,830 
8,160 519 ieee - 
404 55,320 
_ — ee oe Oi 
411 107,145 
10,387 bdgeas aaad eee 399 7,686 
eo nkt ee 520 4,675 
31,345 250,688 275,528 598 | 
32,550 77,240 rd 
26,606 pe po pO seaticiet 228 244,636 420,391 
43,595 416 eee asnas 
15,915 pe - | 
97,710 171900 OO 182 an 
16,800 419 ae 
196,139 176 ay 
108 669,475 p | 217 pe 
57,344 333,130 123 wie 
65,281 830,703 356,206 385 eration Sécken Ee . 
51,531 1,006,098 621,945 332,437 599 
ighabé 110,690 92,030 78,930 
13,750 140,792 124,890 184,371 115 po 7 
44,207 140,954 97,165 97,660 415 prory Be 
16,468 102,494 41,322 38,230 420 158,015 x 
49,264 304,890 250,035 111,126 57 2,209,044 a 
47,241 1,624,678 2,262,270 1,876,318 469 98,218 re 
60,288 899,715 1,083,275 702,898 290 168,210 a 
27,730 724,963 1,178,995 1,173,420 393 139,801 << 
30,015 786,663 556,615 81,150 460 83,633 as 
as, 784,143 674,672 539,472 491 68,350 
105,240 101,536 322,356 172,503 462 144,680 ce 
a 682,607 352,316 366,969 39 1,086,610 os 
Guana 232,390 135,140 134,935 402 95,539 bes 
14,880 104,902 19,894 7,578 | 207 pea: ie 
195,053 390,682 128,095 58,635 | 368 FE: e 
147,740 86,972 91,068 43 = 
118,495 ee ae pe a 
212,280 | 458 7: 
25,500 180,220 310 5,040 
31,470 251,990 | 25 931,749 
68,003 106,840 401,559 3 
433,690 134,100 527 850 
542,446 yo 
489,931 325,246 11 , E 
55,250 275,279 517 | ; 
138,034 49,967 79,572 296 
134,430 230,325 225,705 616 
23,930 907,287 401,466 408 
110,500 144,954 15,810 388 J 
444,215 123,870 110,775 32 Re 
. 246,585 rie ; 
> > G 
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Rank 
638 
119 
177 
437 
426 
664 
308 
592 
661 
110 
499 
490 
375 
168 


ES er ee 
Nestle’s Milk Products, Inc. ...... 
New York Central System 
New York Stock Exchange........ 
Noblett-Sparks Industries, Inc. ... 
Norfolk & Western Railway 
North Star Woolen Mill Co 
Northwest Airlines .............. 
Northwestern Mutual Life Ins. Co. 
Norwich Pharmacal Co. .......... 
Noxzema Chemical Co. 
Nunn-Bush Shoe Co. ............ 
oy BE 
Olin Tndustrios, Te... ..ciccsccces 

Bond Electric Corp. .......... 

So ROOD 6 5 6.5 cic co cceaeas 

Western Brass Mills .......... 

Western Cartridge Co. ........ 

Winchester Repeating Arms Co. 
SN AUD Tete ele i685 644680465 
Outboard, Marine & Mfg. Co. .... 

Johnson Motor Co. ............ 

EEVINTUGS TROGOES oc. oka cc sce ccs 
Owens-Corning Fiberglas Corp. ... 
91 Owens-Illinois Glass Co. .......... 

Owens-Illinois Glass Co. ...... 

EG errr rere 
ee ee 
Re Te eer eee 
Packard Motor Car Co. ........... 
Packers Tar Soap, Inc. ............ 
i, ccchineeds ss akieeees 
et EES: ale cde boddeOk. alee 6 
Pan American Airways System .... 

Pan American-Grace Airways .. 

Pan American Airways ........ 
Pan American Coffee Bureau ...... 
58 Paramount Pictures, Inc. ......... 
SE MN in inn a 4 os oees cade se 
ee Ct, FUR, x a bcc cd wawesa 
PUPEONS COPGRT cis ccc ccs ciececss 

Parfums Corday .............. 

Quinlan, Kathleen Mary 
Parfums Schiaparelli 
65 Park & Tilford 

oS ee ne ne 

Park & Tilford Import Co. ..... 

po i Orr re reerr reer 
. tk Serr rr ere 
ae - PE EE, GOS 6 ca sewwensadd scene 
Patek Philippe & Co. ............. 
 & SD ences ee eae ee 
Penick & Ford, Ltd. Inc. .......... 
Penn Mutual Life Insurnace Co. ... 


ee ew eeeee 


“ee ener 
eee ee eee eens 


37 Pennsylvania Railroad ............ 
PT TM sccobeiantesedseaaeses 
eee er rere 
DU, GIy esc vivccdduven’s 
a De Prrrr errr coor 
EE ED 6e-waGhepseceevedes te 
ON, 650 s4sccseecesen 
Personal Products Corp. .......... 
Personne Bisde Co. ...ccceccccsss 
Philadelphia Evening Bulletin .... 
PRS COPpOrmtlem 2... ccc ccccescs 
Phillips-Jones Corp. .............. 
Pillsbury Flour Mills Co. ........ 
Pillsbury Flour Mills Co. ...... 
Globe Grain & Milling Co. ..... 
PUM, TGR Te oc scscccccccess 
Piper Aircraft Corp. .............. 
Pittsburgh Plate Glass Co. ........ 
Plantation Distilled Products, Inc... 
POGMEG BOOKS, TAG. 666.55 cc acsecasas 
Polk Miller Products Corp. ........ 
ee ee eee 
Portland Cement Assn. ........... 
Pressed Steel Car Co. .....0ssc00. 
Be Rewer & teemio. Co. 2... ccsiaecs 
Procter Electric Co, .....ccccccces 
Prudential Ins. Co. of America .. 
PEI, Sta sesenwassse tenes 
Pullman Standard Car Mfg. Co. .... 
SOU IRE Cs oh ds ici c cBecewese 
MGR Ee POGUCD. ccssisccccsens 
Quaker Oats Co. ...cccccccveee 
Quaker State Oil Refining Corp.... 
13 R.K.O. Radio Pictures, Inc. ....... 
38 Radio Corp. of America .......... 
National Broadcasting Co. ..... 
Radio Corp. of America ........ 
R.C.A. Mfg. Corp. (Victor Div.). 
W.E.A.F.-National Broadcasting 
Serer rrr rere err eT re 
Railway Express Agency, Inc. .... 
MOOR PUI. Ce, saisc cesses e 
WOE AO Mi wNeawsesseae%de 
De Th, ciciwatees ana de wee 
Reinfeld, Joseph H., Inc. .......... 
Me Es err eerer Tere 
Reliance Mfg. Co. .......ccscseess 
Remington Rand, Inc. ............ 
Rensie Watch Co., Inc. ............ 
i MS ccceces si decuseen 
Republic Aviation Corp. .......... 


Pennsylvania Grade Crude Oil Ass’n. 


1946 
106,322 
588,596 
421,795 
168,268 
172,195 
100,729 
250,777 
115,200 
101,985 
654,300 
142,915 
147,500 
197,877 
433,023 

38,290 
143,339 

67,020 

79,368 
105,006 
617,103 
279,007 
138,661 
140,346 
155,715 
769,990 
648,200 
121,790 
328,985 
776,927 
434,628 
115,698 
433,189 


131,280 
142,840 
166,300 
161,100 

5,200 
143,550 
928,562 

71,300 
795,262 
62,000 
128,960 

1,179,893 
111,306 
111,925 
274,439 
154,200 
150,700 

1,361,832 


“eeeee 


1,333,505 


124,495 
551,643 
163,316 
109,620 
102,296 
163,558 
228,020 
427,114 
127,313 
126,625 
165,175 


1945 
51,316 
320,182 
324,310 
90,439 
131,990 
102,290 
174,820 
40,340 
97,280 
485,854 
64,326 
111,053 


218,548 
118,508 
100,040 
211,390 
567,406 
503,316 
65,090 
391,320 
610,983 
510,287 
244,658 
364,778 
58,281 
371,304 
25,795 
345,509 
144,031 
606,693 
31,225 
127,080 
116,830 
83,710 
33,120 
139,090 
681,943 
70,835 
549,108 
62,000 
170,690 
1,142,891 
81,973 
86,400 
291,984 
121,090 
147,200 
660,299 
196,695 
43,531 
221,728 
384,556 
147,375 
181,100 
511,868 
68,532 
80,800 
596,710 
294,262 
338,986 
324,383 
14,145 
86,193 
148,464 
469,838 
41,180 


4,623,170 
107,810 
436,145 
450,537 
179,460 
479,074 

6,107 
472,967 
207,535 
805,062 
999,429 
101,740 


120,077 
268,265 
460,796 
143,000 

49,598 


(Continued from Preceding Page) 


1944 
41,066 
263,648 
273,940 


124,846 
120,932 
296,610 
262,900 
121,111 
141,789 
196,600 
563,674 
505,674 


58,000 | 


357,370 
535,024 
377,483 
199,176 
225,553 
54,225 
242,797 
25,855 
216,942 
195,320 
587,720 
121,355 
121,022 
60,870 
60,152 
129,035 
591,155 
69,160 
455,747 
66,248 
104,790 
639,882 
29,250 
71,260 
269,564 


129,275 


216,214 
139,778 


eeeeee 


5,863,538 
82,626 
432,675 
532,520 
128,570 
465,064 
14,081 
450,983 
200,265 
266,364 
904,274 
110,760 
305,100 
486,314 


1943 
41,151 
78,245 

239,370 


seeeee 


108,060 
397,728 
112,344 


eeeeee 


154,695 
188,256 
113,620 
240,624 
116,286 
124,338 
144,675 
494,467 
439,537 

54,930 
538,718 
421,735 
309,838 


eeeeee 


307,426 
196,675 
457,331 


eeeeee 


548,171 
3,962 
59,195 
279,560 


104,615 


4,676,014 
68,628 
431,795 
451,325 
76,790 
546,951 
37,142 
509,809 
134,725 
202,391 
762,303 
15,400 
180,789 
566,114 


“ee eee 


370 


543 
289 


567 
254 
216 

18 


Back figures under Davis 


1946 
Republic Pictures Corp. ........... 207,150 
Revere Copper & Brass, Inc. ...... 269,470 
Revlon Products Corp. ............ 808,701 
See BOUND CORR. kok cccccsccess 103,953 
Reynolds Metals Co. .............. 319,791 
Beeman Wom Ce. co. ckcscctccsess 340,848 
Reynolds, R. J., Tobacco Co. ....... 2,440,953 
SS SEPT ee 170,915 
Bee BOONES COPR. .occccccccccdes 108,940 
Rittenhouse, A. E. Co. ............ 124,985 
Riverside & Dan River Cotton Mills 170,807 
Ronson Art Metal Works ........ 283,700 
SU ID a wigsk wi ccccces 135,765 
Royal Lace Paper Works .......... 174,223 
Royal Typewriter Co., Inc. ........ 167,928 
Rubinstein, Helena ............... 397,889 
Se, EE nv erccdecsécusers 421,284 
Safeway Stores, Inc. ............. 480,033 
WMMPINENEEE PEWOS oc 5 os ese 0s es cee 200,965 
Sales Builders, Inc. ........csee0. 1,066,256 
Baie TPOCRSEG, ING. 2c cccccccccccs 132,193 
Schenley Distillers Corp. ......... 3,715,192 
Schenley Distillers Corp. ...... 2,343,171 
Schenley Import Corp. ........ 516,735 
Es Ee ree 296,665 
Cresta Blanca Wine Co. ........ 558,621 
ee ee ee ee 241,050 
OS Bo ee ee 354,392 
Schlitz Brewing Co. ........cceee. 674,647 
Schnefel Bros. Corp. ............. 126,411 
Scholl Mfg. Co., Inc. ....ccccccsees 303,616 
Scott, E. H. Radio Laboratories, Inc. 124,575 
BR SPP eee 915,265 
Oy Sanne kewasedes 174,050 
ONES PN Gs ec sccccccisenes 741,215 
Scovill Mfg. Co., Inc. ......cecee0e 199,986 
Schrader’s, A. Son .........0.- 35,898 
A ee 100,913 
pe eS. ee 63,175 
Scripps-Howard Newspapers ...... 133,012 
Se  dcccnc ste adéabeaees 207,898 
Seiberling Rubber Co. ............ 367,208 
RE eee a 195,977 
Us We SOG. cbse es ascedouss 877,205 
ES 0506s saensenccenasesds 240,039 
| Re PPT re rrerrere Tere 908,850 
A, SD. anv 9.050 0000000060 116,140 
Sheaffer, W. A. Pen Co. .......... 519,179 
Shefford Cheese Co. (See Standard 
WE GU SU EO) Sccccsetescs 8 seedas 
ee Ss, PDs 6.44 be ccedwetvecse 746,084 
Sherwin-Williams Co. ............ 1,015,493 
Sac s dei d.inseg baw so 790,778 
EL A a cckguaseaves eae 546,154 
Leigh Cosmetics, Inc. ......... 244,624 
Shwayder Bros., Inc. ............. 114,555 
CN, ac cek cake hes dadies ids é kee 227,835 
Simmons Company ............ cnt 771,755 
Simoniz Company ...........sse+5 556,503 
Sinclair Refining Co. ............. 260,309 
Singer Sewing Machine Co. ...... 619,611 
PE UM veeabe0eeseesebencvan 101,968 
BE GAN 24 0sc8eed cuadessoeersoas 138,162 
Smith, Alex., & Sons Carpet Co.... 311,393 
Ps. ME bass a vedccnnadaaeesd s 124,211 
Smith, L. C., & Corona Typewriters, 256,105 
Socony-Vacuum Oil Co. ........... 1,389,747 
Bete Ate Bees Ges occ ccccscccccis 112,585 
Somerset Importers, Ltd. ......... 357,607 
ND, SIRT, a cccensisescrscsen 130,310 
Southern Comfort Corp. .......... 224,252 
Southern Pacific Co. ..........06. 236,733 
Sparks-Withington Co. ........... 126,952 
SNE SONI, noe cesaseeccsesucees 213,648 
spencer Corset Co. .cicccccccteese 102,880 
Spring Cotton Mills .............. 201,623 
Squibb, E. R. & Sons ..........00. 822,372 
Squibb, E. R. & Sons .......... 546,325 
PS eS eRe eee rece 276,412 
ORE Bes GIGS cassctoccccvcccnas 269,750 
Standard Brands, Inc. ............ 1,681,711 
Standard Brands, Inc. ......... 629,884 
Fleischmann Distilling Corp. ... 448,807 
APOC eerrerrerere 436,725 
Shefford Cheese Co., Inc. ...... 166,295 
Standard Oil Co. of Calif. ......... 129,028 
Standard Oil Co. of New Jersey ... 268,018 
Colonial Beacon Oil Co. ........ 4,050 
Daggett & Ramsdell ........... 119,760 
Standard Oil Co. of New Jersey. 24,500 
BOG: TR. cicid ese cescucsess 119,708 
State Farm Insurance Companies.. 122,365 
EEE POEL 5 aks tidicveweeheuens 314,110 
ee nnn sosvensseseavans 361,487 
Sterling Drug, Inc. .....c.cccccees 1,983,563 
Bayer Aspirin Co. ..........+. 363,920 
oe A se 8,737 
Centaur Co. (Fletcher, Chas. H.) 817,365 
General Drug Co. ............. 118,271 
Phillips, Charles H., Chemical Co. 474,280 


L: ft Ci Serrerrrry crrerer 
Sterling Drug, Inc. ............ 
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1945 
161,752 
427,565 
899,512 


2,721,879 
120,315 
343,608 
103,780 
224,047 
650,215 
135,652 
295,643 
133,250 


1944 
201,681 
326,265 
454,607 

11,450 
321,543 


142 


eeeeee 


102,807 
91,808 
5,650 
154,363 
111,632 
189,894 
138,940 
523,020 
109,790 
885,945 
94,745 
2,872,637 
1,449,697 
69,015 
356,175 
97,225 
313,923 
602,510 
107,462 
272,383 
140,490 


1943 
112,768 


9,080 


56,890 
140,007 
159,835 
118,958 
578,185 

77,890 
867,774 

23,588 

2,735,137 
2,040,625 

95,056 

155,317 


eeeees 


9,940 
278,693 


145,400 
710,104 
493,794 
325,521 
825,521 


100,055 
29,200 


262,119 


746,720 597,777 
151,901 111,005 
18,501 28,560 
81,900 64,145 
51,500 183300 
i 
393,889 351,758 
170,018 179,628 
711,140 527,505 
79,633 174,620 
833,350 571,610 
68,100 56,200 
351,995 338,055 
279,140 165,420 
825,429 875,622 
421,884 211,872 
665,472 579,214 
446,557 361,821 
218,915 217,393 
100,128 56,487 
110,003 62,015 
552,645 346,199 
451,107 162,070 
147,092 85,110 
404,833 337,450 
85,750 38,890 
98,343 86,219 
179,585 98,980 
78,367 80,446 
270,734 211,870 
1,728,937 1,526,970 
108,310 95,610 
285,474 229,635 
92,600 172,500 
126,815 22,114 
258,400 231,515 
129,530 110,900 
112,849 22,962 
104,130 95,655 
702,205 445,813 
525,175 295,255 
177,030 150,558 
144,220 146,700 
1,614,243 1,112,816 
384,175 293,750 
(See Shefford Cheese Co.) 
84,068 73,730 
274,899 255,993 
3,300 3,450 
64,015 25,080 
7,200 19,720 
200,354 207,743 
114,200 90,700 
240,500 240,500 
272,613 232,918 
1,462,478 1,024,025 
273,305 215,870 
7,689 8,078 
631,566 302,477 
101,533 100,468 
297,535 201,082 
rer 2,750 
6,200 21,000 
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a i ee, 


oh "Adve? 
= ee 
cg Rank 
358 eh 
288 301,200 §§ 432 
82 321,373 241 
PAPA ew. 652 32,030 4,750 B63 
85,020 84,220 249 123,900 97,725 
91,519 81,974 231 2,330 ee ee eo 
129,540 75,496 15 ,080,228 1,874,364 2,458,466 505 
19,430 eeecece 430 45,690 || fe 70 | 
106,220 628 metas alae 15,020 § 251 
520,178 554 17,255 pebe3 ey 
89,172 431 132,220 100,573 442 5 
75,600 59,600 275 122,359 10 | 
2,692 9,436 6,518 518 31,970 957 | 
269,660 282,408 379,126 21 154328 198 
19,420 36,630 36,175 439 149,784 158 
; sc re 191 272,720 33! 
hee. ate, Pirie me 316-725 ae 
ain 150 436,568 373 | 
9 52 933,233 
530 64,729 231 ' 
5 3.185,802 243 
4 279 ' 
; 498 ' 
Rt 
815 87,020 193 
219 211,316 § 269 | 
1 106 674,536 137 | 
149,260 551 61,351 265 
151,902 262 248,984 § 665 
| 115,139 46,050 555 116,080 9438 
520,619 307,426 66 eats bagany Saas E. 
54,720 ates We 
465,899 
171,535 po 11 | 
1,022,079 = neo 464 
q Bin ost Be, 00 107 | 
94,857 160 316 
75,960 573 
54,880 524 Ce 
21,080 356 1238 48 
102,925 214 680 @ 291 
469,115 382 00 104 
45,576 73 135 263 — 
360,899 319 730 250 — 
62,640 65 645 poll 
56,200 587 41 
139 
636 
9 144 
Gre geaes BS 
1. Ee 67,000 46,000 8 
511,854 418,094 
3 255,685 180,360 166,875 a 
4 165,796 42,564 115,080 597 660 
2 281,886 160,518 169,205 33: 1620 jy 480 
1 503,403 319,797 383,090 rx 600 236 
4 166,025 146,775 141,805 12¢ 169 § 252 
149,700 176,600 112,250 295 190 § 253 
1 472,181 639,981 468,435 11: 813 204 
123,741 57,185 57,688 665 947 581 
104,190 97,420 17,252 50S 385 § 54 
1 582,522 555,350 491,740 25 155 
395,487 226,975 208,693 55s 164 
411,848 502,888 418,608 30: 928 
400,453 400,253 387,902 3 099 
11,395 15,505 18,355 60 090 
161,338 127,241 27,178 21 798 
{ 189,139 — 53 830 
591,815 296,215 253,614 33) 710 
116,627 PRN EE datce 32 465 
f 105,070 aa Ss PES. 54 5 130 
247,895 206,820 205,111 84 
217,632 159,210 | 81,193 65 
266,570 44,675 RAE 42,829 36 
118,800 hak aE ieee 8 024 
5,071,802 656 BRank 
171,316 L368 24 
417,425 28 8618 49 
496,891 2 L236 
412,010 bn 
534,406 m 
10,055 a 
524,351 
238,865 
2,653,096 a 
1,346,210 ), 112 
12,705 200 27 
rine BPE mE: 
EE 20 895,239 6.8300 15 
82 47 
Ae 2,450 2,100 fanaes 300M 83 
$25,816 307,217 282,850 900M 21 
818,167 860,762 625,229 030M 14 
228,042 150,342 85,553 : 573 
85,980 85,980 91,418 1 282 
ake etd Sak casei eee al 3.768 
- 94,559 75,448 6,195 48 
; 334,660 256,950 8 373 57 
231,970 149,405 8.735 . 
eseese 5,810 ee 


28, 1947 


1943 
112,768 


100,573 

56,890 
140,007 
159°835 
118,958 
578,185 

77,890 
867.774 


61,060 


eeeees 


ere eee 


eeener 


206,465 


ooeere 


eeeevrt 


226,900 
166,030 
1,006,573 
234,282 
3,768 
306,195 
98,373 
198,735 
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Rank 1946 1945 1944 1943 Rank 1946 1945 1944 1943 
ee, Oe Ba OI tc eaanaaas 200,990 144,650 172,300 165,220 Prince Matchabelli Perfumery, 

ee ON PPP Tere re 234,932 184,232 86,140 33,881 Se side retdeudaeuccedasess 177,013 77,165 40,475 37,430 

482 Stetson, John B., Co. ..........005. 170,410 166,796 178,386 138,121 Vick Chemical Co. ............ 598,743 345,769 251,473 180,090 

241 Stewart-Warner Corp. ............ 327,570 337,890 325,070 336,815 EE PE TE oe ctecenesss, waeewee ~. Siwanr 245,515 158,676 

63 Stokely-Van Camp, Inc. .......... 931,522 487,054 244,015 255,810 eR Re eee TT eee 195,637 172,690 175,126 179,288 
Stokely Bros. & Co., Inc. ....... 565,317 233,049 87,868 74,925 G39 Waitt & Bond, Ine. ......ccccccves 108,635 117,600 95,095 83,915 
po a ere eer 366,205 254,005 156,147 180,885 14 Walker, Hiram, & Sons, Inc. ...... 2,445,065 1,562,775 1,338,359 981,613 

505 Stromberg-Carlson Co. .......... : 140,065 404,950 345,990 183,060 eee, We Mes CGR, ccccescvecs 324,240 35,038 24,464 39,493 

ie rr as 890,758 983,956 900,755 820,038 Walker, Hiram, & Sons........ 2,120,825 1,527,737 1,313,895 942,120 

251 Sunbeam Corp. (formerly Chicago 448 Wallace, R., & Sons Mfg. Co. ...... 164,775 180,180 166,600 144,555 

DED 00450008 0% 546062 316,892 163,440 131,160 146,385 314 Waltham Watch Co. .............. 0 rn 2,335 2,950 

Pe EPO PY Tee ee Tee ee ee 166,084 151,053 108,386 96,723 CM CU, pohiesdeceedesvewnees 1,093,107 982,833 1,064,633 872,915 

1G A Te I es aoe AiR we on ees 3,159,078 2,730,107 2,801,345 1,740,249 488 War Assets Administration ....... Seeae0iCés ns acacaas Cees ~ © ae 

857 Sylvania Electric Products, Inc. ... 207,760 443,197 360,430 234,600 224 Warner Bros. Pictures, Inc. ........ 347,995 339,668 336,290 278,537 

ER SCO eT Tee Tey? Terre 384,680 0 ree 66,815 508 Warner & Swasey ................ 139,385 114,495 135,560 179,375 

Se BI. 0 S46 SKIN ES bette eens 449,576 394,157 357,173 232,343 62 Warner, Wm. R. & Co., Inc. ...... See: etecee  sasede”,  aenee 

SE: SE Gkd avenilsxe eked seeenee 1,434,148 1,115,334 1,158,693 1,115,586 Himieet, Richard ......cceccess 829,759 

100 Se We ak ceases oes a geal 721,249 477,750 335,470 85,075 (Back figures under Hudnut) 

STG Se I hn dil Fas dc betes scene 198,484 119,508 87,465 52,350 PD BME, ccc cccsscecivce 17,133 8,970 900 15,090 
Parfums Charbert, Inc. ........ Se - «~gdatee ° <a¢eeek . #05 Sew SIN TUNER 5 or teccisecccacs 87,281 ee ee 2 
Thorpe, Jay .......-.eeeeeeees 49,940 119,508 87,465 52,350 105 Warren, Northam, Corp. .......... 682,999 462,405 240,679 694,396 

231 Tide Water Associated Oil Co. ..... 338,208 257,700 216,565 206,610 Meme, Pemey, Tne. 20. .cccccsece 194,310 76,018 43,500 78,175 

243 Timken Roller Bearing Co. ........ 326,185 226,755 168,328 105,175 Warren, Northam, Corp. ...... 488,689 386,387 197,179 616,221 

279 Toastmaster Products (McGraw Soe Wrmemrrety 2h Cis CO. oc ccc ccecves 306,306 253,999 122,500 55,750 

SE SEER Sosinteet0ssseee 279,651 148,405 118,140 81,765 210 Webster Tobacco Co............. 368,266 206,648 149,889 88,366 

498 Towle Silversmiths .............. 143,355 118,340 101,180 73,400 131 Weco Products Co. ...........000: 547,205 526,542 727,953 529,411 

879 Town & Country Club Furs, Inc ... A ETT oe ee 457 Welch Grape Juice Co. ............ 162,930 36,420 Give ii ébseas 

193 Transcontinental & Western Air .. 895,805 216,780 191,355 80,490 398 Wellington Sears Co. ............ 187,805 122,600 133,440 116,159 

269 Travelers Insurance Co., The ..... 299,115 189,115 181,700 193,210 me 112,050 151,550 127,630 106,293 

137 Twentieth Century-Fox Film Corp. 521,514 441,684 410,536 279,399 336 Wesson Oil & Snowdrift Sales Co... 224,744 216,500 221,370 244,465 

265 Ulmann, Bernard Co. ............ 301,869 132,503 102,257 35,576 109 Western Electric Co. ............. 668,030 634,234 451,607 425,613 

665 Underwood Corp. ............+++. 100,695 29,850 127,846 102,295 229 Westinghouse Electric Corp. ...... 341,750 1,518,760 1,527,581 1,597,501 

438 Unicorn Press .........e+sseeeeee 168,022 41,617 62,030 33,139 169 Western Union Telegraph Co. .... 431,040 | eee 

35 Union Carbide & Carbon Corp. .... 1,398,415 978,040 861,602 697,623 602 Westminster, Ltd. ..............+- 114,051 57,730 42,078 47,940 
Bakelite Corp. ........++.++05- 271,780 80,340 42,630 34,870 572 Wheeler Shipbuilding Corp. ....... 119,450 52,486 =... .. —— 
National Carbon Co., Inc. ...... 965,582 702,442 474,800 384,799 a ee 800,095 816,360 271,280 242,665 
Union Carbide & Carbon Corp... 161,053 195,258 344,172 277,954 388 White Rock Mineral Springs Co. .. 194,060 60,320 43,670 46,315 

464 Union Oil of California ........... 159,325 94,240 79,730 36,610 244 Whitman, S. F., & Son, Inc. ...... 325,565 339,560 832,560 278,565 

107 Union Pacific Railroad ........... 669,547 626,782 520,068 310,473 604 Whitney, F. A., Carriage Co. ...... 113,506 62,560 33,766 20,809 

316 Union Pharmaceutical Co. ........ 243,949 105,749 65,305 34,142 Be WEE GM a vcdesdvevvceecesces 288,520 298,529 271,187 209,898 

573 United Aircraft Corp. ........... 119,400 et” “Sstese s00ba8 588 Wile, Julius, Sons & Co. .......... 115,775 63,320 23,364 15,255 

335 United Air Lines ..............4.: 225,695 259,358 222,354 184,970 614 Willard Storage Battery Co. ...... 110,730 125,480 126,730 139,960 

48 United Artists Corp. ............. 1,171,115 310,807 243,385 221,075 Te Wy Ba Os DS so ctecczseccaes 549,937 252,461 234,733 239,198 

291 United Rexall Drug Co. ........ > 267,510 19,855 are 840 Williams, R. C., & Co........ceeees 220,359 85,287 90,094 83,509 

104 U.S. Army Recruiting Service .... 692,230 34,169 593,796 347,134 78 Willys-Overland Motors, Inc. ...... 845,005 538,190 476,521 676,982 

363 U.S. Fidelity & Guaranty Co. ..... 202,330 179,815 166,880 174,350 SE Te PEON civccccccccesvcsce 277,116 84,602 61,820 65,098 

250 United States Playing Card Co. .... 319,105 223,400 178,050 167,733 Se OE ee ree eer Por s 274,274 289,277 214,140 147,490 

611 United States Plywood Corp. ..... 111,793 167,199 113,175 13,070 647 Wilson Sporting Goods Company.. 104,783 116,412 95,793 132,615 

41 United States Rubber Co. ......... 1,300,681 1,074,233 844,010 567,949 See Weeeee, BF. TMB. cc ccncsccvccccs 200,357 89,186 74,092 64,342 
Be SED bao bdcenkcescvssades 177,200 171,480 60,630 33,335 264 Wine Advisory Board ............ 302,075 301,840 298,765 288,928 
United States Rubber Co. ...... 1,123,481 902,753 783,380 534,614 168 Wise, Wm. H., & Co. ............- 443,478 283,166 843,416 314,457 

636 United States Shoe Corp. .......... 106,650 86,320 81,920 76,855 Nat’l Aeronautics Council, Inc. reer 12,000 43,840 

144 United States Steel Corp. ......... 502,090 593,325 554,400 573,286 National Educational Alliance, 

American Steel & Wire Co. ....  ...... 44,800 45,000 44,000 MR. pti Wels baked RAS as eo eset 112,825 69,800 88,515 111,706 
Carnegie-Illinois Steel Corp. ....  «...... 11,100 i. eer Wits, Wim. Ha, B Ce. cccesecces 327,678 213,366 242,901 158,911 
Cyclone Fence .......... o0eees 29,200 27,990 27,765 42,235 GES WOE MOEN cee cicccecscccccses 148,120 90,747 58,445 46,240 
United States Steel Corp. ..... 472,890 509,435 478,455 483,676 276 Wood, J. R. & Sons, Inc. .......... 283,371 127,764 55,470 38,249 
oe ee re ee ee 8,375 BOS Wee Fee, Be oo. kv 6b da cccnsicces 258,075 174,863 125,584 82,834 

480 United States Time Corp. ........ 151,525 90,003 ie eee re 221 Wurlitzer, Rudolph Co. .......... 351,827 88,594 54,949 72,249 

236 United Wallpaper, Inc. ...... rer 333,358 284,648 293,708 42,740 575 Wyandotte Chemical Corp. ....... 119,120 111,585 112,805 89,740 

252 Universal Pictures Co., Inc. ....... 315,892 182,486 41,623 96,453 CE RO B GB. ccccccccccsccvesees 740,592 449,475 402,075 365,920 

See CU EI ce'ctadicccccdesseeces 314,965 250,540 184,205 171,000 GE. WO MS. BK eSbccdcdcacccvetoces 154,723 136,055 118,460 115,320 

204 Van Camp’s Sea Food Co., Inc. .... 378,740 274,047 211,180 178,789 BP is We SB dca sepeccsscncs 448,908 315,339 237,078 233,261 

Wk WEE BED. bcc vecedcccwecesdecces 131,835 91,420 41,230 8,550 161 Zenith Radio Corp. ............... 445,372 547,409 588,498 384,210 

564 Vick Chemical Co. .........eceees 1,052,676 559,659 669,175 509,380 BOG TO Be GOs ccc ccc cccccccvcees 190,412 67,101 45,006 21,742 
McKelvy, Alfred D. & Co. ...... 276,920 136,725 131,712 133,184 140 Zonite Products, Inc. ............. 517,288 498,167 442,741 310,798 
Leading F Adverti in 194 
Companies Spending More Than $100,000 with Comparisons for 1945, 1944, 1943 
An Exclusive Advertising Age Compilation Based on Records of Publishers’ Information Bureau, Inc. 
Rank 1946 1945 1944 1943 Rank 1946 1945 1944 1943 
24 Allis-Chalmers Mfg. Co. .......... 209,371 192,830 195,229 ° 194,145 Du Pont de Nemours, E. I. & Co. 218,176 122,953 105,931 80,168 
49 Aluminum Co. of America........ 119,128 78,727 68,879 48,787 Du Pont-Semesan Co., Inc...... 20,554 22,308 ih 
Aluminum Co. of America...... 107,425 67,504 61,745 87,200 Peters Cartridge Co. .......... 28,520 25,745 30,811 39,255 
Aluminum Cooking Utensil Co... —...... 2,403 4,806 9,915 Remington Arms Co. .......... 34,873 43,725 60,873 73,718 
Aluminum Ore Co.........++++. 11,703 8,820 2,328 1,672 82 Ferguson, Harry, Inc. ............ 180,737 225,378 221,670 ...... 
88 American Cyanamid Co..... Poeecees 156,608 187,428 104,928 78,532 4 Firestone Tire & Rubber Co. ...... 425,503 357,786 356,245 279,711 
American Cyanamid Co......... 14,661 43,331 44,554 51,248 ee I A bcndcccedcrsssaces 420,909 443,185 311,088 68,200 
American Cyanamid & Chemical 8 General Electric Co. ............-. 379,964 318,394 183,240 229,600 
GA Sp eecceescecveessesceses 8,477 7,188 8,126 =—s_ a wa we Edison General Electric ........ 50,100 28,800 21,800 38,700 
Lederle Laboratories .......... 133,470 136,909 52,248 27,284 General Electric Co. .......... 329,864 289,594 161,400 190,900 
27 American Tel. & Tel. Co........... 204,341 212,272 144,313 121,967 2 General Foods Corp. ............. 554,579 993,792 473,771 468,372 
39 Association of American Railroads. 151,899 164,015 162,952 163,644 Peer CRORMIEED Seccccccccees -werwex mae | avbdex waved 
15 Bristol-Myers Co.........-.eeee0e: 244,831 155,779 130,394 109,296 Ceci vecacadcece senna Sue > decees_“ s4anen 
47 California Fruit Growers Exchange 120,625 154,500 139,660 59,107 Birds Eye Frosted Foods .......  —« «ss. a. Pe ee 
DS Oe Sei ccavensansewesctacs 179,005 162,749 152,893 145,112 Calumet Baking Powder ...... 87,428 87,390 122,275 116,638 
21 Champion Spark Plug Co.......... 223,145 214,074 140,030 189,787 Ee esau eek Gabns oss 00deds 31,470 39,813 37,755 34,001 
14 Chrysler Corp. ....cccsccccccccces 265,197 357,230 899,971 190,145 Diamond Crystal Salt .......... 5,240 oe .asnee0 ~ “wade 
Chrysler Corp. ......+.seseee- 84,780 124,568 164,078 86,018 40-Fathom Sea Foods.......... ae «<eeae sssees" oes 
Dodge Motor Co........+..++:: 92,897 112,312 121,163 42,669 Gaines Dog Meal ............. a diets  sgaane <eeeae 
Plymouth Motor Corp. ....... 87,520 120,350 114,730 61,458 CED anetddasectecveess svanee a? 
Ce te GO. fac kicccctcecs 119,826 113,254 . ieee Grape-Nuts Wheatmeal ....... 17,312 er 
57 Corn Products Refining Co. ....... 101,187 114,195 108,120 91,023 LE 9,720 28,800 96,600 63,400 
25 Deere, John, Plow Co. ............ 207,757 170,864 165,449 111,220 De) FORMING ccs cccccccccess 28,800 ae: 8 « «aseds, _ Yankee 
23 De Laval Separator Co............ 220,686 114,426 89,121 sg. ss s s Maxwell House Coffee ........ 129,630 414,850 rere 
ll Du Pont de Nemours, E. I. & Co. .. 302,123 214,731 201,341 193,141 (Continued on Next Page) 
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Rank 
Minute Tapioca ...........00: 
Post’s 40% Bran Flakes 
PN, rag cece sa0a5 505s 
IE EE ica Grads SAD TS 
Snider’s Catsup 
ee Peer e Tere rere 
Swans Down Cake Flour 
ER EEE. ¥.6.c.a:45. Ons an ae pate 
TO. Gomerel TEs, TiGis css cc ccc ciccces 
General Mills, Inc. .......5..5. 
Larrowe Milling Co. .......... 
Sperry Flour Co. ............. 
1 General Motors Corp............. 
A. C. Spark Plug 
TE, CN a ss < wee teess 
Chevrolet Motor Div. 
re eer Cre 
Delco-Remy Corp. ............ 
Electro-Motive Division ....... 
ee Ea ee eee a 
ieee TORN TMs: ae ese Lis micaes 
Frigidaire Division ............ 
General Motors Corp. .......... 
GMC Truck & Coach Div....... 
Hyatt Bearing Division 
pNP Pere ee ee Tree 
New Departure Division ...... 
North American Aviation, Inc. . 
Pontiac Motor Company ....... 
S “Cs le es WN 6 55:60:05 vi Rees 
ee ae Se ee 
pe 2) a eer, 
7 Goodyear Tire & Rubber Co. ...... 
Graham-Paige Motors Corp. ..... 
9 Great Lakes Steel Corp. .......... 
Pe SE SS adce eee sous cade 
GH TERME Ts GON ccc ccccicnveccs 
Casite Corporation ........... 
Bes GBs 2c ewste rece 
ee Th in, Be wincces ssecuoavs 
52 Hess, Dr., & Clark, Inc. .......... 
3 International Harvester Co. 


ee 


ee 


eee tenner 


**eenee 


ARS 
ar ye 1 ts 


13,225 


402,426 
355,308 

47,118 
385,006 
182,469 
351,197 
114,280 
145,916 

41,600 
104,316 
103,054 
107,274 
553,878 


1,449,717 


175,154 
179,145 


ee eee 


166,196 
90,800 


see eee 


1, 


(Continued from Preceding Page) 


1944 


411,439 
197,878 
204,994 

8,567 
485,004 
166,610 
126,397 


116,138 
441,608 


Leading Radio 


Rank 
174 Adams Hat Stores, Inc............ 
50 Allis-Chalmers Mfg. Co 
102 American Cyanamid Co........... 
5 American Home Products Corp.... 
SOEs oi a Ne RNG tn bas 
Anacin & Kolynos 
pT a: re, 
Anacin, Bisodol Mints ......... 
Anacin, Kolynos, Bisodol Mints. 
Anacin and other products..... 
Aspertane 
Benefax 
PPP ree er rare re 
Bisodol-Kolynos Toothpaste and 
PO ott eeaernweees 
Chef Boy-Ar-Dee Quality Foods 
Duff’s Ready-to-Bake Mixes.... 
RS  49-554% ba oe eh bev KS 
G. Washington Coffee 
eee rere ree 
Hill’s Cold Products .......... 
Hil s Cold Tebiets. i... . ccvcess 
tS UR ee ee eee eee ee 
Kolynos, Hills Cold Tablets.... 
Kolynos Dentifrices ........... 
Old English Cleaners, Waxes... 
Old English Products .......... 
RE err ee 
Old English Wax and Dexta.... 
60 American Meat Institute.......... 
Ramee Se Ws 249-4504 64 ae wens 
92 American Safety Razor Corp....... 
59 American Tel. & Tel. Co 
19 American Tobacco Co. 
American Transit Assn. 
America’s Future, Inc. .... 
64 Anchor-Hocking Glass Corp. ...... 
Pe Ce OO cease ha eka s so abweeey 
Armstrong Cork Co. 
22 Babbitt, B. T., 
3 Ballantine, P.., 
2 Ballard & Ballard Co.. 
2 Barbasol Co. 
ie eel. RS er 
165 Berkshire Knitting Mills .... 


ee 


ee 


ee 


-~1 or 


— 


bo 


_ 


— 


*eeeee 


38,528 


eee ee 


371,177 


815,829 


255,846 
125,783 


“ee eee 


807,312 
377,248 
531,954 
807,990 
090,894 
105,867 
157,045 
785,698 
196,124 
403,422 
927,300 
170,460 
116,908 
391,907 
.220,280 


134,252 


1943 
11,075 


358,572 
181,210 
170,186 
7,176 
1,281,267 
142,753 
121,874 
146,410 
37,876 


see eee 


178,687 
90,800 
57,150 
69,700 

138,875 


see eee 


306,609 


Rank 
20 


31 


International Milling Co. ......... 
International Nickel Co., Inc. ..... 
LOVEP DPOCBTS CO... icc ccc iene 
Minneapolis-Moline Power Imple- 
NE TO ei ants cast accede 
eg A Se ee Ree ee 
Ottawa Mfg. Company 
Pennsylvania Railroad 
Phillips Petroleum Co. 
Pratt Food Company 
Quaker Oats Company ........... 
Reynolds, R. J. Tobacco Co........ 
Sherwin-Williams Company ...... 
Acme White Lead & Color Works 
Sherwin-Williams Co. ......... 
Salsbury’s, Dr., Laboratories ...... 
Seiberling Rubber Co. ............ 
Socony-Vacuum Oil Co. .......... 
Staley, A. E., Mfg. Co. .......... 
Standard Brands, Inc. ............ 
Fleischmann’s Dry Yeast-Animals 
Fleischmann’s Yeast 
Royal Baking Powder .......... 
Standard Oil Co. of Ind. .......... 
BNE IUNNUON cc cdescanscseves 
ae ee ee 
0 gE er ee 
a | 
RE Scat eek dbese eds 
» >. a aD CRS 6 re 
BGS COP. cocci ccc veees 
EP rrr errr rr. F 
CE Cs or cab aed sevenaedvaaw ees 
Union Carbide & Carbon Corp. .... 
National Carbon Co., Inc. ..... 
Union Carbide & Carbon Corp... 
United States Rubber Co. ......... 
United States Steel Corp. ........ 
Western Cartridge Co. ............ 
Bond Electric Company ........ 
Western Cartridge Co. ........ 
Winchester Repeating Arms Co. 
Willys-Overland Motors, Inc....... 


ore eee eens 


see eee eens 


eee eee eee 


1946 
233,802 
191,500 
266,349 


172,063 
206,729 
103,188 
117,127 
137,766 
106,829 
176,065 
240,558 
150,846 
1,104 
149,742 
138,837 
105,773 
236,004 
161,000 
130,324 
38,566 
90,018 
1,578 
190,019 
100,230 
167,707 
22,530 
18,467 
126,710 
146,968 
285,043 
244,377 
129,415 
129,415 
241,832 
222,796 
160,002 
23,552 
24,940 
51,610 
180,741 


Seek te 
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1945 1944 1943 
207,326 159,325 208,659 
347,203 341,617 187,450 
163,420 162,927 180,497 
171,312 112,469 96,083 

93,286 45,779 30,544 
48,735 45,300 20,800 
90,575 71,795 40,488 
108,746 116,185 111,257 
119,376 110,849 89,179 
seisey's 219,912 432,170 
18,130 2,671 810 
949 422 423 
17,181 2,249 387 
124,370 231,390 243,357 
99,044 90,163 69,099 
253,377 186,074 130,544 
Weetee = ésasyn 8,187 
115,630 175,636 147,070 
108,456 162,700 147,070 

7,174 8 eee eee 

188,516 147,492 143,042 

88,985 62,492 50,726 
200,303 97,667 92,213 
8,407 an) S45... 
17,356 11,195 9,741 
173,748 84,419 82,474 
792 ae 
166,235 159,924 186,543 
277,182 113,536 42,693 
234,447 234,317 238,059 
149,192 197,692 175,650 
125,502 109,492 92,850 
23,690 88,200 82,800 
229,542 193,516 105,208 
231,797 221,150 204,583 
72,366 93,111 130,735 
10,352 16,987 37,239 
20,487 20,250 18,936 
41,527 55,874 74,560 
85,994 53,635 43,200 


Advertisers in 1946 


Companies Spending More Than $100,000 on NBC, ABC, CBS 
and MBS Networks with Comparative Time Cost for 1945, 1944, 1943 


An Exclusive Advertising Age Compilation Based on Records of 
Publishers’ Information Bureau, Inc. 


866,834 
390,689 


5,150,121 
2,490,848 


“ee eee 
“ee eee 


439,079 


477,495 


ee eee 
serene 


344,670 
556,058 


“seer 


4,689,015 
2,449,165 


“ee eee 


(formerly separate company) 


—_ 


— 


51,223 


462,277 


323,874 
287,825 
191,368 
808,686 


760,657 

510,034 

385,246 

.680,312 
305,073 

231,193 

331,892 

884,137 

61,738 


a 


29,394 
145,410 


203,799 
375,308 
103,458 


141,360 
488,556 
285,092 


544,677 
295,792 
403,395 
652,836 
233,316 
226,575 
360,881 
667,865 


see eee 


189,997 


711,228 


387,528 
1,441,301 
220,191 
142,240 
543,360 
670,230 


| 
NL, is ou bavesealVeos eaee 
MM ces chien f.6 a de akutes 
po aS 
eS a ree ee eee 
Brown & Williamson Tobacco Corp. 
OPA es oe ae 
Campana Sales Co. .............. 
Campbell Soup Co. ............... 
Canada Dry Ginger Ale, Inc 
8 er ere 
ee rer ie 
RE A gs. Sve vs cuawee 
Albers Bros. Milling Co 
Garter Preaucts, Ihe. <.5... 6.0000 
Celanese Corp. of America........ 
Chesebrough Mfg. Co. ............ 
Christian Science Publishing Soc... 
Chrysler Corporation ............. 
CIO: Steelworkers of America..... 
eee 
Coca-Cola Company .............. 
Colgate-Palmolive-Peet Co. ....... 
Commercial Credit Co. 
COM PROGUCIS COPR.. 6k cass cecee 
Continental Baking Co............ 
COMtNENURL COM Gili ccc ieccce 
Coupnian, G. M., Be Con oc sccuus 
Cream of Wheat Corp. ....:...... 
CES POCHIME. CO, 6c. sc wcscess 
Curtis Publishing Co. ...........-. 
CGE SIG UO. a oi cies sevccsies 
i a Ee er een Tree 
Du Pont de Nemours, E. 
Electric Auto-Lite Co. ............ 
Electric Companies Advertising 
re rar ee 
Emerson Drug Company 
Employers Group, The ........... 
Equitable Life Assurance Society of 
the U. S. 
Esquire, Inc. 
Eversharp, 


see ee eww eee 


er ee ee ee 
ee 


Inc. 


+e eee eee een eens 


1946 


1,189,957 


596,779 
201,081 


2,618,285 


321,324 


2,128,653 


127,764 
299,775 


2,491,030 


197,453 
103,224 


1,453,258 


1,216,014 


336,672 
100,124 
599,088 

2,011,405 

4,564,309 
220,662 
400,868 
706,515 
389,436 
101,411 
333,532 
606,588 
971,883 
257,091 
384,954 
686,592 
869,364 


539,034 
803,156 
147,267 


699,380 
434,537 
1,854,772 


1945 1944 1943 
988,505 ue 
764,307 716,868 353,922 
199,698 218,456 211,287 

2,776,318 2,378,511 2,053,606 
288,732 | are 
2,369,736 2,244,306 2,125,058 
125,300 128,352 57,408 
575,106 631,207 369,331 
1,655,873 1,576,473 1,540,680 
49,865 aero 
775,244 575,648 572,208 
694,956 548,868 572,208 
80,288 R. - beeces 
683,200 726,211 760,534 
789,886 756,093 783,828 
666,199 656,706 643,759 
ae 8 § eitess |  dee--s 
780,148 782,064 697,724 
583,848 550,812 528,900 
2,778,332 4,241,714 4,028,011 
4,324,767 3,370,285 2,485,467 
356,696 180,636 93,082 
698,532 705,288 705,421 
Re A eer 
Perse tree 
321,351 337,499 188,865 
921,726 652,351 741,131 
940,376 603,649 rT 
256,822 257,975 246,159 
691,134 706,650 608,40! 
759,918 622,244 
548,168 651,924 345, 
871,530 1,086,576 991, 23t 
321,540 388,942 100,619 
ace awe 
1,176,187 884,069 30,793 
1,615,653 1,197,589 752,699 


(Continued on Next Page) 
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I 
I 
I 


~~ 


" 4 - — isi 3 oes a a f : tiga er et — ae 
és 50 Adver 
ee 
1946 1945 — Za S| Rank 
area 9,720 Fees 177 
100,780 116,739 = ae see 28 68 
Pit 9,720 10,600 23,850 13 164 
23,850 86,220 23,850 29,150 35 38 
Salhi 9,720 ee, bei sili 129 
51,854 56,570 64,695 65,423 26 33 
31,050 75,120 62,665 39,929 55 139 
8,275 Jue eR ie 50 
321,932 445,115 44 28 
186,542 269,796 53 8 
115,103 155,141 34 | 
20,287 20,178 = 
648,137 a 
118,413 | 
538,900 43 
145,531 111,475 122,150 5A 
P| 19,209 18,903 19 
33,835 71,278 43,589 38,333 37 
21,400 eel Spelnen wg 45 
45 po 164,222 
90,800 90,800 
52,587 79,700 85,600 
.eeeee 342,564 435,809 29 
89,903 126,245 124,845 58 
: ‘oom 10,541 ee ee 36 
24,500 32,290 54,254 98,212 
! 298 ‘ie ~; oo ga ey 
3,700 Pe BA pd 
Foti Ses 45,120 51,825 54,697 
305,108 249,208 162,412 41 
269,408 196,718 125,276 12 
35,700 52,485 37,136 16 
311,522 408,040 303,325 46 
32,613 35,942 14,500 
67,394 Stoned Pec 
148,776 97,563 92,160 17 
179,958 127,158 68,419 22 
68,000 34,200 PAP 4 59 
111,958 92,958 68,419 ‘3 
2,700 295 23,800 
56,842 P| 102,963 
503,849 | | mt 
45 
96 
98 
87 
170 
89 
173 
94 
111 
88 
127 
154 
ee _ 
86 
1946 1945 1944 1943 Rank _ a 
114,138 ere er 119,072 44 Ts 5 
961,074 P| 762,728 53,255 85 7 
455,010 717,359 RE thes 146 S| 158 
6,687,850 a 4,736,786 a 11 P| 27 
2,241,418 2,228,481 128 a 134. | 
730,251 311,201 re a Pd 107.3 
kts lp po 103,725 39,945 | 167 | ee. 
ceo, 134,834 a Te ie 
| eens suse | fd “ae 
753,016 586,709 [ie “ae 148 a Mii 
cp a eat is 8,764 | 178 
ee ee 390,112 36 a 
— || 474,978 | a asi 
—_ Zo 
237,244 ei 
lL eet A, ie ae 30 1,622,780 ae 
10,119 Ei 106 405,870 10 | 
28,876 a a ae 74 668,944 oe 
5 barat venice 158,265 161 146,952 162 : 
) 
a aire at vhedoe 123 130 
ee ere baewee ¢nshae 180 100 
oe HS oe Cie 28,956 84 a 
a a 21 aa 
222007 p 785,026 8 ro 
dime bases cae. | -aa 1 4 
aoe ae ye? saat 109 —_ 
ines reef 37,200 buts serie 70 76 ? 
a ‘atc 21,888 55,791 | 113 | 
coe Rete i® veceee 108,016 | =179 “om 
ae seats Za anak | 124 i a 
Zz 4 ae 82 i 
103,356 49 i” a 
74166 | 115 ie 
: 1,823,459 3,599,777 4,206,745 | 79 1 
aa eT a soe Oe eoeveee 55 GR 
> see ° eevee oeeeee 90 17 
@ahikc.. } 69 
=: = : 
| 160 53] 
. , : 71 150] 
lo | 
e = 3 
I 24 a , 
ol | 


30,544 
20,800 
40,488 
111,257 
89,179 
132,170 
810 

423 

387 
243,357 
69,099 
130,544 
8,187 
147,070 


eeeeee 


eeeses 


105,208 
204,583 
130,735 
37,239 
18,936 
74,560 
43,200 


353,922 
211,287 
2,053,606 
2,125,058 
57,408 
369,331 
1,540,680 


eoeeree 


572,208 
572,208 


528,900 
4,028,011 
2,485,467 


608 400 


345, 357 
991,236 
100 675 


30,793 


- "Of 
752,690 
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Rank 
177 Ferry-Morse Seed Co. ............ 
63 Firestone Tire & Rubber Co....... 
164 Fisher Flouring Mills, Inc......... 
i O° 
129 Florida Citrus Commission 
pS gg eS a ee 
139 Fuller, Dr., Foundations (formerly 
Gospel Broadcasting Assn.) 
28 General Electric Co. ............. 
3 General Foods Corp. ............. 
Baker’s Chocolate ............ 
Baker’s Chocolate-Calumet 
Birds Eye Frosted Foods....... 
Calumet Baking Powder ....... 
Calumet, Swans Down 
eS OA Set) ate 
Ie rer 
Diamond Crystal Salt ......... 
Gaines’ Dog Food 
NS rrr eererere re 
Grape-Nuts Flakes ........... 
Grape-Nuts, Grape-Nuts Flakes 
Grape-Nuts, Grape-Nuts Flakes, 
Raisin Bran, Bran Flakes 
and Corn Toasties 
Grape-Nuts Wheatmeal ....... 
Jell-O and Jell-O Pudding ..... 
La France & Satina........... 
Maxwell House Coffee......... 
USER s Scab as isis 5 <4 a0 
Post’s 40% Bran Flakes ....... 
Post’s Raisin Bran Flakes ..... 
Post a Haisin Bran ............ 
Post Raisin Bran & Bran Flakes 
Post Toasties 
eS ee eee eee 
Sanka, Instant Sanka ......... 
Sanka, Jell-O, Jell-O Pudding... 
Swans Down Cake Flour....... 
0 a 
4: Gemerml Beate EMG. nec ccicccceds 
General Mills, Inc. ........... 
oS ey 2k 6 a ae 
17 General Motors Corp. ............ 
General Motors Corp. ......... 
CN OMe gain 5-6 paces es 'ea es 
Frigidaire Div. 
ES 8) 
45 Gillette Safety Razor Co........... 
G6 Gis i Mae sho 0 Gs bees 
98 Grove Laboratories, Inc. ......... 
87 Gulf Ol] Corp. .......ccccecsccene 
170 Gee OUNOEIOS sc cece cesaee 
SO ee MI EINE, vk tec cssases 
Vite BO A eer 
me a A ee eee eee 
111 Bieibros Weteh Ce. cccciccccccscs 
88 Hires, Charles E., Co............. 
127 Household Finance Corp. ......... 
1566 oe, BIN is 6 acdsee se sess 
80 International Harvester Co. ....... 
86 International Silver Co. .......... 
34 Jergens, Andrew Co. ............. 
52 Johnson, S. C. & Son, Inc 
57 Johns-Manville Corp. ............ 
ee RR ERP Sere ree 
LOR I os Pea S iw dc eben n eg. ce ha00< 
GH Bee BOUOe TAG, occ cccccvevesase 
136: BARN Ma, ISS ook coin cadens ss tees 
107... BaPO re BO. CO. ods ieeacivecses 
169 IS 6a odd arev ees cayas 
126: a, ee Me Ge oedascesaccueus 
T PRM IS CEM.” oe Ci v5ap02d cows 
a | a See ee ee 
Lipton, Thomas J., Co. ........ 
Pepsodent Div. (added in ’44).. 
25 ENTE Sc AS¥a vcasic eens s 
31 Libby, MeNeill & Libby........... 
148 Liberty Magazine .....:......... 
10 Liggett & Myers Tobacco Co. ..... 
SE a ae,” GI bie 085 535 dees wea 
162 Los Angeles Soap Co. ............ 
130 Lutheran Laymen’s League ....... 
100 Mail Pouch Tobacco Co. .......... 
16 Manhattan Soap Co., Inc.......... 
43 Bs BOA. 6 568i wr 6 ee ¥ a cer enesss 
6 Miles Laboratories, Inc. .......... 
15 Morris, Philip & Co. Ltd. ......... 
171 Ge a AS ones a o-d0eaae eee 
6 Mutual Benefit Health & Accident 
OO ee a ree 
81 Nash Kelvinator Corp. ........... 
1 National Board of Fire Underwriters 
) National Dairy Products Corp..... 


ee 


fp es 

I NN oid eras Diai-d.y wea 0.5 
152 National Economic ‘Council ....... 
101 Noxzema Chemical Co. ........... 
CS ee ee A oa veere ssa ¥ds< 
77 Pacific Coast Borax Co. .......... 
CS ee ON eo 65.9 da 09% 0:0 bd 
12S PH, Be Feb kece cece ccecns 
53 Pet Milk Sales Corp. ............. 
- .. — eer. 
110 Petri Wine Company ............. 
7) TI IG ccc ccencacescepent 
26 Phileo Corporation .............. 
119 Baie WEie Ca. . occ cccccccces 
151 Planters Nut & Chocolate Co...... 


1946 
103,700 
791,244 
134,285 


1,249,275 


320,892 


1,534,667 


245,569 
1,730,448 
7,718,191 


291,328 


107,878 
290,835 


ee eee 


635,996 


72,204 
170,508 
303,272 
530,020 
916,828 
539,079 


102,076 
943,705 
620,600 
418,590 
223,579 


see eee 


see eee 


6,801,830 
6,576,260 
225,570 
2,181,127 
1,472,656 
697,907 
10,564 
1,185,245 
481,472 
466,460 
567,488 
122,024 
544,993 
115,497 
516,134 
392,979 
549,978 
328,659 
169,172 
609,792 
572,983 


4,217,778 
701,661 
870,000 


2,186,698 
1,194,313 
5,837,803 
2,280,443 

121,659 


650,361 
608,700 
314,468 
1,702,684 
1,272,588 
430,096 
180,788 
456,554 
716,943 
628,654 
714,353 
342,916 
884,996 
194,073 
400,145 
619,401 
1,806,230 
357,243 
180,831 


1945 
51,530 
778,432 
207,236 
1,172,618 


4460 ¢o 


1,528,480 


244,679 
3,641,597 
8,003,303 

191,844 

204,660 

481,900 

53,850 

187,553 

165,773 


eee eee 


823,539 
398,161 


eevee 


404,295 
956,704 
832,713 

12,359 
306,451 
647,353 
752,345 
266,582 
557,887 
139,499 
158,322 

6,415,278 

6,243,933 
171,345 

1,158,392 

1,033,042 


“eevee 


eee ee 


125,350 
864,315 
842,886 
893,314 
558,804 
161,334 
462,930 
109,664 
186,392 
354,280 
557,429 
1,320 
74,791 
149,876 
552,027 
1,661,616 
840,822 
864,710 
2,614,911 
445,580 
826,710 
304,542 
623,958 
205,994 
263,293 
7,274,603 
6,451,199 
823,404 
1,407,220 
1,420,561 
3,450,168 
1,556,226 
154,304 
319,476 
580,548 
2,078,640 
989,790 
5,130,691 
2,199,575 


634,099 
542,293 
419,048 
1,631,703 
1,187,456 
434,247 
445,098 
729,148 
512,412 
506,194 
298,350 
831,883 
107,058 
264,041 
656,034 
1,144,236 
331,660 
175,946 


(Continued from Preceding Page) 


1944 
3,074 
754,140 
169,168 
1,092,260 


2,710,000 


950,309 
2,413,197 
9,519,882 

343,824 


571,173 
192,075 


31,636 
382,908 
564,102 


see eee 
s*ee eee 


350,868 
742,756 
889,907 

1,481,314 


763,729 
203,490 
916,738 

8,928 
82,482 

5,746,107 

5,746,107 
999,219 
999,219 


eee eee 


703,978 
963,025 
1,047,682 
556,264 
163,451 
515,816 
108,934 
198,028 
245,563 
480,042 


eee eee 


420,106 
1,616,023 
825,260 
863,730 
3,259,859 
68,381 
754,317 


141,584 
6,933,299 
6,162,547 

770,752 
1,414,344 

937,844 
4,131,602 
1,527,773 

259,742 

425,477 

448,932 

397,296 

440,772 
5,042,099 
2,177,867 


677,421 
8,935 
120,096 
1,594,085 
1,160,702 
433,383 


800,350 

40,768 
294,700 
676,310 
859,902 
214,304 
173,719 


1943 
704,508 
89,104 
1,033,452 


2,497,845 


1,566,132 
2,016,867 
8,507,765 

330,885 


see eee 


190,080 


“ee eee 


486,643 
600,490 
654,254 
1,228,861 


see eee 


250,597 


see eee 


eeeeee 


5,352,440 


517,332 
784,298 


eevee 
ee eee 
ee eee 
“se eee 


298,310 
1,414,177 
779,960 
865,233 
2,293,884 


see eee 
see eee 


728,748 


3,806,722 
2,117,715 


6 aoe 


1,405,815 
984,023 
421,802 


452,219 
490,899 
69,214 
858,095 
37,209 
184,030 


Rank 
1 
27 
75 
14 
138 
83 
35 
104 
12 
135 
121 
155 
118 
39 


156 
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Procter & Gamble Co. ........... 
Prudential Ins. Co. of America.... 
pe Re ee 
I ns ats awn «ales 
I ON I cag 6 0c sid waa 
Radio Corp. of America 
aston Primed Coy oi. s cick cece 
Revere Copper & Brass, Inc........ 
Reynolds, R. J., Tobacco Co. ...... 
Richfield Oil Corp. (Los Angeles). . 
Richfield Oil Corp. of N. Y......... 
Ronson Art Metal Works, Inc.... 
Safeway Stores, Inc. ............. 
Schenley Distillers Corp. ......... 
Cresta Blanca Wine Co 
CE OME. winacccescusnas 
Schenley Laboratories ......... 
Seeman Brothers, Inc. ........... 
SG Me i ERs Bcc escbctcces 
Serutan Company 
EE ee eee eee 
sheatrer, W: A. Pen Co. ........... 
Sinclair Refining Co. 
ED ER, be dd ov ne oo ge cease 
Socony-Vacuum Oil Co. .......... 
General Petroleum Corp. of Cal. 
Socony-Vacuum Oil Co. ........ 
OS a eee eee 
Standard Brands, Inc. ........... 
Chase & Sanborn Coffee ....... 
Chase & Sanborn, Royal Desserts 
Coffee, Desserts, Vitamin 
eee Cr ree 
Fleischmann’s Yeast .......... 
Royal Desserts, Fleischmann’s 
eS habs his aaa kcie + ab% « 
pg i re re 
Tender Leaf Tea and Royal 
Gelatin Desserts .......... 
Tender Leaf Tea & Shefford 
CE tk aes cae ewe pees 
Tender Leaf Tea & Blue Bonnet 
eee re ee 
Standard Oil Co. of California..... 
SE ae i Re tre 
pe Peer TT Te Tete 
Bayer Aspirin & Dr. Lyon’s 
TPOUUDOWIOE ibis see oseen ds 
Dr. Lyon’s Toothpowder ....... 
Dr. Lyon’s Toothpowder & Milk 
eS eee 
Double DAMGSTING ........00060. 
Drug Products 
SPE e oe eer eer ee 
Energine Cleaning Fluid & 
Shoe White 
ME £65 Wad H Cs 46a pt008 
eT Ae ae 
Molle Shaving Cream .......... 
Molle Shaving Cream & Double 
ert ere tere 
Mulsified Cocoanut Oil Shampoo. 
og re 
Phillips Milk of Magnesia...... 
Phillips Milk of Mag. & tablets. 
Phillips Milk of Magnesia & 
Bayer Aspirin ............ 
Phillips Milk of Mag. Tablets. . 
Phillips Toothpaste ........... 
Phillips Toothpaste & Powder. . 
Stokely-Van Camp, Inc. .......... 
I IE Sivcevccccsncces 
Sweets Co. of America 
SS Se eee 

oe ee ee ee re 

Derby Foods, Inc. 
ED os 56.50 'o cid Whe wie dese 
Teen-Timers, Inc. 
EE, RS is ka he nea, 0 be 4 vials os 
Triangle Publications, Inc. ....... 
United-Rexall Drug Co. .......... 
U. S. Army Recruiting Service.... 
U. &. Rubber Co. ......4:; Casaneoys 
U. S. Steel Corporation 
Universal Match Corp. .......... 
pt oe 

Prince Matchabelli, Inc. ........ 

Wie CHOMIGRL CO. 665 ecccccss 
Voice of Prophecy, Inc. .......... 
RE Pe ee Tee 
pe A GI 5 gs eens senses 
Werner, Wil. Buy G@ COvicccccacass 

Hudnut, Richard Sales Co...... 

Raymond Laboratories, Inc 

Raymond Laboratories and 

Hudnut Sales Co. ......... 

Warner, Wm. R., & Co......... 
» of) ee eS 
Wesson Oil & Snowdrift Sales 
ee eer eee 
Western Auto Supply Co.......... 
Westinghouse Electric Corp. ...... 
OR GI Fe Ae bbc Chess des se 
ye Sree eee 
Williamson Candy Co. ............ 
a eee 
Wen, Wiig OSs CB. ccesicccues 
Young Peoples Church of the Air.. 
Zonite Precucts Corp. «2: iseiscess 


eee een en eeee 


eee ewer een ne 


eee eeeer eee eens 


ee ee 


eee ee eeeee 


1946 1945 
17,319,744 14,927,108 
1,770,158 1,009,875 
665,504 647,128 
2,425,474 2,280,517 
255,115 264,232 
600,224 500,609 
1,471,133 1,167,387 
429,170 212,826 
2,616,594 2,519,187 
287,920 259,584 
344,599 324,306 
168,258 12,985 
358,774 281,659 
1,232,669 1,053,351 
484,147 374,421 
543,279 525,882 
205,243 153,048 
re 
1,231,278 1,718,954 
1,266,839 984,970 
360,368 525,935 
620,364 603,143 
234,089 1,048,899 
199,299 208,511 
864,922 762,768 
er ee 
828,145 762,768 
804,091 907,239 
2,017,976 2,274,078 
362,115 698,196 
re 
iNwets 483,388 
618,956 285,692 
ceneat 189,792 

> eal 277,944 
ae 
330,375 338,466 
161,090 142,752 
9,455,334 8,252,208 
1,882,529 2,151,055 
1,044,324 1,399,442 
326,729 121,469 
Fa 
326,528 154,622 
169,662 200,899 
339,858 325,848 
727,967 661,172 
168,115 460,693 
493,170... 
42,388 111,916 
343,114 332,217 
989,978 830,095 
249,691 590,740 
13,538 223,388 
524,718 370,797 
bled 317,855 
297,006 464,208 
1,010,256 976,644 
148,320 205,625 
1,865,658 1,483,725 
1,717,591 1,483,725 
148,067 ss. ces. 
1,083,318 1,077,999 
228,918 64,371 
131,166 398,521 
)., 2, 
809,582 613,032 
783,581 166,253 
725,685 1,118,745 
1,167,110 372,815 
ee 
330,396 645,244 
127,323 452,474 
203,073 192,770 
539,762 253,561 
528,351 453,869 
385,203 125,944 
504,241 8,748 
57,976 ...... 


_ 


320,076 


126,189 


531,969 


466,000 
136,118 


224,735 


875,267 
346,547 
408,229 
270,594 
937,444 
207,810 
681,868 


505,603 
22,872 
1,742,322 
155,013 
354,675 
551,694 
34,755 
2,057,578 
214,121 
701,078 
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1944 1943 
13,098,076 10,825,222 
620,405 574,697 
591,608 531,896 
1,999,955 1,717,215 
Ot re 
573,445 295,725 
544,937 86,604 
3,420,834 3,420,894 
243,358 235,376 
20'164 179.579 
83.185 6,588 
1,101,732 1,025,726 
393,945 527,736 
530,274 497,990 
ima °C 
1,145,708 919,438 
834,521 310,969 
566,990 356,636 
1,301,917 516,601 
205,149 199,114 
1,380,563 1,364,481 
1,380,563 1,364,481 
891,002 754.384 
3,216,734 2,618,422 
686,080 965,483 
965,170 901,747 
1,113,593 595.756 
451,891 145,436 
209,148 139,119 
8,399,916 7,666,626 
1,778,589 1,635,487 
121,932 ...... 
1,571,386 1,388,949 
162,628 ...... 
444,750 398,358 
308,547 246,956 
666,921 1,100,758 
560,088 551,256 
vecaee 119,671 
303,763 281,196 
905,228 ...... 
389,110 ....... 
210,470 ~~... . eg 
251.815 108,519 
ro Rate 
564445 ...... 
321.993 13,364 
956,348 840,267 
240,476 117.634 
1,257,188 985,227 
1,257,188 985,297 
1,104,527 1,626,056 
1,306,719 796,731 
779,309 822,037 
298'401 89,819 
480,908 732218 
276,010 474,789 
381,593 503.332 
424,494 402,426 


345,800 
397,248 
2,386,781 
241,190 


732,427 


310,648 
350,216 


1967 Be 
ae 
1943 ) a 
87,450 Tie 
P| = 
80,497 a eT a Soe fides. 1 a 
96,083 —_a sl aa 
534,600 exe ae | 
_—| 548,298 208,236 | 
pe Vat mee 509,497 
_ reel 
-—— 138,657 229,230 «222,390 | 168 
19,852 ie i, ee 
45,948 = el ones 37 
838,347 | pees 117 
147,070 | 451,270 | By | 
143,042 _ . 
50,726 322,856 [EE = 213,008 : 
92,213 | *-* oe eon 68 6 
"9,741 = | 
82,474 
186,543 RIS 
Sens poh. >: TP Pa; 
pe 231,554 158,754 
175,650 (816,228 
82,800 a 
pees, 316,742 ae 
107,946 ty sil ae 
5,410,040 | Ress 
56,600 ine 
835,884 | ia 
385,030 a fi: 
aes, Sa ies 
{ 6 418,586 : 
524,230 
2,640 
335,076 
47,494 
a | 
28,054 
1,511,238 
1943 894,918 
a 861,329 : 
| 2,791,967 | 
151,821 ae 
785,385 779,568 
295,901 Eee ae 
404,731 452,075 come, 
124,554 iis Gove | 138 : 
332,858 fa 48 
5,789,439 159 
a a 5,794,570 | 23 
po — | 
1,843,203 1,209,581 | 47 
eee isi 1,609,684 ie a 
ae sca 228,186 18,708 166 : 
ras 2,734,140 4,021,620 175 7 
ees, 109 1,605,893 1,093,818 | 58 . 
ss 137,672 235,109 | 66 < 
8%, (28 319,354 477,730 | 67 7 
ia 462,311 330,696 | 46 a 
87,796 | 97 Br 
sty 2 | 126 pre 
93,082 
get wrere ewvduns renee ) a 
705,42) — i 
ictal we 114 7 
ee al Pee ger 95 ’ 
188.8% “tee me as 
741,19) MEM (Added to Warner in 1946) 
246,199 ma ae 
ve ay dead cree 8,748 424,494 402,426 
a 438,167 Pe A 91 210,912 horus Pees 
oe 712,107 536,555 99 . 
432,990 P| 463,330 393,990 ; 
516,616 163 Hea aaa 
287,780 4] | 1,473,719 537,402 
105 pe 
ia. tae 108 
| a at 136 eee ie 
ae 594,819 51 2,657,483 - 
ca eaer 14! 395,431 s 
150,162 73 ME 2 -583,556 s 


52 
Preserve Council Adds 4 


The Preserve Industry Council, 
Chicago, has added four Pacific 
Coast preservers to its member- 
ship, bringing the total member- 
ship to 91 preserve manufacturers 
and suppliers. The four new mem- 
bers are: Diamond T Preserving 
Company, Lady’s Choice Foods 
and Tropical Preserving Com- 


Point of Sate [APE 


PRINTED © CELLOPHANE © ADHESIVE 


TOPFLIGHT TAPE CO. 


HUBER BLDG.. —— YORK, PA. 


pany, all in Los Angeles, and 
Southwest Food Products Com- 
pany, Long Beach, Cal. 


R&R Elects Pierce V.P. 


Ruthrauff & Ryan, New York, 
has elected Sam Pierce a vice- 
president of the agency. Mr. 
Pierce has been with the organ- 
ization since 1942 in the radio de- 
partment in Hollywood. 


Nielsen Adds Four 

Ford Motor Company, Detroit, 
and Toni Company, St. Paul, and 
their advertising agencies, J. Wal- 
ter Thompson Company and 
Foote, Cone & Belding, respec- 
tively, have subscribed to the 
Nielsen Radio Index, Chicago. 


3,000,000 
Cncaldlon Gpuavanlead 


... ALL MEN * 
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Ferriston Names Arndt 
= Ferriston Mills, Rahns, Pa., has 
ea) RE eee ee eH appointed John Falkner Arndt & 
mcoan Co., Philadelphia, to handle its 
FEBRUARY 1947-1946 | LOSS i | GAIN advertising. The company’s Fer- 
CLASSIFICATION | mmcom | 20 10 10 20 30 40 50 riston Farms pastry mix, a Penn- 
> aa _| 16.3 e. ae sylvania Dutch type pie crust, 
ee 6.0 — will be promoted in newspapers 
AUTOMOTIVE... 9548 with radio support. 
FINANCIAL “4.9 : 
TOTAL DISPLAY... | 15.2 
cn ———— | Ws Promotes Howland 
TOTAL ADVERTISING. | 15.5 , 
DEPARTMENT sToRES.| 14.3 Joseph G. Howland, advertis- 
aan ing manager, has been appointed 
JAN. 1-FEB. 28, 1947-1946] LOSS ° I GAIN director of advertising of the 
CIASSINCATION [mcm] 20 to ) 10 20 30 40 50 Pressed Steel Car Company, do- 
iB tn SO = mestic appliance division, Chicago 
cnpa_..__| 5.6 ee manufacturer of Presteline elec- 
AUTOMOTIVE... $4.7) tric ranges and refrigerators. 
FINANGAL _ 11.2) oot 
TOTAL DISPLAY ___ 17.1 a ens aii ai 
CASSIE 214 Names Rodgers & Brown 
ateelantqguerioc | a Miller Venetian Blind Mfg. 
SS Company has appointed Rodgers 
& Brown, New York, to handle 


FEBRUARY NEWSPAPER LINAGE AT A GLANCE—Media Records’ measure- 


ment of newspaper linage in 52 cities shows the automotive classification in 4 


advertising, effective May 1. The 
agency reports the company will 
spend $75,000 in newspapers, out- 


- " x with apologies to 
= = the 2,000,000 women 
f readers Daniel Starch 
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G roup 


spectacular gain, compared with the 1946 February record, breaking the ther- 
mometer with an increase of 95.8%. Financial was the only loser for the month. 
In the Jam. !-Feb. 28 record, automotive led with a gain of 54.7%, compared 
* with the same period last year, and total advertising gained 18.1%. 


door, car cards and radio. 


Milwaukee Maps 
Record Ad Drive 
for War Memorial 


MILWAUKEE—“The most com- 
prehensive advertising program” 
ever conducted in Milwaukee 
county will get under way May 
15 to promote a drive for $5,000,- 
000 to build a war memorial 
center here. 

George Callos, vice-president of 
Klau-Van Pietersom-Dunlap As- 
sociates, is in charge of the adver- 
tising campaign. He told a meet- 
ing of Milwaukee advertising men 
that “this story must be told to 
everybody before we can expect 
the public to give in proportion 
to the memorial’s worth to the 
community.” Milwaukee firms 
have agreed to meet all promotion 
expenses. 

These figures were cited by Mr. 
Callos to bear out his statement 
that the advertising program will 
be the county’s most compre- 
hensive: 

Ten full-page newspaper ad- 
vertisements, 100 24-sheet post- 
ers, 7,000 window cards, 10,000 
street car cards, 2,000 posters or 
“dash” signs for the outside of 
streetcars and buses, 8,000 posters 
for window displays, plant post- 
ers, trucks, buildings, etc.; 400,- 
000 mass distribution folders, 
20,000 booklets, 15,000 “question 
and answer” leaflets, 2,000 tax ex- 
planation cards, 5,000 “plot” plans, 
200,000 receipt cards for those 
who contribute; 200,000 lapel but- 
tons, 10,000 workers’ identifica- 
tion cards, 2,000 merit award cer- 
tificates and 200,000 window 
stickers. 

Local radio will play a major 
role with station breaks, spot an- 
nouncements, transcriptions, par- 
ticipation in local programs and 
15-minute programs featuring the 
drive. 


WLOL Appoints Two 


Bob Bouchier, chief announcer 
of Station WLOL, Minneapolis, 
has been named program director 
of the station. Jack Thayer, for- 
merly with Tel-Ex Corporation, 
has rejoined the station as an ac- 


+ CHICAGO - SAN FRANCISCO | handle advertising. 


count executive. Mr. Thayer was 
|a former WLOL announcer. 


Appoints Gerth-Pacific 


Gerth-Pacific Advertising 
| Agency, San Francisco, has been 
| appointed to handle the advertising 
of Jacuzzi Bros., Inc., Richmond, 


industrial pumps. 
| port publications will be used. 


| Names Hicks & Greist 


| Young Corporation, Fall River, 
manufacturer of Young 
washing machines, has appointed 
Hicks & Greist, New York, to 


| Mass., 


/Cal., manufacturer of farm and 
Farm and ex- 


General Motors Adds 


3 Units to Science Show 


The General Motors Previews 
of Progress program has been 
broadened by the addition of 
three more shows, which will 
make their bases in New York, 
Chicago and San Francisco. This 
addition gives the company four 
units, the fourth being in Detroit. 
Actual stage demonstrations are 
given in jet propulsion, the manu- 
facture of butyl rubber, atomic 
energy, sound recording, infra-red 
rays, etc. The previews are pre- 
sented without charge and are 
shown mainly to General Motors 
employes and their families and 
to school groups. 


Insurance Admen to Meet 


The Life Insurance Advertisers 
Association will hold a southern 
round table session at the Hotel 
Cavalier, Virginia Beach, Va., 
May 9-10, and a north central 
round table session at the Edge- 
water Beach Hotel, Chicago, May 
30-31. The association’s annual 
meeting will be held at the 
—” Frontenac, Quebec, Oct. 


Buys ‘Better Food’ 


Practical Home Economics, New 
York, has purchased Better Food, 
formerly known as American 
Cookery, and will consolidate 


these two publications with the 


June issue. 


production, distribution 
... for forty-five years. 
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Fargo Forum Survey Shows 
Population Increase! 


Fargo Population .........38,000 
Moorhead (Minnesota)... ..12,500 


Total 50,500 


ABC March 31, 1947 
Daily (morning and evening)... 45,507 


.. 45,776 


Write for market 
folder 


Members: Audit Bureau of 
Circulations, Northwest Daily 
Press Assn. 


Representatives, 
Kelly-Smith Company. 
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Stop Tinkering 


» has 
dt & = 
eit with Trade Pacts, 
er- P 
enn- | Bristol Appeals 
oer. WasHIncTton—Henry P. Bristol, 
president of Bristol-Myers Com- 
pany, warned the House ways and 
means committee last week that 
continuous tinkering with the re- 
ertis- ciprocal trade agreements pro- 
»inted gram makes it “very difficult” for 
f =the business men to build sound ex- 
ry do- port and import organizations. 
11cago Urging the committee “to leave 
—_ existing laws unchanged,’ Mr. 
‘ Bristol argued that the “fear of 
future tariff increases on our part” 
wn may be “just as stifling to foreign 
Mfg. trade as tariff increases them- 
odgers selves.” 
nandle He views the fear of higher 
The tariffs as a serious impediment to 
y will foreign exporters of manufactured 
$s, out- goods, who might otherwise 


“through use of the merchandis- 
ing techniques so highly de- 
veloped here,” build sizable mar- 
kets in this country. 


Dangerous to Plan Ahead 


“It is difficult for a business 
firm to invest substantial sums 
of money in advertising and mer- 
chandising campaigns only to find 
that when the time comes to sell 
these increased quantities of prod- 
ucts, a tariff increase will, after 


all, render the transaction im-| 
possible,” he declared. 
Mr. Bristol sees the most im-| 
portant import trade possibilities | 
in semi-luxury high quality goods | 
and in expenditures of American | 
tourists abroad. Noting that only | 
20 to 25% of our current imports | 
are manufactured goods, he said: 
“Our import trade remains that 
of a _ relatively poor country, | 
whereas our standard of living at | 
home would justify us in spend- | 
ing abroad much more on a great | 
variety of high quality goods.” 
Mr. Bristol views reciprocal | 
trade agreements as “a very mod- | 
erate scheme for gradually speed- | 
ing up international commerce | 
without any major disruptions in | 
our domestic economy.” He hopes | 
that “we shall initiate in the next | 
10 months anew period of gradual 
and steady reduction of the bar- | 
riers which obstruct international | 
trade.” | 


NAB Appoints Six | 


The National Association of | 
Broadcasters, Washington, has| 
made the following appointments: | 
George C. Biggar, WIBC, Indian- | 
apolis, to the special standards | 
of practice committee, and the| 
folowing midwestern station 
executives to serve as committee | 
members representing District 8: | 
Worth Kramer, WJR, Detroit, | 
program committee; Clarence} 
Leich, WGBF, Evansville, Ind., | 
public relations committee; D. E. 
Jayne, WELL, Battle Creek, small | 
market stations committee; Mr. | 
Biggar, employe - employer rela- | 
tions committee; Donald A. Bur- 
on, WLBC, Muncie, Ind., engi- 
neering committee, and Harry W. 
Betteridge, WWJ, Detroit, sales 
managers committee. 


Boosts Advertising 100% | 
Burrows Company, Chicago, na- | 
tonal distributor of hospital} 
equipment and supplies, has in-| 
reased its 1947-48 business paper 
| direct mail advertising in the 
pital field 100%. Root-Manda- 


. h Advertising Agency, Chi- 
0, is the agency. 
loins Zimmer-Keller 
\. H. Ritter, formerly with 
j rles Daniel Frev, Chicago, has 
; ed Zimmer-Keller, Inc., De- 


t. in a creative and executive 
acity. 


Nettleton Names McLean 


‘ussell E. McLean, graphic arts 
ructor in the School of Jour- 
sm, Syracuse University, has 
n named advertising manager 
ot the A. E. Nettleton Company, | 
Syracuse. | 


Starts Drive in Canada 


A wide list of Canadian news- 
papers from coast to coast is 
carrying a new campaign for Di- 
gestif-Rennies tablets, manufac- 
tured by E. Griffiths Hughes Ltd., 
Manchester, England, and distrib- 
uted in Canada by John A. Hus- 
ton & Co., Toronto. 


Two Appoint Seidel 


William Parness Furs, Inc., and 
Bergman Scott Trager, Inc., both 
manufacturing furriers, have ap- 
pointed Seidel Advertising 
Agency, New York, to handle 
their advertising. 


Omar Names Blackett 


Omar, Inc., Omaha, has named 
Hill Blackett & Co., Chicago, to 
handle the advertising of its mill 


and bakery divisions. 


Appoints King 

C. A. King, formerly with Lib- 
erty, has been appointed Montreal 
advertising representative of the 
Daily Commercial News and 
Building Record, Vancouver, B. C. 


Leatherkraft to Larken 


Leatherkraft, Inc., Minneapolis, 
manufacturer of leather and cloth 
sportswear, has named Larken 
Advertising, Minneapolis, to 
handle its account. 


Assigns Call Letters 


The call letters WEXT have 
been assigned by the FCC to Mil- 
waukee’s newest radio station, 
which has received a license to 
operate on 1,000 watts daylight 
hours, at 1430 kilocycles. The 
station will be operated by An- 
dave Radio Company, 808 N. 3rd 


St. Arthur E. Meyerhoff of Ar-| sales promotion and advertising of 
thur Meyerhoff & Co., Chicago injection molded plastics and rigid 
and Milwaukee agency, and_| transparent containers. 


George Grabin, Milwaukee branch | 
manager of the agency, are asso- 
ciated with the company. 


"You are doing splen- 
did work on Better 
. Fruit." 
Appoints Love , 
L. E. Love, formerly on the sales 
promotion staff of the Toronto of- 
fice of Howard Smith Paper Mills 
Ltd., has joined French Ivory 
Products Ltd., Toronto, to handle 


A. Z. Wells, 
pioneer apple grower 
Wenatchee, Wash. 


Write for full story 
| 1135 $. E. 
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MILLIONS 
OF BUSHELS 


Try These for Size! 


This is bonanza year in agricultural Kansas. One of the greatest wheat crops in history is 
forecast . .. and at an epochal price. Where these factors meet there is BUYING POWER; and 
hundreds of manufacturers already are prospecting for sales to Kansas farm families. 


They are aware that in Kansas wheat is balanced by livestock and many crop items. They 
know that this year’s bonanza is the peak of a six-year period of high income ($911 million 
in 1946). They realize, too, KANSAS FARMER is the direct route to this huge purchasing power. 


PRICE PER 
BUSHEL 


lf you want buying prospects, let KANSAS 
FARMER carry your sales messages directly 
to these high-buying, high-income farm 


homes. It has been the accepted agricul- = 
tural leader in Kansas for 80 years. 


CAPPER PUBLICATIONS, INC., offices are in New York, 
Chicago, San Francisco. Home office: Topeka, Kansas 
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RATES: 60c per line, minimum 


25 letters and spaces per line; light body face 34 


lines $3. 


publication date. 


Display classified advertisements take card rate of $9 
card discounts on multiple insertions and space over 5 inches apply on display. 


_ HELP WANTED _ 
FRED J. MASTERSON 
Advertising & Publishing 

Personnel 


Placements of all types with leading | 
|} bonus and 


organizations 
185 N. Wabash Ave., Chicago. 
ADVERTISING MANAGER 
WANTED 


Leading Heavy Construction Ma- 
chinery Manufacturer located near 
Chicago has good opportunity for 


Advertising Manager. ' 
construction and material 
fields desired. 
mation in first letter. : 

30x &889, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


“ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements 2nywhere in the 

United States 
GEORGE WILLIAMS—Personnel 


209 S. State St., Har, 2063, Chicago 
MAIL ORDER. Unusual opportunity 


open in San Antonio with one of 
Texas’ largest mailers. Must have 
executive ability with extensive 
training in copy writing, layout, 
editing and cost analysis. Please 
give full details in first letter: Age, 


educational background, 

business experience, 

ences and salary expected. 

formation will be held in 

onfidence. 

. Address reply to P. 0. Box 2710, 
San Antonio 6, Texas. 


All 


HELP WANTED 


POSITIONS WANTED 


Knowledge of 
handling 
Give complete infor- 


resume of 
business refer- 
in- 
strictest 


PROMOTION MAN 


Chicago trade association de- 
sires to employ immediately a 
Public Relations Director whose 
background and experience in- 
cludes promotional activities. 


Applicant must have had expe- 
rience in organizing and execut- 
ing promotions created for 
good public relation purposes. 


Please state experience, age 
and salary. 


Box 6702, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACE REPRESENTATIVE 


| Merchandising publication has op- 


portunity for space sales represen- 
tative in Chicago territory. Salary, 
expense acct. arrange- 
ment. Submit full details on pre- 
vious experience, past earnings, age. 
Our employees Know of this adver- 
tisement. 

Box 8914, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
AGENCY WANTS 
ACCOUNT EXECUTIVE 
This is a splendid opportunity for 
a man with vision and initiative to 
become associated with this organ- 
ization, ayersae length of service 
of our sta is over thirteen years. 
They know of this advertisement. 
Please give full particulars when 

writing. 
Box 8912, ADVERTISING AGE 
190 E. Ohio St., Chicago 11, Il. 


Old established monthly magazine 
with half a million circulation has 
steady job for a man who can oper- 
ate and maintain addressing equip- 
ment and help with maintaining the 
subscription list. Right man can 
become head of department. Fair 
pay during training period to will- 
ing but inexperienced man. Located 
in Chicago. For interview write: 
Box 8910, ADVERTISING AGE 


Adv. Mgr. kitchen cabinets. .$10,000 
Adv. Mgr. sporting goods.... 7,500 
Adv. Mgr. disinfectants...... 7,500 
B@y. TEE, GHETTO) «6 6<c esc ccee 6,000 
Copywriter, agcy. natl....... 15,000 
Copywriter, consumer gds.... 10,000 


Copywriters, all kinds....to 6,000 
Contact Man, agency........ 10,000 
Mer. new business dept..agcy. Open 
Art Director, adv. agcy....... 10,000 
Layout Man, creative........ 7,500 
Layout Artist, agcy........ to 7,500 
Sales Mgr. indus. trcks...... 7,500 
sales Mgr. office devices..... ,500 
Sales Prom. bldg. matrl...... 6,000 
Sales Prom. bakeries........ 7,500 
Editors, trade papers...... to 6,000 
Prod. Men adv. agcys.......to 4,800 


THE HONES COMPANY 

14 E. Jackson, Chicago 
ARTIST, LAYOUT—Young, aggres- 
sive, growing Omaha advertising 
agency offers opportunity for artist 
capable of clean, quick, forceful, 
creative visuals and semi-comps for 
newspaper, trade and _ industrial 
mags, farm papers, outdoor; finished 
spots, assembly and art direction on 
outside purchases. Ability governs 
earnings. 

Box 8904, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
POSITIONS WANTED 
ADVERTISING PRODUCTION 
man familiar in all phases of Graphic 


Arts. Advertising agency  back- 
ground. Ex-service man. 
30x 8915, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, 111. 


' 
i 
| 
' 
' 


So. Cal. Sales Promotion 
& Publicity Executive 


Will act as Coast representative for 
agency or advertiser, full or part time. 


Writer-producer of local, national pub- 
licity and sales promotion campaigns 
for top agencies, corporations, asso- 
ciations in Southern California for 15 
Auto, oil, radio, aviation, gen- 
eral accounts. Market knowledge, con- 
tacts, movie tieups. Excellent refer- 
ences. Write: ED FORTMAN, Room 
417, 315 W. 9th, Los Angeles 15, Calif. 


years. 


eet 


. 
| 
' 
' 
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COPY and CONTACT MAN 


Small, established midwestern agency has 
real opportunity for experienced copy- 
writer with executive ability. The man we 
want must be young, write good copy on 
a variety of industrial products, and be 
able to assume responsibility. Reasonable 
salary now. Possible profit-sharing arrange- 
ment in future. Reply in confidence. Age, 
experience, education and salary required 


Box 6703, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill 


ADVERTISING — SELLING 


| Mahon 


PROMOTION 
lf you need a special type individual— 
and have better than average product— 
1 am interested. Plenty of experience in 
sales, advertising and promotion. Base 
$8500 
Box 6704. ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill 
WOMAN 


TRAFFIC MANAGER 
ADVERTISING AGENCY 


Experience in actual operation of traffic 
necessary. Typing required. Fast growing 
agency. 5S day week. Excellent working 
conditions Located on Michigan Ave 
Box 6705, ADVERTISING AGE, 100 E. Ohio 
St.. Chicago I!, Illinois 


ADVERTISING & PROMOTION 


Total 8 yrs. elec. & appl. exper. 
4 yrs. met. Thoroughly familiar 
with copy, layout, production of 


catalogs, booklets, folders, displays. 
Organize and set up promotion. Uni. 
grad., age 34. 
Box 8908, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Ad man with growing pains seeks 
broader opportunity. No glib gab- 
fester, but a solid performer who 
knows ideas, copy, and how to work 
with others. Understands full can- 
vas, and how to fill in his part of 
the picture. 13 years experience 
with retailer and manufacturer. 37, 
married, two hostages to fortune— 
so is looking for long-term proposi- 
tion. Not for sale cheap, but what 
good product is? 

Box 8916, ADVERTISING AGE 

100 KE. Ohio St., Chicago 11, Il. 
Agency Prod, Mgr. or Asst. 12 yrs. 


exp 39 Knows all phases. Best 
ref. $325-$350. mo. Chicago only. 
Box 8902, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, II. 


PACKAGE OFFER! 


Three ambitious young women copy- 


writers interested in opportunities 
in South America. Experienced in 
black and white, radio, production, 
public relations, promotion and news 
reporting. Some knowledge of 
Spanish. 
Box 8909, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ART DIRECTOR 
Exceptional background. 
osition good firm. Present salary 
$9,000. Please write for details. 
Box 8911, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Desires 


EXPERIENCED COPY WRITER 
seeks better opportunity. Now writ- 
ing numerous national accts. for 
major indust. agency. 12 years pre- 
vious exper., including agency copy, 
asst. advtg. managership with lead- 
ing mfr., i gee es etc. Age 34; 
married; will go anywhere. 

Box 8903, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AGENCIES ATTENTION! 


¥airly brilliant idea and copy man, 


black & white and radio. Agency 
experienced, basic training in retail. 
Will consider $6,500. Chgo. only. 

Box 8905, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Ten Talents in Search of A Job 
12 yrs. Exper. all Agency Proce- 
tures: Spot Time Buying; Traffic; 
Madsing & Resch, Asst; Asst to Acct 
Exec; Supervising Corp. Adv. Per- 
sonable Girl Friday. 

Box 8901, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ACCOUNT EXECUTIVE 
Aggressive, well educated young 
man with 12 years ad experience. 
Have one small account in my 
pocket and several other good pros- 
pects. Expert on consumer goods, 
particularly foods, merchandising 

and radio. Now active in radio. 


Looking for association with repu- 
table Chicago agency. Accustomed 
to earnings of five figures. 
Box 8906, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Leading CCA food trade publication, 
ready to launch a new magazine in 
an allied field, needs experienced 
sales representative in New York 
City and East. Send full details on 
training, experience, age, other pa- 
pers represented, office arrange- 
ments, if any, and earnings expected. 
Replies in 100% confidence. 

Box 8878, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED—REPRESENTATIVES 
In Detroit, Cincinnati, Cleveland, 
Pittsburgh, St. Louis, Milwaukee, 
Philadelphia, Indianapolis, for En- 
gineers’ Power Plant Directory, es- 
tablished annual publication with 
excellent advertising media. 

Box 8913, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SALES REPRESENTATIVE 
WANTED IN CLEVELAND AREA 
Leading manufacturer of nationally 
advertised sales tools offers per- 
manent position with liberal draw- 
ing account and active accounts for 
man who can contact sales manag- 
ers and advertising departments. 
Real opportunity for man who wants 
to develop substantial income rap- 
idly. Technical background and ex- 
perience selling advertising space, 
direct mail campaigns, or advertis- 
ing specialties especially helpful. 
Write fully, stating age, education, 
experience and starting income de- 
sired. 

Box 8907, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Aggressive, experienced representa- 
tive wanted to cover farm accounts 
for expanding national magazine. 
Some business now; large potentials. 
Box 8917, ADVERTISING AGRE, 
100 E. Ohio St., Chicage 11, Il. 


4 Join Doyle, Kitchen 


Andrew J. Cullen, Jan Van 
Eerde, Clara Simmons and Jack 
McMahon have _ joined Doyle, 
Kitchen & McCormick, New York, 
in the copy, art, media and pro- 
duction department, respectively. 
Mr. Cullen was recently with 
C.1.T. Corporation, advertising its 
automotive financing; Mr. Van 
Eerde, who becomes associate art 
director, has been with Lawrence 
C. Gumbinner, G. M. Basford, and 
Hixson-O’Donnell Advertising; 
Miss Simmons was _ formerly 
media director 
Company, Dallas, 
was until 
production 


and Mr. 
recently 
department 


Mc- 
with 
of 


the 


| Buchanan & Co. 


Bean Takes Over Agency 


Arthur Bean, formerly vice- 
president and account executive 


of Tracy-Locke | 


Quits Burton-Rodgers; 
Plans Own Company 


Howard Williams, one of the 
principal stockholders and execu- 
tive vice-president of Burton- 
Rodgers, Inc., Cincinnati display 
company, has resigned to organize 
a new company, Howard Williams 
& Associates, which will engage 
in advertising and merchandising 
promotions, including all types 
of advertising displays and signs. 
Offices will be located in Cin- 
cinnati. 

Mr. Williams was the founder 
and president of Co-Operative 
Displays, Inc., now a division of 
Burton-Rodgers. 


| Lopes Appointed 


Electrical Engineering, 
York, has appointed J. S. Lopes 
as advertising director. Mr. Lopes, 


of Knight & Gilbert, Inc., Provi-| who entered the industrial pub- 


dence, has become sole owner of | lishing business in 1943, was for-| 
the agency and has become presi-| merly director of advertising for 
He has been | Crocker - Wheeler 


dent and treasurer. 
operating the agency 


years. 


Electric 


Bowles Tackles 
New Capital Job 


| ahead.” 


| control, 
|Taft housing bill, broader social 


|bors are selling theirs for $3 
| bushel? 


he knows he can get? 


New| 


Mfg. 
in recent| Company, Ampere, N. J., division | actually less than a year ago, as 


—Trimming Prices 


Shapes Voluntary 
Plan Sponsored by 
Wyatt Group 


WaASHINGTON—Former Price Ad- 
ministrator Chester Bowles was 
back on the Washington scene this 
week working on a plan to bring 
about “a gradual reduction of 
prices” before “consumer buying 
power is completely dried up.” 

Though he visited the White 
House last Tuesday, Mr. Bowles 
doubted that he would return to 
the government following the 
completion of a “voluntary” price 
stabilization plan which is to be 
sponsored by “Americans for 
Democratic Action.” 

The plan, still in preliminary 
stages, calls for an industry com- 
mittee, under the supervision of 
the Commerce Department or the 
Economic Council, to advise 
various industries on opportuni- 
ties and methods of reducing 
prices. 


Explained to Truman 


The plan, outlined to President 
Truman during the Bowles visit, 
is to be developed under an in- 
vitation from former Housing 
Expediter Wilson Wyatt, chair- 
man of ADA, the anti-Communist 
“liberal” organization. 

Mr. Bowles broke nine months 
of silence last Sunday by writing 
in the New York Times that price 
increases since last June have al- 
ready cost American families $8 
billion. 

He called for steps “within the 
next 60 days” to “cushion what- 
ever economic shock may lie 


These measures—extended rent 
the Wagner - Ellender - 


security, 65-cent minimum wage, 
reduction of the national debt— 
will not neutralize the mistakes 
of the last 10 months. But they 
would help, and might even turn 
“a potential smashup into a 
modest readjustment of the cream 
puff variety,” he said. 


Admits Cuts Difficult 


The Bowles article questioned 
whether business men and farm- 
ers could cut high prices quickly 
enough even “if they really 
wanted to.” 


“No individual business man is | 
really the master of his own de-| 
cision so far as costs are con-| 
cerned,” Mr. Bowles pointed out. | 

“No business man, no matter) 
how enlightened or public spirited | 
he may be, can do much by | 
self to control what happens to 
the final price that we consumers | 
pay. 
“It is all right to talk glibly | 
about the public duty of our | 
farmers and business men to sell | 
only at reasonable prices in a} 
period in which they can, for the | 
most part, get whatever they ask. | 

“But human nature being what | 
it is, can we really expect the in- | 
dividual farmer to sell his wheat 
at $1.60 a bushel when his neigh- | 


“Or the business man to cut 
his prices 30% or 40% below what 


‘What Would You Do?’ 
“Business men and farmers, for 


'the most part, are no more selfish 
| than the rest of us. 


What would 
you do under the circumstances?” 

Mr. Bowles claimed that pro- 
duction of many types of goods is 
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reduced buying power of lower 
and middle income families. The 
actual unit volume of food is 
roughly 8% below a year ago, he 
said. The 30% rise in milk prices 
during the past 10 months has 
resulted in a 10 to 15% drop in 
fluid milk consumption. 

While he acknowledged there 
was 8% more meat than a year 
ago, he credited the change to a 
drop in military buying. Restau- 
rant business is down and drug 
store sales are 5% below a year 
ago, he said. 

He found wholesale prices up 
31% in 10 months, and food at 
retail also up 31%. Since June, 
drugs are up 67%, fats and oils 
doubled, soap up 62%, lard 72%, 
oleo 73%, milk 32%, coffee 49%, 
bread 25%, and meat 60%. 

Though OPA considered ap- 
parel prices high last June, cot- 
ton goods are up 39%, leather 
63%, paints up 60% and lumber 
50%. 


‘Item by Item’ 
Price Cut Urged 
by Retail Group 


WASHINGTON—The American 
Retail Federation reminded its 
members Tuesday that an “item 
by item” price reduction would 
head off a drop in inventory 
values like the one that cost re- 
tailers $11 billion after World 
War I. 

Jerome M. Ney, chairman ot 
the ARF board, and Walter Mar- 
row, president, joined in four sug- 
gestions “to help in establishing a 
sound economy”: 

1. Pledge buyers to seek out 
and eliminate “uneconomic ele- 
ments” in the price of goods they 
buy. 

2. Pass to customers intact any 
benefits of reduced prices at the 
supply level. 

3. Apply the same price econ- 
omies at their own level they de- 
mand of suppliers. 

4. Shorten merchandise com- 
mitments. 

By “uneconomic elements” they 
meant anything “beyond prewar 
base plus new labor, tax and ma- 
terials costs, and a fair profit.’’ 


‘Should Go Further’ 


“A great many retailers have 
already found dramatic ways to 
tell the public what they are do- 
ing,” the ARF said. “We are 
recommending that more do this. 
The efforts of the President 
should be welcomed as giving ef- 
fective leadership to something 
that is under way and should go 
further.” 

The remedy to rising expense 
ratios is in higher sales volume, 
not higher prices, ARF argued. 
“It is lower prices that result 
maximum volume of operations, 
all along the line from producer to 
consumer,” it said. 

Merchants were reminded that 
present profits could disappear 
a sharp price break. “The me: 
chant does not take his profit o 
and spend it,” the federation said 
“He keeps putting back the mone) 
he gets for goods into more goo 
at higher prices and his profits to 
day are largely tied up in i 
ventory.” 


‘ f 


Plugs Swimplay-Suits 
Lee Knitwear Corporation, New 
York, through Hicks Advertis! 
Agency, New York, is promoti 
its Lee Swimplay-Suits in Char 
Cosmopolitan, Glamour, Good 
Housekeeping, Harper’s Baza 


7a 


J 


| Junior Bazaar, Life, Mademois« 
and Vogue. 


Paper Buys Helicopter 


The New York Journal-Ameé 
can has added a helicopter to '‘5 
regular news coverage equipmé 
The helicopter is equipped wit! 
radio-telephone which will e"- 
able a reporter to turn in 5 
story while hovering over a news 


of the Joshua Hendy Iron Works./|a result of mounting prices and | scene. 
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ODORLESS! 


Now vou con dispose of household refuse _ 
right on the — aetomatically, Cleaniy, 
safely, stleatly, You can get eid of food 
waste before it hus time to become garbage! 


cdl 
fs 
dkas/ 


—! = Economically, woo, for Calcinator, the new 

gas or electric disposl anit with com- 

plerely automatic comrots, uses aa more fuel than your 
electric iron of a iramer harner on your gas range 

Sumply roll rinds, hones, eggshetis, coffee groveds, place 

scraps, and the like in paper and drop into your Calcinator. 


The moist maverial is Gest dehydrated, theo by 
slow calcination to vsetul. odaricss ferdlieer ash, You 
past empty the ash drawer once a month, 

Calcinator is compact—essily inscalied ia kitchen, base 
ment or garage, wherever there's 2 fue. Is gleaming 
white ename! and chrome fiaish hermonises with other 
moders home equipment. See 1 at leading hone appliance 
dealers, department stores and ucility companies, 

Write for literature aad name of dealer im your lacatity 


CALCINATOR DIVISION 


VALLEY WELDING & BOILER COMPANY 
Bay City, Michiger 


FIRST COPY—Valley Welding & Boiler 

Co., Bay City, Mich., will use this copy 

to introduce its automatic refuse dis- 

posal unit next month in national maga- 
zines. 


Launches First 
National Drive 
for Calcinator 


Bay City, Micu.—An automatic 
refuse disposal unit, given a big 
boost by Detroit public works of- 
ficials, will be introduced next 
month when Valley Welding and 
Boiler Company launches the first 
national advertising for its Calci- 
nator. 

Initially, the manufacturer plans 
to use national and sectional mag- 
azines, cooperative newspaper 
copy, direct mail and point-of- 
sale merchandising aids. National 
distribution has already been 
achieved and the company says 
production capacity has been in- 
creased to the point where it is 
expected to meet anticipated de- 
mand. 

The Calcinator operates as a 
household incinerator, using a 
low-heat principle to reduce all 
burnable refuse to ash. Copy em- 
phasizes that the unit, which may 
be used with gas or electricity, 
“uses no more fuel than your elec- 
trie iron or a summer burner 
on your gas range.” 

“Simply roll rinds, bones, egg- 
shells, coffee grounds, plate scraps 
and the like in paper and drop 
into your Calcinator,” the intro- 
ductory ad explains. “The moist 
material is first dehydrated, then 
reduced by slow calcination to 
useful, odorless fertilizer ash. You 
just empty the ash drawer once 
a month.” 

Later on the Bay City company 
niends to emphasize the Calci- 

or’s potential contribution to 
roved civic cleanliness and | 
lic health, playing up the pro- | 
al of Ernest Jones, 


Detroit | 

lic works commissioner, that | 
ich units be installed in all De- | 
troit homes to save a major part 
! the $17,000,000 spent annually 
fathering garbage and rubbish. 
xpayers might be willing to as- 
ne the entire cost, he says, if it | 
ans ultimately lowering their | 
es and “the complete riddance | 
a tremendous nuisance.” | 
MacManus, John & Adams, De- 
roit, handles the Calcinator ac- | 
nt. 


* £ 


Offers Dairy Promotions 


The National Dairy Council, 
Chicago, has made available to 
food stores, fountains and restau- 
rants display material in color for 
the promotion of June Dairy 
Month. The kits may be obtained 
at Dairy Month Headquarters, 111 
N. Canal St., Chicago 6. 


Elects Wells 


Merle V. Wells has been elected 
a vice-president and member of 
the board of directors of Wonder 
Orange Company, Chicago. He 
will direct the company’s sales 
activities. 


KISS Makes FM Survey 


Station KISS, San _ Antonio, 
which, on the 15th of each month, 
makes a survey of the number of 
FM receiving sets in use in the 
San Antonio metropolitan area, 
reports that as of April 15th there 
were 2,954 FM receiving sets in 
use in that area. 


agar 


Starts House Organ 


Ranco, Inc., Columbus, O., 
maker of controls for refrigera- 
tion and air conditioning equip- 
ment, has started a new employe 
house organ, titled “Contact.” The 
magazine will be published 
monthly under the direction of 
Louie Levengood, industrial rela- 
tions manager. 


Plans Car Heater Drive 


Galvin Mfg. Corporation, Chi- 
cago, will soon launch a campaign 
using business papers in the fleet 
owner and car dealer markets, 
consumer publications and point 
of sale displays for Motorola auto- 
matic gasoline car heaters. 


To Sell Natco Projectors 


Natco, Inc., Chicago, has made 
arrangements with Egepetrol Turk 
Anomim Shirteti, with headquar- 


ters in Istanbul and Izmar, for the 
distribution of Natco 16-mm)| 
sound film projectors in Turkey. | 


Food Brokers to Meet 


The National Food Brokers As- 
sociation will hold its 1948 con- 


Jan. 13. 


Gets Linen Account 


Aristocrat Linens, 


has appointed Schacter, 
vention in Atlantic City, starting | Lent, New York, to handle its ad- 


vertising. 


New York, 
Fain & 
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@ You know they’re caused by toads. 
You’ve always known that. Touch a 
toad and you'll get a wart. Interesting— 
but definitely not true. Scientists do not 
know what causes warts; but there is 
not a shred of scientific evidence that 
they are caused by toads. 


@ The toad theory is pure nonsense. 
And alas! there is too much nonsense 


in this sorry world. 


@ Let’s look at some newspaper non- 
sense. Big newspapers are mass news- 
papers. Small competing newspapers in 
the same city are class newspapers. 
You’ve heard that a thousand times. 
It may be that, in your heart of hearts, 


you believe it. 


@ The truth may be stated simply: Big 
newspapers are successful newspapers. 
Small newspapers are less successful in 
their appeal to a lot of people. The big 
and the small both want to grow larger. 
They both know that the measure of 
their power is their circulation. 


@ There are more small newspapers 
than large ones. Therefore there are 
more salesmen reiterating the same 
nonsense that their papers reach the 
rich, the privileged, the beautiful, the 
spenders, while the larger newspapers 
reach only the untouchables. 


@ It is miracle enough to build a circu- 
lation as big as the Mirror’s by drawing 


from every 


@ But in a 
toads cause 


It prevents 
discovering 


@ The Mirror sells more than 
1,000,000 copies daily, more than 
2,160,000 Sunday. The people who 
buy it do so because they want to read 
it. There are no carrier boys in New 
York, no circulation drives or stunts. 
The people just walk up to a newsstand, 
pay their money and pick up the news- 
paper of their choice. 


entire history of American newspaper 
publishing only one other Sunday and 
two other dailies have ever equalled 
this achievement.) It is sheer nonsense 
to dream that such circulation could be 
built out of any single class of people. 


class in the city. (In the 


nation that believes that 
warts, the class newspaper 


nonsense exacts an enormous penalty. 


many an advertiser from 
from his own experience 


the terrific power of the Mighty Mirror, 


NEW YORK MIRROR 
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New York — Due to expansion | °F 14 cents a share from records. 'executive position in the foreign 00. fr 
of its subsidiary, Columbia Re- Prec goers > th ‘Detroit fics Fxposit 
cording Corporation—and despite y | rict manager in the Detroit office ‘ 
a decline in radio sales—Columbia | Plans Test Campaign Fre paig oy nig to succeed M1: miter 
Broadcasting Corporation in-/ Tobacco Biproducts & Chemical | ; appesien 
creased gross income from $23,-|Company, Louisville, maker of ‘ . th W 
276,004 in the first quarter of 1946| Black Leaf 40, is bringing out a United Aircraft Names 2 oa 
to $26,334,922 in the first quarter |new companion product known as Paul W. Fisher, assistant in the ee 
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Efforts to divert about $10,000,-; Mr. Pritchard says in the April | 
000 from the California Fair &|issue of Hardware Retailer, and 


Exposition Fund, through a bill | 
introduced in the California As- 
sembly, are being fought by 
almost 80 organizations including 
the Western Fairs Association. 
The association says the bill 
would wipe out the accumulated 
balance originally planned for 
fairgrounds construction. The bill 
is being advocated by the Farm 
3ureau and would use the avail- 
able funds to set up buildings not 
for fair uses. 
a * * 


Although Plymouth has _ not 
planned to give special publicity 
to its price cut, it is probable 
that the price reduction will be 
embodied in advertising copy as 
competition increases in the low 
priced automobile field. Plymouth 
officials, however, are making no 


announcement. 


* th we 


Two Sikorsky helicopters pur- | 
chased by the Greyhound Cor-| 


poration with the original idea 
of using them for feeder service, 
are comparatively inactive, al- 
though they are being used in 
Florida for sight-seeing trips. 
Pending a CAB decision, there is 
little activity along the line of 
bus - helicopter 
velopment. 


Winners in the advertising com- 
petition of the Associated Busi- 
ness Papers will be announced 
May 12. This year, for the first 
time, the Annual Advertising 
Awards conducted by Advertising 


cooperative de- 


& Selling did not include a classi- | 
fication for business paper adver- | 


tising, which has always been rep- | 


resented heretofore. The’ as- 


sumption is that the competition | 


conducted by the ABP caused the | 


older awards group to eliminate 
consideration of business paper 
advertising. 

oe # 

Some members of the Kaiser- 
Frazer organization think that 
competitors are responsible for 
the fact that practically new cars 
of these makes are being offered 
on the used-car lots at less than 
going prices for these models. The 
reports are being received with 
some skepticism, however, on the 
ground that all manufacturers at 
present are selling as many cars 
ais they can turn out. 

co oh tk 

The National Conference of 
susiness Paper Editors, whose 
membership heretofore has been 
limited to editors of papers which 
are members of the Associated 
Business Papers, has broadened 
its eligibility rules to include edi- 
tors of ABC papers which are not 
nembers of the ABP. They will 
ot, however, have the right to 
ote or hold office. 

* 

Corncobs are becoming more 
ersatile. Howard Mfg. Company, 
Council Bluffs, Ia., which has 
en making electrical fixtures 
e reconversion from produc- 

of radio parts during the 
is using corncobs to make 
tics. The cobs are ground into 
flour, mixed with phenolic 

ns and dried. The result is a 

\ular material which is molded 

other plastics. 


co * 

The slow-up of off-branded and 
-branded merchandise flashed 
warning to manufacturers, 
ks R. L. Pritchard, advertis- 
manager of Aluminum Goods 

Company, Manitowoc, Wis. 
easing numbers of manufac- 
rs are fair trading their prod- 
to prevent price fluctuations, 


he urges dealers to boost fair- | 
traded products accordingly. 


Editors Council Moves; 
Holds May Convention 


The International Council of 
Industrial Editors, composed of 
30 affiliated associations and 2,000 
members, has moved its head-| 
quarters from 480 Lexington Ave., | 
New York, to 40 E. 49th St., edi- 
torial and advertising offices of 
Magazine World. This publication 
will take over publication of 
Deadline, formerly published by 
the council, effective with the 
April-May issue. 

The council will hold its 6th 
annual convention at the Jeffer- 
son Hotel, St. Louis, May 15-16, 
at which time winners of its sec- 
ond international contest for com- | 
pany publications will be an- | 
nounced. 


WIBC Applies the Brakes 
— to Lawbreakers 


“Traffic Court,” a new program of authentic courtroom drama 
heard each Monday and Thursday (7:15-7:30 p.m.) over WI BC, 
is helping local safety officials crack down on lawbreakers. For full 
effect, actual cases tried in Municipal Court are preserved for re- 
broadcasting through the electronic ears of the WIBC wire 
recorder—only instrument of its kind owned by an Indianapolis 
station. Enthusiastically endorsed by the local chapter of National 
Safety Council, Police Department and Chamber of Commerce, 
“Traffic Court” is typical of the spirited public service features 
which help make WIBC Indianapolis’ fastest growing radio 
station. Ask your John Blair Man for details. 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


WIbt 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


The INDIANAPOLIS NEWS Station 


tTHE\ P, [D).\stanps ror 


Planned Distribution 


The compact 2-in-] market (Greater 
Cleveland plus the 26 adjacent 
counties) gives you Ohio’s two 


richest markets at one low cost. 


The Plain Dealer is Enough 
—if You Use it Enough 


AND PLATS OF 


\ CLRNSA 
: HL BLT 
WW: WE TED me § 


kis at the Kquator? 


Obviously no business firm would be so absurd! 
They'd be heading for a fall (and not only from 
their skis!) Yet many concerns have made similar 
mistakes in trying to sell without knowing where 
their customers were actually located...a warning 
that it doesn’t pay to guess at your market. 


But there’s no guesswork involved when you call 
in the Plain Dealer Market Survey department. 
They have marketing facts and figures available 
covering the entire Cleveland area. It’s an unusual 
service tailored to meet your needs...and to help 
you plan a successful marketing program. Just 
call or write a Plain Dealer representative for an 
appointment to receive this individualized service. 


CLEVELAND 


PLAIN DEALER 


Clevelands Home A ecisprapre 2 


John B. Woodward, Inc.. New York, Chicago, Detroit, San Francisco, Los Angeles 


A. S. Grant, Atlanta 
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Willard’s Doing Okay, 
Agency, Advertiser Say 
To the Editor: I was interested 
and somewhat amused when one 
of our juniors brought me the 
April 7 issue of ADVERTISING AGE 
and quiveringly called attention 
to the blast against Willard ad- 
vertising in “The Creative Man’s 
Corner.” His apparent idea was 


that, being more or less re- 
sponsible for this campaign, I 
should now crawl beneath my 


desk and shun fellow advertising 
men—at least until I could do 
something to erase my shame by 
winning a word of approval in 
“The Creative Man’s Corner.” 
What I can’t understand about 
the matter is how any creative 
man who has been around long 
enough to qualify as editor of 
this department of your good 


paper could, in this same period 
of time, have failed to learn the 
futility of attempting to criticize 
any advertisement or campaign 
without learning something about 
the conditions and_ objectives 
which influenced its preparation. 

There is no point in boring you 
with the story of all the thinking 
and planning which went into this 
particular Willard program, or of 


the exhaustive field research 
which confirmed this thinking. 
But it may be in order to tell 


you that it is so far working out 
as one of the most effective cam- 
paigns in Willard’s long and suc- 
cessful advertising history. 

And, for a further laugh, let 
me add that, a few days ago, I 
received a letter from Townsend 
& Townsend congratulating me on 
the fact that, according to the 
Townsend rating system (which 


This department is a reader’s forum. Letters are welcome. 


——— 
‘ 


is supposed to measure selling 
efficiency), this particular Wil- 
lard advertisement was one of the 
highest rating in the entire issue 
of the national magazine in which 
it appeared. I am no advocate of 
the. Townsend system, but I still 
think that this 
thing or other about this adver- 
tisement which in some way or 
other helps to refute the criticism 


as to lack of selling effectiveness | 
“The Creative Man’s | 


voiced in 
Corner.” 
As far as I am concerned per- 
sonally, criticism of this kind is 
always welcome. I can either at- 
tempt to prove that the critic is 
wrong, or admit that I am (the 
latter happens quite frequently). 
But I do deplore the effect of this 
type of swivel chair pontificating 
on younger men in this business, 
to whom such pronouncements 


it 


full 


color, art 


. 


is a 


encrusted job with type styling galore... 


it is an earth-shaking 


handbill shouting a 120 point price slash... 


.. regardless the 


) f 
i | there is no typography 


assignment too proud. . 


. too humble... 


to receive the same careful attention, 


the same prompt service at... 


ONSEN - Chicago 


Lineais srRae 


come with all the authority of an 
edict from on high. I can see 
many a fledgling ad man reading 
this Creative Man’s column and 
mentally filing away the Willard 
and Champion ads as examples 


of something which should never, | 


never be done. I can also see 
several such young men meeting 
up later on with situations in 
which this piece of misinforma- 
tion may handicap them and dis- 
turb their faith in the infallibility 


gape |of “The Creative Man’s Corner.” 
indicates some-| 


This would be lamentable indeed. 
H. H. OHLMACHER, 
Meldrum & Fewsmith, Cleve- 
land. 
To the Editor: My attention has 
been called to the discussion of 


| Willard advertising in “The Cre- 
| ative 


Man’s Corner,” issue of 
April 7. We _ welcome. well- 
founded, thoughtful criticism of 
our advertising at any time by 
anyone. We object to this criti- 
cism on the ground that it ap- 
pears neither well-founded nor 
thoughtful. Your article suggests 
that we might be tempted to get 
back a little of our advertising 
investment by telling the layman 
just what part Willard batteries 
play in the over-all performance 
of his car, and in terms the aver- 
age unmechanical motorist can 
understand. We are of the opin- 
ion that that is precisely what the 
Willard advertisement does ac- 
complish— it tells the layman that 
Willard batteries offer quick 
starts long life. and we are 
absolutely certain, as a result of 
extensive customer surveys, that 
these are the battery character- 


istics in which the customer is 
interested, and we believe we 
offer it in terms the average 


motorist can understand. Of 
course, we could use 400 words 
to tell the same story but we pre- 
fer four words—and we have 
ample reason to believe that the 
customer prefers the four-word 
version also. 

It strikes me that your com- 
ments regarding our advertising 
are apparently so casual as to be 
unworthy of a publication of the 
professional standing of ADVERTIS- 
ING AGE. I rather have the im- 
pression that the editor of ‘The 
Creative Man’s Corner” is in- 
clined to emphasize advertising 
for advertising’s sake rather than 
to appraise it in terms of its true 
mission as an aid to sales. 

H. E. Evans, 

Merchandising Manager, Wil- 

lard Storage Battery Com- 

pany, Cleveland. 


Ad-libber Gets Lesson 


in Polar Projection 

To the Editor: We were greatly 
intrigued with your comment in 
the Ad-libbing column of the 
March 17 issue of ADVERTISING 
AGE, with respect to the Polar 
Projection map of the Northwest 
Air Lines route to the Orient. 

To Bernice Fitz Gibbon a horse 
may look like a violin from above, 
but to you it seems that south 
looks like north when viewed from 
above and apparently, being com- 
pletely impartial, west also looks 
like north to you. Perhaps, the 
top-notch navigator had something 
when he said that men’s minds are 
wedded to Mercator, as it seems 
that Ad-libbing’s mind is. still 
geared to the Mercator Projection 
while his eyes are looking at the 
Polar Projection 

Please note, by reference to the 
lines of longitude that the North- 
west Air Lines route crosses, that 
the Aleutians are pointed west to 
an Orient that is considerably 
south of them. And you will note 
further that the route is almost 
due west all the way from Anchor- 
age, Alaska, to Paramushiro Island 
from which point, without chang- 
ing direction, one is flying pretty 
much south all the way to Tokyo 
and Manila Actually this is a 
case of pretty much pointing the 


Advertising Age, April 28, 194° 


airplane in one direction and jus 
adjusting the compass occasionall 
to accommodate it to the way thx 
magnetic pole is shifting aroun 
with relation to the travel of th 
plane 

And, in closing, forgive us if w: 
get a belly laugh out of you 
simile “the Aleutians, high on th: 
belly of the Pacific, becomes 
finger.” Who but an advertisin 
writer could conjure up a pictw 
of this old world sitting like 
smiling Buddha with its finger o 
its belly? 

Anyway, it is all a matter of 
perspective and we do congratu- 
late you for the effort you mad 
in this case, obviously quite an 
effort, and humbly ask your for- 
giveness for pointing “the finger’ 
at your Mercatorized mind. 

CHARLES F. McREYNOLDs, 

Pacific Coast Manager, Avia- 

tion, Air Transport, Aviation 

News, Los Angeles. 


Retailer lumps In 


on Strike Situation 
To the Editor: Here is an ex- 
ample of quick-thinking on the 
part of a smaller business firm. 
When the Northwestern Bell 
Telephone strike started, Max | 
Walker, who is an astute user of 


During the Phone Strike 


If you have difficulty in getting 
WALKERS at KEnwood 0202 
Try ATlantic 4880 or Glendale 7835 


* 
OR you may send us a POST CARD 


or letter... in which case we will 
deduct 5°/. from your bill to recom- 
pense you for your trouble. 


Address .. . 


MAX LWALKER 


Certified Cleaning 


2410 Ames Avenue 
Omeohe 11, Nebr. 


advertising, inserted the enclosed 
ad. 

That 5% discount looks mighty, 
mighty good to housewives trying 
to stretch their dollars. 

Incidentally, in Omaha _ the 
Market and Kenwood telephone 
exchanges are manually-operated, 
hence were inoperative during 
the strike or, at any rate, affected 
more than dial exchanges. 

ARTHUR R. OLESON, 

Commercial Representative, 


Western Union Telegraph 
Company, Omaha. 
. | v 


‘Atlanta Jl.’ Brochure 


Proves Important Point 

To the Editor: Enclosed is a 
brochure just published by th 
Atlanta Journal. I think you wil! 
find it self-explanatory and ver) 
interesting from an editorial! 
standpoint as well as a uniqu 
piece of advertising and promo- 
tional material. 

We would like very much fo! 
you to look this over with the idea 
of making any editorial comme! 
you wish. 

The brochure is being distri 
uted to many advertising age 
cies, newspapers and advertisi 
accounts of the Journal among 
others. 

We are also enclosing a picture 


of Wright Bryan, editor of 1 
Journal, who led the Jouwrna 
battle for Georgia. 


AL SHARP, 
Liller, Neal & Battle, Atlanta 
P. S. Time termed one phi 
of this long campaign “one of | 
year’s notable journalistic «¢ 
ploits.” 
A. 3 
[Editor’s Note: The brochure 
which Mr. Sharp speaks is 
Days with 2 Governors,” a ! 
ning summary, from the Jour 
columns, of 


its fight agai 
usurpation of the Georgia g 
ernorship by Herman Talmad 
It is an especially interest 
document in view of the ret 
charges of the Commission 
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“reedom of the Press, because it,a knight to check (but not check-in the act of putting the white king 


n the public welfare of a high 
rder. | 


| 
v Ff ¥ 


Customers Watch 


for Ferry St. Ads 

To the Editor: The enclosed is | 
. sample of the final ad of a special | 
taster campaign for our client 
he Ferry Street Merchants As-| 
ociation. The association repre- 
ents Newark’s 


you're NO 
APRIL 
FOOL 


... IF YOU SHOP 
on FERRY STREET 


Shop and Save on FERRY STREET! -... 


center and has been, and will con- 
tinue to make a very strong bid 
for new business in the greater 
Newark area and_ surrounding 
cities through newspaper adver- 
tising. 

To date, public 
been excellent! 

From reliable sources we learn 
that the public’s attitude now is, 
“I wonder what will be in that 
Ferry Street ad this Tuesday!” 

The layouts and artwork for the 
campaign, as well as the special 
Easter series, are handled by Tony 


response has 


Lembo, our art director. The 
writer has been furnishing the) 
ideas and copy. 

I hope you'll find sufficient 
space to fit this sample into Ap- 
VERTISING AGE. Local agencies 


agree that our campaign in gen- 
eral and the enclosed ad in par- 
ticular is extremely interesting, 
colorful, and doing a great job for 
our account. 
JOE GANS, 
Account Executive, Levy Ad- 
vertising Agency, Newark, 
N. J. 


AA Has Named a VP. 


in Charge of Chess 
To the Editor: Re: 
tion and comments of March 31 


oldest shopping | 


| 
| 


mate) the king... 
The question of putting down a_| 
knight so snug against the pawn | 


|can’t be answered until the rest of | 
| the board is seen, but the white 


pawn could, in the final stages of | 
the game, be moving toward the) 
reader, which is obviously the 
case because times are tough 


»| everywhere, and nobody is giving 
/away knights to pawns. 


J. RoBERtT MENDTE, 
Vice-President, John Falkner 
Arndt & Co., Philadelphia. 


To the Editor: Come now, Mr. 
Allen Glasser, of American Man- 
agement Association. I don’t 
know whether I’d want you to 
manage anything for me or not. 
If you do you’ll have to analyze 
a little deeper than you did in your 
picayunish criticism of Geyer Pub- 
lications’ chess ad... 

As one old chesser to another, 
let me ask you one question—why 


your men- 


concerning Geyer Publications ad- 


vertising. 


I assume that you are just as 
quick to publish letters that have 
been sent to you in support of the 
you 
were to publish the original criti- 
cism, and I am looking forward to. 


advertisement criticized as 


couldn’t the black knight just be 


in check? 

Shame on you, Mr. Glasser, and 
you too Ap Aces, for jumping to 
confusions. 

DupLEY MILLER, 

Howard Swink Advertising 

Agency, Marion, O. 


To the Editor: Like many chess 
players, Mr. Glasser does not 
study the board hard enough. Sup- 
pose we assume that the black 
knight moved from the square in- 
tervening between the black 
bishop and white king! Double 
check—and the rook is lost. 

I would like to have a game 
with Mr. Glasser. 

SAMUEL LANHAM, 

J. M. Mathes, Inc., New York. 


To the Editor: Allen Glasser is 
right in saying—as he does in 
“Voice of the Advertiser” March 
31—that chess set-ups in ads are 
often “impossible,” but I fear he’s 
jumped to a too quick conclusion 


in this particular case. . . 
How many others spotted this? 
ROBERT BERRYMAN, 
Associate Editor, Modern 
Sundries, New York. 


¥ v v 
Leaflet Lists Helps 
on Public Relations 

To the Editor: Congratulations 
on your editorial ‘‘Public Rela- 
tions A, B, C’s” and on your de- 
cision to publish the Kenosha 
Manufacturers’ Association’s ex- 
cellent manual. 

Such clear presentation of op- 
portunities and procedures should 
help many executives who think 
of public relations work as only 
for companies larger than their 
own. They misinterpret their re- 
sponsibilities. 

Feeling unacquainted with the 
mysteries of public relations work, 
many shy away from discussing 
it. And the unfamiliar always ap- 
pears more difficult than it may 
be. 

The Public Relations Group of 
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Los Angeles—like public rela- 
tions people anywhere—often re- 
views means of improving that 
situation. The enclosed leaflet, 
“Influencing some _ people isn’t 
easy—but .. .,” is an interpreta- 
tion of the thinking expressed at 
their discussions. 
EDMUND M. Pirts, 
Los Angeles. 


Famous 
Features 


Tlocees ‘ish Annual Report Survey 
ae “Oscar of Industry” 
and clarifies 
the Financial News Le Awards 
Dividend Honor Rolls 


Send for booklet: . 
“A Keystone for 
Public Relations” 


FINANCIAL WORLD 86 Trinicy PIN. Y.6 


Stock Factographs 


| 
| 
| 


one of your coming issues hopeful 
that you will publish letters from 


Herbert Daniel 


of Montgomery 


Ward, Chicago, and Dudley Miller 
ol the Howard Swink Advertising 
Agency, Marion, O. These men 
have been good enough to send 


ur client copies of these letters 


addressed to you. 


[It would seem that the adver- 
Usement which caused this com- 
nent is more or less controversial 
about 
’ same number of letters sup- 
‘ting the technicality of the ad 
letters con- 


our client has received 


he has 
mning it. 


received 


IvAN B. Romic, 
rrant & Wadsworth, Inc., 
New York. 


lo the Editor: “When adver- 
‘rs depict a chess game,” writes 
\'len Glasser in a letter in your 


” 


neone who knows... 
‘ome now, Mr. Glasser, 


ent issue, “‘Why don’t they get 


the 


lation is neither impossible nor 


requent. The 


hand shown in 


ad is obviously putting down 


1,309,764 


ne of the most exciting events of the 


WRITE... 9 PHONE... ae OR FLY TO 


ad-season is the sales spurt of the new, bigger, livelier Liberty... 
the only triple-appeal magazine... still just a thin dime. It’s climbing 
fast in newsstand circulation, but you can enjoy the spring 1947 


rates through December if you know how to act on a bargain buy—FAST! 
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What the Lanham Trademark Law 
Means, and What fo Do About It 


The Lanham Act offers trade- 
mark owners unprecedented pro- 
tection against encroachment by 
others. Registration will thus be-| 
come a practical necessity, and | 
trademark records should be more | 
reliable than ever before. At the, 
same time, companies must take | 
stronger precautions to keep trade- 
mark rights alive. 

The Lanham Act provides more | 
flexible standards in the selection | 
and disposition of valid trade- 
marks. This is of utmost impor- 


} 


part of the mark—even if it should | 
|later acquire the type of distinc- 


will be possible (assuming the 


name meets other registration re- 
quirements) in the absence of 
possible confusion, mistake or de- 
ceit. 

Another 
volves the use of disclaimers. 


‘the present law, ever claim an| 


exclusive right in the disclaimed | 


tance to trademark owners who,| tiveness and trademark signifi- 
under the outmoded Act of 1905,| cance that would make it eligible 
have had a hard time adjusting for registration. The Lanham Act | 


their trademark and advertising | not only gives statutory recogni- | 


policy to rapidly changing condi- | 


tions. 

The impact of the act on foreign | 
trade is equally great. For the. 
first time, U. S. domestic trade- | 
mark policy will conform to treaty | 


obligations arising under the in-| 


ternational and 
Trademark Conventions. 
The following paragraphs give | 


tion:to the disclaimer practice, but | 
also makes it clear that the filing | 
of a disclaimer will not ban the 
| registrant from future registration — 
of the disclaimed part of the mark | 
in a proper case. 

Under the Lanham Act, service 


been using the mark in foreign 
trade, and states that he is ap- 
plying for domestic registration 
only as a basis for foreign pro- 
tection. This may make it pos- 
sible to get a domestic certificate 
more rapidly than was feasible in 
the past. 


Relation of State and 
Federal Registration 


The Lanham Act, while greatly 


important change in-| strengthening the effect of federal 


However, by in- 


Preserving a Registered 
Trademark | 


even for purposes of registration. | 
Under the old law, no assignment 
could be recorded unless the en- 
tire business was_ transferred 
simultaneously with the mark. The | 
assignee should, of course, take 
steps to avoid any possibility of | 
misrepresentation that might be 
involved in his use of the mark. 


The Lanham Act _ establishes 


v , A | registration, does not, nor could|new requirements for preserving 
registrant who registers a mark jt, abolish existing state registra- 
with a disclaimer of the unreg-|tjon statutes. 


\istrable part of it cannot, under | creasing federal protection, it fur- 


'trademark rights after registra- 
tion. Under the present law, a 
trademark owner does not have to 


A far-reaching change in American trademark law will take 


place in July, the effective date of the new Lanham Act. 


Because of the vital implications of this act to all business, 
ADVERTISING AGE presents here two chapters from the best 
analysis we have seen of the Lanham Act and its effects, pre- 


pared by Walter J. Derenberg, noted attorney and currently 
consultant to the Patent Office, for the Research Institute of 
America. The material presented here is part of a 56-page 


report, 
by the Research Institute of 


the institute's permission. 


“Preparing for the New Trademark Law,” published 


America, and reprinted with 


inter-American | marks will be registrable for the | ther reduces the necessity for state ;report to the Patent Office. 


first time in this country. It thus | certificates. 


|opens up a wide avenue of pro- | 


you a bird’s-eye view of the major tection for a class of names and 


differences between the Lanham | 


Act and the present trademark | 


law. 
New Importance of Registration 


After July, 1947, registration on 
the Principal Register will be 
“constructive notice” of the regis- 
trant’s claim of ownership. There 
is no such provision in the present 
law. Nation-wide protection will 
now be available to owners of 
regional trademarks. 


Greater Protection by 
Way of Incontestability 


Under the present law, registra- 
tion of a mark still left it open to 
many types of challenges. The 
Lanham Act offers greater secur- 
ity, much less room for the upset- 
ting of trademark rights, by spe- 
cifically limiting the types of chal- 
lenges that can be made after a 
mark has been registered for five 
years. 

This means that competitors will 
have to be alert to challenge any 
marks which they believe infringe 
on their own rights. They will 
have to act immediately upon pub- 
lication, or within five years after 
registration. They can no longer 
sit back and challenge the validity 
of the mark at any future time 
when they themselves may happen 
to be sued for infringement. 

New Powers Given to Courts 

The Lanham Act gives federal 
courts power, for the first time, to 
order registration or cancellation 
in any pending action involving 
registered marks. At present, 
courts consider themselves without 
power to take such direct and im- 
mediate action as ordering can- 
cellation of registration, in whole 
or in part, or decreeing other cor- 
rections of the Register. 

New Types of Marks 
Will Be Registrable 

For instance, the Lanham Act 
makes it easier to use geographical 
names for trademarks. It relaxes 


the present law’s ban against 
names which are “merely geo- 
graphical.” 

Similarly, the new law makes 
it possible to register otherwise 
ineligible marks wherever they 
have acquired a distinctive “sec- 
ondary meaning” as a trademark. 

Also, expanded use of people's 
names will be possible under the 
Lanham Act. Only names which 
are primarily surnames will be 
excluded after July, 1947. 

On the other hand, corporate 
names will lose some of the pro- 
tection they now enjoy. Under 
the present law, a company could, 
in general, prevent anyone else 
from using its name as a trade- 
mark on any other merchandise. 
Under the Lanham Act, such use 


designations whose trade impor- 
tance was never reflected under 


| the present law. A separate Reg- | 
|ister will be set up for service | 


marks. Procedure for registration 
is expected to conform, as nearly 
as practicable, to that for trade- 
marks. 

Certification and collective 
marks will be registrable under 
the Lanham Act, greatly extend- 
ing a practice first established in 
this country by a 1938 amendment 


,to the Act of 1905. The new law 


sets up a specific safeguard against 
'misuse of such marks by specify- 


| which the Federal Trade Commis- 
sion may apply for the cancellation 
of these marks. This is especially 
noteworthy since it is the first time 
in the history of trademark law 
that a government agency has been 
authorized to petition the Patent 
Office to cancel a registered trade- 
mark. 


A separate Register will prob- | 


ably be set up for these marks. 


Conflicting Marks 


“Conflicting” trademarks have 
been the source of much argu- 
ment in the past. While our courts 
would, for instance, enjoin the use 
of a name of a famous automo- 
bile on unrelated merchandise 
such as radio tubes (on the ground 
of unfair competition), in actual 
practice the Patent Office is bound 
under the present Act of 1905 to 
deny registration in cases where 
the goods involved are “of the 
same descriptive properties.” This 
nebulous and uncertain test of the 
“same or different descriptive 
properties” has been completely 
eliminated by the Lanham Act, 
and a simple and flexible general 
confusion test substituted. Fur- 
thermore, the Lanham Act makes 
it clear that the present classifica- 
tion system is not to have any 
real significance for determining 
confusion, but is to be maintained 
primarily “for the convenience of 
the Patent Office.” 


The Supplemental Register 


Companies concerned about pro- 
tecting trademarks in foreign 
trade will be especially interested 


in several changes made by the 
Lanham Act in continuing, under 
the title “Supplemental Register,” 


the register originally set up under 
the Act of 1920. For one thing, it 
will be now sufficient to show one 
year of lawful use to qualify for 
registration. Under the present 
law, the Patent Office has required 
a showing of one year of exclu- 
sive use. 

Another important change al- 
lows a waiver of the one-year re- 
quirement where an applicant has 


The new law, like the old, is 


‘powerless to affect directly any | 


|ing four abuses on the ground of | 


purely local trademark rights | 
| gained by a local user within the | 
borders of a single state. 


notice, it prevents a prior local 
j}user from expanding the use of 


a mark into interstate commerce | 


if someone else has registered the 
mark nationally. 


“Affixation” No Longer Required 


| In practice, under the old law, 
registration was frequently denied | 
where a mark wasn’t placed on | 
the article or 
velope.” The Lanham Act elimi- 
nates this outmoded requirement 
of affixation. This far-reaching 


change will prove of great benefit | 


,to all trademark owners who ad- 


vertise widely to popularize their | 


mark; and particularly to those 


whose merchandise does not lend | 


itself to physical affixation (like 
gasoline), or others who want to 
take advantage of the newly cre- 


ated right to register qualifying | 


service trademarks. 


Concurrent Registration 
Will Be Allowed 


One of the most 
changes made by the Lanham Act 
is a provision for concurrent reg- 
istration in cases where there has 
been more than one “first” user 
of a trademark. Under the pres- 
ent law, there has been an anoma- 
lous situation in which courts have 
recognized the rights of two or 
more companies to use an iden- 
tical trademark in different ter- 
ritories; however, the Patent Office 
has allowed federal registration 
to only the “first”? user. The Lan- 
ham Act permits all lawful users 
of the same mark to register in 
such cases. 


Where a Non-Owner Is 
Using a Trademark 


The Lanham Act for the first 
time gives statutory recognition to 
divided ownership and use in cases 
involving so-called “related” com- 
panies. Under the present law, 
the Patent Office will not accept 
any application for registration of 
a trademark unless it is satisfied 
of the actual identity of owner 
and user. It does not recognize 
contractual or other close legal 
relationships between them. 

The new view of the Lanham 
Act thus opens an entire range of 
possible business practices that in- 
volved trademark risks in the 
past. 

Assignment and Licenses 
of Trademarks 


Another important Lanham Act 
innovation is the legalization of 
partial assignment of trademarks, 


important | 


The 
|Lanham Act requires _ specific 
types of reports, such as the “Affi- 
davit of Use,” or the “Affidavit of 
|Special Circumstances,” which 
must be filed between the end of 


How- | the fifth and the end of the sixth 
|ever, by its provision that federal | 
|registration shall be constructive | 


year following registration on the 
Lanham Act Principal Register. 
Like the present law, the Lan- 
|ham Act requires renewal of reg- 
|istration at the end of each 20- 
year period. 
| Note that the Lanham Act 
| greatly simplifies procedures for 
correcting mistakes in registration 
certificates. 


| Maintaining Distinctiveness 
|of the Mark 


If a trademark loses 
nificance as an indication of origin, 


“package or en-| 


its owner may lose his rights. This | 


will be even more true under the 
new act than it is under the pres- 
ent law. Thus, an owner who 
| consistently fails to prosecute for 
infringement may jeopardize his 
right to the trademark. 


Use of Registration Notice 


The Lanham Act permits, 
the first time, the use of the letter 


its sig-| 


for | 
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“R” enclosed in a circle as notice 
of federal registration. You ar 
also free to use “Registered U.S 
Patent Office” or “Reg. U. S. Pai. 
Off.”” Note that without such no- 


| tice, neither the Lanham Act nor 


the present law gives you a claim 


against an infringer for profits or 
|damages unless you can prove that 
\the defendant had actual: notice 
,of the registration. 


New Remedies 
Against Infringement 


The Lanham Act makes the 
printing of labels, wrappers, re- 
ceptacles, advertisements and 
similar materials which bear imi- 
tations or counterfeits of a reg- 
istered trademark an actionable 
offense, if such labels and other 
materials are intended to be used 
in connection with the sale of 
goods or services. However, no 
| profits or damages may be re- 
|covered from innocent infringers. 
The new law also provides that 
publication and sale of a particular 
| issue of a periodical containing in- 
fringing matter may not be en- 
joined if such an injunction would 
delay the normal delivery of the 
issue. 


New Private Remedies Against 
Unfair Competition 


The Lanham Act for the first 
time permits a private action 
against any person who uses a 
false designation of origin or false 
description or representation in 
connection with goods or services. 
Anyone who knows of the false- 
hood, and nevertheless partici- 
pates in the interstate shipment 
of the goods or services can also 
be sued by any person who is 
likely to be damaged by the false 
|description or representation. 

Under the present law, such a 
;suit would be possible only in 
cases of false description of origin, 
and then only upon proof of wil- 
fulness or an actual intent to de- 
ceive. 

RIA (Research Institute of 
America) observation: The 
changes noted above are merely 
the highlights of the Lanham Act’s 
|provisions. In addition, there are 
| many areas in which the Lanham 
Act merely continues the provi- 


|sions of the present law, or makes 
|only minor alterations. 


Steps to Take Before July, 1947 


Gaining the New Protections 
for Old Marks 


Marks now registered under 
earlier laws do not automatically 
receive all 
Lanham Act as described in this 
analysis. Thus, trademark own- 
ers whose marks are registered 
under the Acts of 1905 or 1881 
must have their marks re-pub- 
lished on the Principal Register 
if they want the benefit of the in- 
contestability provisions of the 
new law. 

To re-publish, you file an affi- 
davit which shows the goods on 
which the mark is used and claims 
the benefits of the Lanham Act 
(Section 12c). 

Research Institute of America 
recommendation: Affidavits can be 
filed at any time before the ex- 
piration of the 1905 or 1881 reg- 
istration. But a mark does not 
become incontestable until five 
years after the affidavit is filed. 
It would, therefore, be advisable 
to file immediately after July, 
1947, even though the time for 
renewal of the earlier registration 
may not expire for a number of 
years. The filing fee is $10 for 
each mark. 


Decide About Re-Publication 


Marks will be re-published in 
the Official Gazette, but they are 
not subject to opposition. Re- 
publication simply signals the be- 
ginning of the five-year period 
after which the mark will be- 
come incontestable. Within 


that 


the benefits of the) 


period third parties who consider 
themselves damaged may, of 
course, institute cancellation pro- 
ceedings. 

As noted earlier, a trademark 
owner whose mark is re-published 
under the provisions of the Lan- 
ham Act must file an “Affidavit of 
Use” or an “Affidavit of Special 
Circumstances” between the end 
of the fifth and the end of the 
sixth year after re-publication. 

RIA observation: Note that 
there is nothing in the Lanhan 
Act which would prevent a 1905 
registrant from immediately re- 
registering under the new Act (0! 
a new 20-year period rather tha! 
simply re-publishing under the 
new Act for the remaining part 
the original registration period 

RIA_ observation: Tradem: 
owners who don’t care about : 
quiring incontestability 
re-publish or file an “Affidavit 
Use.” They are entitled to 
other Lanham Act benefits, 
cluding partial assignment of 
censing, use by related compan 
etc. (Section 46b) They must, 
course, obtain renewals under 
old Act, as at present. 

RIA recommendation: Apply 
re-publication under the new Ac! 
unless you plan to discontinue 
of your mark. Owners wh 
marks are now registered unc 
the 10-year proviso of the Act 
1905 may apply for Lanham Ac 
registration on the Principal Res- 
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ister on the same basis as all other 
registrants under the present law. 


Reconsider Marks Filed 
With a Disclaimer 


Trademarks which are now reg- 
stered under the Act of 1905 with 
a disclaimer can probably be re- 
registered without the disclaimer 
wherever the disclaimed material 
has become “distinctive of the ap- 
jlicant’s or owner’s goods or serv- 
ices” (Section 6). Under the pres- 
ent law, disclaimed matter never 
becomes registrable. 

A filing fee of $25 will be re- 
quired, since the mark will have 
to be re-registered rather than 
re-published. Note, however, that 
third parties may, in case of re- 
registrations, oppose the registra- 
tion on the ground that they may 
be damaged by it. 


Check on Marks Registered 
Under Act of 1920 


Trademarks that were registered 
under the Act of 1920 before Janu- 
ary 5, 1928, expire on January 
5, 1948. Marks that were reg- 
istered after January 5, 1928, ex- 
pire 20 years after the date of 
registration. (Section 46b) 

These marks can be re-regis- 
tered on the Principal Register if 
the registrant can show that the 
mark has acquired real trade- 
mark significance or “secondary 
meaning.” 

Marks which cannot be re-reg- 
istered on the Principal Register 
can be renewed on the Supple- 


ri 
goods. 

8. The mark was an association 
|or certification mark. 

9. The mark was used on a} 
different type of goods. 

Under the new rules of the Lan- | 
ine all trademarks that do not | 22m Act, many such Seavey | 

E F , rejected marks may qualify for) 

qualify for registration under the | federal registration after July 
present law. They may have ac-| 947 & | 
quired “secondary meaning,” or. ¥ 
qualify for concurrent registra- | 1 ERTL ws 
tion, ete. ‘Research Group Elects 

RIA recommendation: Re-sur-| Rene Pepin, Stockton, West, 
vey all marks previously denied | Burkhart, Inc., has been elected 
registration on such grounds as_ president of the Greater Cincin- 
the following: |/nati Market Research Council. 

1. They were geographical in| Other officers named are B. L. 


The new law wipes out the dis- The mark was not affixed to 
tinction between the “right to 
use” and the “right to register.” 
If you have the “right to use,” you 
can register under the Lanham 
Act. 


RIA recommendation: Re-exam- | 


‘CHANGE-AD’ FRAMES 


Timely as tomorrow's fashions is this ver- 
satile Gage Hat display which provides 
space for inserting reproductions of cur- 
rent ad reprints. Featuring positive trade- 
mark identification, this die-cut display is 
made of durable thermoplastic, richly em- 
bossed and finished in natural light wood 
and attractive pastel colors. Size 12x15” 


connotation. | Schapker, Kroger Company, vice- a , 
, ; : j -C- plete line of 
2. They were identical with a/| tee aed = W. Pigap moo K outstanding dealer and point-of- 
family or surname. ane qerer, y sale displays in thermoplastic, wood 


3. The mark was identical with | 
a corporation’s name. 

4. There was more than one | 2° Stockwell & Marcuse 
bona fide owner. Stockwell & Marcuse, Detroit, 

5. The owner was not using | aS been named to direct the ad- 
the mark himself. vertising of the Detroit Automo- 

6. Th k ot 1 tive Products Corporation, for- 

. € mark was used in CON-| merly known as Thornton-Tan- 
nection with services, rather than dem Company. Trade publications 
merchandise. will be used. 


and molded plastic — all produced 
and created under one roof. Your 
inquiry is invited. 


Cc 


-KIRBY-COGESHALL-STEINAU CO. 


JACKSON at EAST CLYBOURN + MILWAUKEE 2, WIS. 


| 


mental Register if the registrant | 


would otherwise lose 
registration. 

RIA observation: Be sure to 
apply for re-registration on the 
Principal Register if you can 
prove that your mark has ac- 


a foreign 


quired trademark significance in|} 
If your mark | 


the United States. 
does not qualify for the Principal 
Register, consider allowing reg- 
istration to lapse. Marks regis- 
tered on the new Supplemental 
Register will be even less effective 
domestically than _ registrations 


\ under the Act of 1920. The Sup- 
' plemental Register should be re- 


sorted to only where there is no 
other method of supporting for- 


| eign registration. 


Marks Registered Under 
the Act of 1938 


“Collective marks” registered 
under the Act of 1938, such as 
“Fruit of the Loom” and “Pinoc- 
chio” are subject to re-publica- 
tion, at the owner’s option, on ex- 
actly the same terms as those ap- 
plying to registrations under the 
Act of 1905. 

RIA observation: The Commis- 
sioner of Patents will set up a 
separate register for collective and 
certification marks. Some of the 
1938 Act marks will probably be 
transferred to that register. 


Marks Eligible Under the Act 
of 1905, but Unregistered 


Many owners of trademarks 
have felt that registration under 
the present law did not offer in- 
centive enough to justify the ex- 
pense of registration or the risk 
! third party opposition. These 
trademark owners will find that 
‘istration under the Lanham 
Act will give them several impor- 
laut advantages that they won’t 
e if they continue to rely on 
ority of use alone. 
‘IA observation: The nation- 
e scope of a federal certificate 
he most important—but is only 
of the many reasons why 

trademark owner should 
ister under the new Act, un- 
he intends to confine his busi- 


0 


ry 


to local trade within state 
Mirks Ineligible Under 
the Aet of 1905 
lany trademarks which could 
be registered under the Act 


1905 will qualify for registra- 
under the Lanham Act, as 
ussed earlier in this analysis. 


ee 


Your “Letter Perfect” Salesman 


Articulately, in exactly the words and with the precise 
inflection you have approved, this salesman presents your 
product. His story is made more graphic by motion pic- 


the all-in-one cabinet motion pic- 
ture projector for display rooms, 
department stores, transportation 
terminals, lobbies, and offices. 


tures of your merchandise being manufactured, tested, 
used. It is the ultimate in persuasive proof. It works for , 
you, in automatic perfection, wherever your actual and 
prospective customers may be. 

N.B.: Its effectiveness and versatility in job training, 


sales education, and similar programs is unparalleled. 


MILLS INDUSTRIES, INCORPORATED «+ Office and Display Room: 2212 Merchandise Mart Chicago 54, Itlinois 
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57,000 Baltimore Families 


Never Counted Before 


It’s true! The first accurate count since 1940 shows over 57,000 
new families now living, earning and buying in the Baltimore 
City Zone. That’s pure honey for the advertiser going after in- 


creased sales in America’s Sixth Largest City. 


Painstaking research by the Baltimore Health Department, with 
the cooperation of government agencies, discloses that the Balti- 
more City Zone now has 321,158 dwelling units”a husky increase 
of 57,620 over the 1940 census. 


*Sources: Director of Statistical Section, Baltimore City Health Department; Build- 
ing Engineer, Baltimore County; Supervisors of Assessments, Howard and Anne 
Arundel counties. 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE Jf = 


wee eyes 
“ap Bears 4 


That demands a new approach to Maryland marketing. It means 


you need the News-Post more than ever before, Baltimore’s fav- 


orite newspaper for over 19 years—it means you need the CAMP 


Corp., 

biggest paper in Baltimore to cover the bigger Baltimore. “beta 
Cawl, 
FIGURE IT OUT FOR YOURSELF 

To cover 321,158 families* in Baltimore’s City Zone, you can’t 
do without the News-Post City Zone circulation of 194,063 in 
— Baltimore’s biggest. News-Post total net paid circulation 
is 221,127. <S 


FOR 1947, MORE THAN 
EVER, IT’S THE 
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\dvertising Age, April 28, 1947 


PHOTOGRAPHIC REVIEW 


FOUR A'S OFFICERS—Newly-elected officers of the Four A's are John C. 

Cornelius, BBDO, chairman; Thomas D'A. Brophy, president of Kenyon & Eck- 

hardt, vice-chairman; Clarence Goshorn, president of Benton & Bowles, secre- 
tary-treasurer, with Frederic R. Gamble, president. 


y - 


FORMER CHAIRMEN—Four former heads of the Four A's: Henry Ewald 

(left) of Campbell-Ewald Co.; John Benson, now head of the Committee on 

Consumer Relations in Advertising; William Reydel, Newell-Emmett Co., and 
James W. Young. 


CAMPAIGN FOR 'ECONOMY'—Howard Chase (right) of General Foods 

Corp., chairman for a joint ANA-Four A's committee for a campaign for 

“better understanding of our economic system," appeared with some of the 

leaders on this program at the Four A's convention. Left to right: Dr. Franklin 

Cawl, Kudner Agency; Jack Smock, Foote, Cone & Belding; and W. Mack 
Rainbolt, Young & Rubicam. 
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introduces 6 ways to brighten a man’s 
face...and his future! 
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A MeKESSON & FOSBINS PRODUCT 


pe Need 
y a 
) / YI tj | toiletries for men 
- AT DRUG COUNTERS EV ERT WHERE 


FOR MEN—McKesson & Robbins will swing into four-color advertising of its 
wn toiletries with this full page in Life and the Saturday Evening Post next 
month. Benton & Bowles, New York, is the agency. (Story on Page 34.) 
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CHAIRMEN—John C. Cornelius (left), 
executive vice-president of Batten, Bar- 
ton, Durstine & Osborn, elected chair- 
man of the board of American Asso- 
ciation of Advertising Agencies, is 
shown with his predecessor, Sigurd S. 
Larmon, president of Young & Rubicam. 


TATHAM TALKS TO ADVETS—Arthur Tatham, president of Tatham-Laird, Inc., 
discusses personnel problems with members of Advertising Amvets at a recent 
luncheon meeting in Chicago. Left to right: Paul Kelly, production manager of 
Tatham-Laird, and Amvet post commander; (standing behind Kelly) W. F. 
Pierce, account executive for Jim Duffy Co.; Miss Jane Balser of Headley-Reed 
Co.; (foreground) Arthur Tatham; Leo W. Beale of Premier Engraving Co., and 
Leonard F. Thornton, media director for Swaney, Drake & Bement. 


AT ANA'S SPRING MEETING—Broadcast Measurement Bureau's radio audience measurements were discussed at the Asso- 

ciation of National Advertisers’ Chicago meeting by (left to right) Albert S. Dempewolff, assistant to the director of sales 

and advertising, Celanese Corp. of America; Joseph M. Allen, vice-president, Bristol-Myers; Lowry Crites, director of media, 
General Mills; Paul West, ANA president, and Hugh Feltis, BMB president. ° 


SAMPLING—Making a meal of its clients’ products are Deutsch & Shea agency executives (left to right) Stephen P. Lewis, 
radio director; Thelma Kane, space buyer; George R. Parnaby, merchandising director; Arnold R. Deutsch, president; Van 
M. Evans, media director, and David J. Cowen, creative-copy director. The lunch marked expansion of the agency, which 


recently took another floor in the Times building, New York. 
A ee 
ol tals 


AT AGENCY NETWORK MEETING—Representatives of midwest member agencies who met in Chicago for a regional con- 

ference of the Affiliated Advertising Agencies Network April 12 are (standing, left to right) J. W. Evans and H. N. Baum, 

Gebhart & Brockson, host agency; F. R. Lathers, Arthur Towell, Inc., Madison, Wis.; Dan T. White, Mithoff & White, Adver- 

tising, El Paso, Tex.; Edward Hibshman, Edward Hibshman & Associates, Cleveland, and W. H. Kinsall, Wm. H. Kinsall Co., 

Bloomington, Ill. Seated: W. |. Brockson, Gebhart & Brockson; Paul Staedtler, Arthur Towell, Inc.; Paul Kranzberg, Padco, 
Inc., St. Louis; William Smith, Bronson West, Advertising, St. Paul, and Paul Randall, Wm. H. Kinsall Co. 
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+ THE SAN FRANCISCO EXAMINER 


FOR SIXTY YEARS NEWSPAPER NUMBER ONE IN NORTHERN CALIFORNIA 


NATIONALLY 


REPRESENTED BY THE HEARST ADVERTISING 


Harvey R. Young, veteran adv. dir. of the Columbus Dispatch. 
had a successful eye operation at Passavant Hospital, Chicago, on 
April 4 and was able to attend the convention of the newspape: 
promotion managers at the Edgewater Beach Hotel the following 
Monday. Two recent operations have almost completely restored 
normal vision. . . 

Henry Marks, adv. dir. of Printers’ Ink, is sporting a handsome 
wrist watch presented to him by the publication to mark the com- 
pletion of 30 years’ service. . . 

R. D. Keim was especially honored with a gold star emblem set 
with 25 diamonds at the 25th anniversary meeting of Squibb Gold 
Star Go-Getters Club, founded by him in 1922 to honor each year 
outstanding salesmen in the Squibb organization. The club’s name 
is based on a Peter B. Kyne story, “The Go-Getter” .. . Nancy Craig, 
ABC radio commentator, has been selected as ‘Foster Mother of 
1947” by the int'l representatives of the Foster Parents’ Plan for 
War Children, for her efforts in providing more than 21,000 food 
and clothing parcels for the children of Greece, France, Belgium, 
Austria and Holland during the last year... 


SUPER GETS TAGGED—"Deac" Smith, plant superintendent of Charlotte En- 

graving Co., Charlotte, N. C., receives an outstanding medal from Fort & Co., 

Charlotte agency, for "services beyond the call of duty in meeting deadlines.” 

John L. Fort, agency head, left, and Everett Bierman, president of the engraving 

company (behind Mr. Smith), stand a to catch "Deac" if he topples over 
from shock. 


Stopping off in New York during a round-the-world tour re- 
cently was H. C. Kingay, managing director of London’s George 
Newnes Ltd., and Newnes-Pearson Co., which publish the Strand, 
Wide World, Men Only, Modern Women, Women’s Home, Country 
Life, Amateur Gardening, and a large list of technical business 
journals. . . The Gold Medal presented annually to the student 
who writes the best essay on ‘“‘What I Got Out of the Advertising 
and Selling Course of the Advertising Club of New York” was 
presented April 10 to Ralph P. Stephens, of The New Yorker. 
Henry A. Shull, Pharma-Craft Corp., won the Silver Medal and 
Eugene H. Kummel, John Hudson Moore, Inc., won the Bronze 
Medal... 

Employes of the NBC central division celebrated the 25th anni- 
versary of WMAQ, NBC owned and operated station in Chicago, 
with a party in the Merchandise Mart studios April 11. I. E. Shower- 
man, gen’l mgr. of the division, presided at the birthday-cake cut- 
ting... F. A. Miller, pres. and editor of the South Bend Tribune. 
has returned from a month’s vacation with Mrs. Miller in St. Peters- 
burg, Fila... 

Frank A. Whipple, v.p. and manager of the Hartford office of 
Charles W. Hoyt Co., has been appointed a member of the Presi- 
dent’s Conference on Fire Prevention, whose job it will be to in- 
tensify the work of community safety. . . Edgar Kobak, head of 
MBS, will handle radio publicity for the Greater New York Fund's 
10th annual campaign. Ralph C. Champlin, dir. of public relations 
of Ethyl Corp., will be responsible for press cooperation, and Walter 
Weir, pres. of Walter Weir, Inc., has prepared three ads for New 
York papers to use in promoting the drive... 

There was a special Easter present for John J. Hamilton, assistant 
to the business mgr. of the Cincinnati Enquirer. A six pound, 13- 
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ounce son was born to Mrs. Hamilton at the Good Samaritan Hos- 
pital... Also the father of a new son is Jerry Marcus, sales mg’. 
of Station WNAB, Bridgeport, Conn... 

Joseph Dale Probst, service mgr. of Henri, Hurst & McDonald, 
Chicago, has been appointed national chief of staff and national 
public relations officer of the Marine Corps League. . . Cathryn 
Coryn of the WHBF sales staff, Rock Island, IIl., is planning a si»- 
months visit with a sister in Bruges, Belgium.. . 

| It’s Tane-Tie-Ga-Keah, now, for Charles Luckman, pres. of Lev:' 
Bros. The name, meaning “great heart,” was conferred on him 1 
a banquet during the Oklahoma Druggists convention in Tul» 
April 16, when he was made a member of the Kiowa tribe, ac 
given a war bonnet... Dr. H. A. Schwartz, research mgr. of Na- 
tional Malleable & Steel Castings Co., Cleveland, is the first Ame! '- 
can recipient of an honorary membership in the Association Tec - 
nique de Fonderie de Belgique. . . 

Bill Steffy, vice-president of Shaw-LeVally, Chicago, was a gucs' 
on WJJD’s Chicago Forum of the Air April 12... The silver jub! 
of KHJ, Los Angeles headquarters station of the Don Lee Muti 
net, coincided with the 25th wedding anniversary of Lewis All: 
Weiss, v.p. and gen’l mgr. of Mutual Don Lee, and Mrs. Weiss. . . 

Glenn H. Campbell, head of Campbell-Sanford Advertising ¢ 
Cleveland, 
geneological story of his clan, has settled the Campbells, their < 
tivities and tartans in a book called ‘“‘The Campbells Are Comin: 
set for June publication by Dodd, Mead & Co... 
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AFL Maps First 
Big Ad Campaign; 
May Use $1,500,000 


(Continued from Page 1) 


out “to destroy the power of trade 
unions to serve the workers of 
America effectively.” 

The sponsors of the House and 
Senate bills are trying to make 
labor the goat for all the ills 
which the nation has suffered 
since the war ended, the council 
said. 

“Clever politicians, aided and 
abetted by the powerful National 
Association of Manufacturers and 
special interests, have taken ad- 
vantage of public impatience over 
high prices; scarcities of peace- 
time necessities, and other post- 
war maladjustments,” it con- 
tinued. 

“They have tried to make the 
public believe that once the trade | 
unions are stripped of the power 
to protect the interests of the na- 
tion’s workers, all these economic 
problems will be solved.” 

The council claimed that Con- 
gress, “relying on ballyhoo in- 
stead of fact-finding investiga- 
tion,” is about to cripple and rip 
apart the fabric and techniques 
of successful and effective col- 
lective bargaining. “Our op-| 
ponents in Congress have sought | 
to give the public a distorted pic- | 


agement relations by bringing in a | 
few recalcitrant and spiteful em- | 
ployers to air their grievances at | 
open hearings, while they have | 
studiously avoided the many thou- | 
sands of American employers who | 
enjoy satisfactory relations with | 
unions. 

“Unfortunately the American 
people have been kept ignorant of 
the fact that collective bargain- | 
ing is working successfully under | 
our present laws wherever and | 
whenever management practices it | 
sincerely and that there are a 
thousand and one _ unpublicized | 
cases of agreement for each dis- | 
agreement which is played up in 
headlines.” 


‘PM’ Joins ABC | 

The New York newspaper, PM, | 
has joined the Audit Bureau of | 
Circulations. 


EYE’CATCHERS 


Lennen & Mitchell Names 


Franklin as Research V.P. 


Lennen & Mitchell, New York, 
has promoted Todd B. Franklin 
to vice-president in charge of re- 
search and mer- 
chandising. Mr. 
Franklin, who 
joined the agency 
a year ago, has 
been serving as 
research  direc- 
tor. 

Before joining 
Lennen & Mit- 
chell, Mr. Frank- 
lin was asso- 
ciated with H. W. 
" Kastor & Sons 
Todd Franklin for two years in 
a similar capacity, and before that 
was with Kenyon & Eckhardt for 
10 years. 


Paper Admen to Meet 


The Pacific Northwest News- 
paper Advertising Executives As- 
sociation will hold its annual con- 
vention in Wenatchee, Wash., May 
9-10. The theme of the meeting 
will be “The Swing Is to News- 
papers.” 


/ment 


—— 


Tees ae 


Young Would Put 
Torch of Liberty 
to Seats of Mighty 


New YorKx—To succeed against /'mans’ Union Pacific, the Louis- 


“monopolists everywhere—in 
labor, agriculture, industry, for- 
eign policy—the torch of liberty 


'must be kept continuously ap- 
to the seats of a great | 


HOG . «.. 
many pants,” Robert R. Young, 
railroad man, told the American 
Newspaper Publishers Associa- 
tion at the annual dinner of the 
Bureau of Advertising here April 
24. 

Speaking as chairman of the 
new Federation for Railway 
Progress (AA, Feb. 24), Mr. 
Young asserted that ‘“monopolists 
have brought the railroad indus- 
try to a point where a dollar in- 
vested in the most essential in- 
dustry in the richest nation in 
the world is not as good as an 
idle dollar in the bank. 

“The RFC and other govern- 
agencies, including the 


| President,” he said, 


| 


| 
} 


|Graham Associates, New Britain, 


Bhi oc 


“have joined 
forces with the Wall Streeters for 
whom 132 of our 135 Class I 
railroads behave like Rockettes— 
so much so that three as widely 
separated roads as Mr. Harri- 


ville & Nashville and the Chicago 
& North Western are moved to use 
identical language to security 
holders belittling’ the federation. 


To Barnett & Keegan 


Barnett & Keegan, Birmingham, 
Ala., has been named to handle 
the national advertising of Coosa 
Valley Development Corporation, 
Talladega, Ala, which was 
formed to create permanent em- | 
ployment for skilled workers in 
Talladega who formerly worked 
in the Army ordnance plant there. 
Management magazines and met-| 
ropolitan newspapers will be used. 


Goldsmith Names Lush - Post-Journal 


Edward J. Lush, formerly with | ONLY Daily Newspaper 


| Circulation Population 
25,748 ABC 51,336 ABC City Zone 


JAMESTOWN, N. Y. 


has total bank deposits of 


$69,000,000 


The successful key to 
maximum sales is the . . . 


JAMESTOWN 


Conn., has been named account 
executive of Goldsmith Company, 
Providence, R. I. 
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WHY DOESN’T SOMEBODY 
TELL HIM!! 
| 


"We did, snooks, but Mr. 
' story again. 


EYE’ 


iman-interest, still, 


Lus 


appeal to the eye. YOU MUST | 


CATC -H THEIR EYE BEFORE YOU CAN | 


MAKE THEM BUY! 


Appeals to the mind too, because E. C. 
8 practically do your thinking for you, | 
il eye-catching captions for any type 
isiness can be written around each | 


We do it every day. 


Advertiser here is | 


CATCHERS is the only type of pho- 
phic service that provides such variety | 
scenery, animal | 


ious fruit and E. C. are synonymous. | 


| mk 
’ 
| : ef 


ture of the state of labor-man- | : W 
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“If it happens in ‘Lincoln Land’ 


—We're There!”’ 


Boone County, Illinois, held a 
Conservation and Fire Prevention 
Field Day, and we were there with ae 
camera, microphone and typewriter. : 
Wisconsin conducted a Junior Live- 


Hi, 


stock Exposition. Wayne County, 


\ 
a 


1 


Indiana, folks met to work out closer | 
cooperation between city and farm, 
Michigan Allied Dairy Association 
discussed price control problems. 


| 


i 


festival resumed...a lot of farm 


bee 
The annual Illinois rural sports é 

f 
families were there and . 


so were we. 


In fact, Prairie Farmer editors 
traveled a quarter-million miles in 
1946, to get local stories. WLS 


originated 195 remote control broad- 


You get pretty well acquainted with folks when you're 
Out visiting them all the time—and they get to know 
and believe in you. That’s why “Lincoln Land” people 
respond quickly and in volume to Prairie Farmer-WLS 
advertisers. For further facts, write or call us at 1230 
Washington Boulevard, Chicago 7. We'll be glad to 


news events in 1946, 


“visit” a while with you, too. 


HALRIE PARME 


App. . : | yp» 

Ppeals to your instincts because the cost | Do———_—- 

8 Corned little. Write on your letterhead | 64! 
mples. 


EYE CATCHERS, Ine. 


Street 
New York 16, N.Y. 


BURRIDGE D. BUTLER, President 


casts, with Dinner Bell Time alone 
traveling 11,714 miles in the three 


The counties where Prairie 
Farmer-WLS covered local 


summer months. In 166 counties, we 
were there with the local folks 

covering their events, talking with 
them about their own local problems. 


Yes, sir, wherever local folks get 
together, Prairie Farmer-WLS are 
there! 


7a BuD.B. {3 


“You can’t make money farming 
in a rocker on the front porch.” 


Karnitye ”? Py le 


President, Prairie Farmer 
and WLS 
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Six Appoint Rouse 

A. James Rouse Company, Los 
Angeles, has been appointed to 
handle the advertising of Golden 
West Rubber Company, manufac- 
turer of Camelback rubber; In- 
ter-World Corporation, import- 
export firm; J. M. Gordon Com- 
pany, manufacturer of Alumi-Lug 


meat container; Chili Products 
Company; Jim Stuart Model 
Agency, and House of Fabrics, 


Inc., a southern California chain 
of retail dry goods stores. 


Details'o f Successful 
Public Relations Programs 


25 ACTUAL CASE STUDIES 


PUBLIC RELATIONS IN 
ACTION, by Philip Lesly, 
reveals the objectives and oper- 
ation of outstanding public re- 
lations programs; outlines each 
step; lists media and projects 
employed; provides practical 
reports of results. 
Covers trade association pro- 
grams, government programs, 
community projects, and many 
individual industrial jobs. A 
handbook for every executive— 
= a must for publicity and adver- 
= tising people. 
“Top-drawer examples of how 
the other fellow does it. Bulg- 
ing with ideas—it invites con- 
stant reference and application 
management and public 
relations personnel.’’"—Richard 
M. Jones, Director of Public 
= Relations, Blue Cross Com- 
eateston. $4.50 
at your bookstore or direct from 
ceiaenites a co. 


185 N. Wabash ry CS , Til. 


Senate Group 
Gives Full Okay 
fo Census Bill 


BULLETIN 

WaASHINGTON—A House post of- 
fice and civil service subcommit- 
tee will meet next Friday (May 
2) on the Hagen bill (H.R. 1821) 
authorizing quinquennial censuses 
of business and manufactures. 

The Hagen bill is identical to 
the Hawkes bill (S. 554), ap- 
proved with minor amendments 
Tuesday by the Senate post office 
and civil service committee. 

Rep. Harold Hagen (R., Minn.), 
the bill’s sponsor and the sub- 
committee chairman, has invited 
further comments prior to the 
May 2 meeting. 


WasHINGTON—The Hawkes bill 


(S. 554) for 1947 censuses of 
business, manufactures and min- 
eral industries won unanimous 
committee approval Tuesday fol- 
lowing the addition of an amend- 
ment providing for a census of 
transportation. 

In recommending the proposal 
of adoption by the Senate, the 
civil service and post office com- 
mittee explained that business 
and industrial experts consider 
the material “essential to the 
orderly operation of the enter- 
prise system under the present 
economic plan.” 

The committee added that the 
material would be of importance 
to academic, governmental, eco- 
nomic and statistical interests as 
well as to business and industry 
and that “generally speaking, 
census information is always of 


the widest possible public inter- 


it 


the right idea... 


The "Old Timer" had the right 


going after. 


FOOD SALES 
RETAIL SALES ... 


TOTAL BUYING INCOME 


eee eeee 
“eee 


INDUSTRIAL PAYROLL 


(Sales Management Survey Estimates) 


but the wrong approach! 


PREPARATION—Ready for the bug 
season is this new three-color counter 
display carton for 6-12 brand insect 
repellent, product of Carbide & Carbon 
Chemicals Corp., New York. Three of 
the displays, containing 12 two-ounce 
bottles, will be packed in each case 
of 6-12. 


est.” 

It pointed out that the Hawkes 
bill had been amended “to give 
due weight” to the transportation 
provisions of S. 6, a rival bill 
introduced by Sen. Pat McCarran 
(D., Nev.). The amendment was 
approved by Under Secretary of 
Commerce William C. Foster last 
week (AA, April 21). Lack of 
such information, particularly on 
highway transportation, handi- 
capped the War Department dur- 
ing the recent war, the committee 
said. 


Funds Are Threatened 


Adoption of the bill by the Sen- 
ate and of its twin bill, H.R. 1821, 
by the House took on an added 
urgency during the week as the 
House appropriations committee 
set out to wipe out funds for all 
government activities not clearly 
specified in law. 

In addition to re-orienting the 
bureau’s schedule of full-scale 
censuses, the Hawkes bill codifies 
scattered authority for interim 
studies currently conducted on a 
large scale for hundreds of trade 
and industrial groups. 

The committee argued that 
across - the - board quinquennial 
censuses would be less expensive 
in the long run than the present 
system, which provides a census 
of manufactures every two years 
and business and mineral indus- 
tries every 10. 

Over a 10-year period, it esti- 
mated that the new program 
would cost $37,800,000, while the 
present schedule would involve 
$38,900,000. 


Says Data Urgent Now 
Noting that there have been no 


Carnation Milk 
and Campbell Sue 


Armour on Labels 


PHILADELPHIA — Advertisers are 
watching with keen interest de- 
velopments in a suit filed jointly 
in federal district court here by 
Campbell Soup Company and 
Carnation Company, charging 
Armour & Co. with infringing the 
label design of Carnation and 
Campbell products. 

The civil action asks an injunc- 
tion to restrain Armour from 
using labels on its food products 
which are “confusingly similar” 
to labels used by the plaintiffs, 
and also asks an accounting of 
profits and payment of costs of 
the action. 

Of particular interest to ad- 
vertisers is the fact that the gen- 
eral design of the labels and their 
color scheme seem to be the points 
at issue, rather than similarity of 
name or lettering. Carnation and 
Campbell are joined in the suit 


a 
labels embodying “a device con- 


rectangular panels of substantially 
equal size and shape, one colored 
red and the other colored white,” 
and therefore are said to have a 
joint interest in such labels. 


Armour Redesigned Labels 


The suit follows an unusually 
extensive label redesign job done 
for Armour by Raymond Loewy, 
which utilizes a white panel above 
a colored panel. The colors used 
vary for various Armour lines, 
but some products utilized a color 
which Armour says was specifi- 
cally designed for it, and which 
can most easily be described as 
maroon. 

“The number of containers of 
products sold by the plaintiffs 
bearing their respective trade- 
marks has exceeded, in the aggre- 
gate, 30 billion,” says the com- 
plaint, “and the amounts spent by 
them in advertising their respec- 
tive products under their said 
trademarks have exceeded in the 
aggregate, $100,000,000.” 

The suit was filed Jan. 20, and 
Armour’s 20-page brief in answer 
was filed March 11, in general de- 
nying that any Campbell or Car- 
nation rights are involved, and 
insisting that, if they are, Armour 


because the two companies have | iq 
long-standing agreement on/| i 


sisting of two adjoining horizontal | } 
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is now collecting depositions to 
bolster its contentions, but hear- 
ings have not been scheduled,‘and 
apparently are not expected for 
some time. 


Form Local PR Group 


St. Louis public relations mey 
have organized a local public re- 
lations group to be affiliated with 
the American Public Relations 
Association. Officers of the new 
group are J. D. Sykes, Ralston 
Purina Company, president; John 
Kinerk, Frank Block & Asso- 
ciates, vice-president; Ellen Lee 
Brashear, secretary, and Helen 
Clanton, treasurer. 


Issues $2.50 Magazine 


American Fabrics, quarterly 
magazine published by Reporter 
Publications, New York, will 
probably be the first $2.50 maga- 
zine to be sold on newsstands. It 
will appear this week on selected 
news counters in leading cities 
throughout the country, distrib- 
uted by the American News Com- 
pany. 


49 PERCENT PLUS —™ 
OF ALL DALLASITES 


ARE AC HOME 
IN THEIR OWN HOMES! 


... and Dallas women, famous for thei 
style consciousness, turn to the popular 
“At Home” weekly feature of The 
Times Herald for authoritative news of 
the latest trends in local architecturd 
treatments and home decor. 


The Dallas Times Herald has the greatest cir 
culation,of any newspaper in the prospero 
twenty-county Dallas ABC Market. 


THE DALLAS 
TIMES HERALD 


Dallas’ Greatest Newspaper 


Represented by 
THE BRANHAM COMPANY 


has not infringed them. Armour 


data for business men 


idea. He heard that Lawrence is 


a lucrative spot. True, but it's not gold beneath the ground... 
it's dollars within the pocketbooks that smart advertisers are 


Just scan these figures and you'll agree, too, that Lawrence 
deserves a place on your schedule. 


. $90,480,000 
$14,654,000 
$52,942,000 
- $43,000,000 


“eee ee ee wee 


“ee eeneee 


Reach the people who are better able to buy your 
roduct. Reach them thru their daily newspaper — the 

EAGLE-TRIBUNE. 

Greater Lawrence homes. ABC Circulation over 35,000. 


Read in 95 out of every 100 


urgent.” It added: “The lack of 


|a severe handicap to many busi- 
;ness men.” 


the committee 
Where the markets 


censuses, 
would be: 


where the new plants and whole- 
sale and retail establishments are, 


raw materials are to be obtained, 
the lines where the best invest- 
ment in new plant and machinery 


| sumer needs. 
| mentioned in the report were the 
|U. S. Chamber of Commerce, 


Angeles, Philadelphia, Richmond 
, and Seattle, the Chicago Associa- 
| sociation. 

| Editorial 


reported 


Tribune, 


keting and Northwestern Miller. 


studies since 1939, the committee | 
stressed that “the need for census | 
is now| 
/more current comparative data is | 
Among the data covered by the | 
said, 


are, what the consumer is buying, | 


what the labor supply is, where} 


‘could be made, what the con- 


Among supporting organizations 
|Chambers of Commerce of Los 


‘tion of Commerce and Industry, 
;}and the American Marketing As- 


backing for the 
| Hawkes bill or its principles was 
in varied publications, 
|such as the New York Herald 
Editor and Publisher, 
| ADVERTISING AGE, Industrial Mar- 


| 
| 
| 
| 


100 —15¢ EACH 


500 — 10c EACH 5000 


H 1004 MARQUETTE AVE. 


CAR: CARDS secome POINT-OF-PURCHASE DISPLAYS 
. early, zeouomically, with 


“CARDISPLAY” 


PROVIDES FOLLOW-THRU FOR 
SUCCESSFUL CAR-CARD CAMPAIGNS 


Don't let your car card campaign end in the street 
car or bus. With Cardisplays you can follow thru 
by carrying the campaign right into your deal- 
ers’ windows and on their counters where your 
merchandise is sold. Just snap your card into 
this economical car card holder and you have 
a perfect point of purchase display. 


as tow as #6 cacn: 


Cardisplays are currently used by over 100 car- 
card advertisers. Their low price permits their 
generous use. Do a complete job. No car card 
campaign is complete without Cardisplay! 


1000 - 


SAMPLE SENT FREE ON REQUEST 


CARDISPLAY COMPANY 
MINNEAPOLIS 2, MINN. 


LONG LASTING 
CAN BE USED 
OVER and OVER 


9c EACH 
- 7c EACH 


Adverti 


Pren 
Dest 
and 


show, 
they we 
pearanc 


Items 
greater 
greater 
with s 
that 25. 
scarce. 
Young 
that it 
items n 
premiur 

Some 
pearing. 
pany, | 
rubber 
since tl 
Ross C 
offering 
guns as 
Craftme 
New Y 
kitchen 
comer | 
spokesn 
that alt 
count f 
compan 
is fran] 
public 
Compar 
some al 
the sho; 
product 

Lugg: 
making 
war pI 
silver 
spokesn 
that the 
by sho 
Lawren 
pany, C 
quiring 
cult to 
been it 
pared v 

Plasti 
again 
buyers 
plastic 
Plastic 
number 
home ¢ 
novelty 

For f 
to get 
bracket 
Park, I 
scale d 
about $ 
(not in 
cludes 
even a 
York T 

Altho 
in pre 
items 
cases al 
hold at 
market. 


) 
| - pe eeerr—“(té‘i‘CS 
— ae | 
a NSE = 
YS | 
Domes cor ge . | 
tte ee , (Ce 
cerecniicsiieeaiti cial taille BPRS wits se * st, | 
eu os 33, ii “a ‘ute é AS Bs 
oo ORE se ™ Clothing aS saga” S I 
~ Public  § | 
ie 
<= a ws | 
es | | eee Sater ae 
: 
: _—- | } | a) 
3 | ee ee es: A . ae 
: Bo... 4 A | ae al 
7 s i= 2. | 
| “ae a 
2 | es | “ 
= | re 
= | | 
| 
| ee | 
aS Lee I IER SE cama eNO Set | 
ee 
| 
: ii 5 | ae 
: Co] ¢ , 
| ‘> Lia > 3 F ie 
¢ say ] 5, ' 
eS | | 7s 
«(iB —@ = a 
ee ~~ == 7 
a SSS==-::: oe oe -|es 
=-== | Sessclsls |= EE a 
sean tt ea aan 
sens S@eee 20 2 | Oe ee ee ae + —_—__-—-———_—_—_——_—_——_..:.2rnm— a eee ee eee 
= 
= 7 | | 
| = oer Ne - all 
| BA o~-- Qa | 
+ —s ee SN) : 7 
es BY ee : 
ae, 
| pric) AN 
na nem C NG 
— tie ney 
ae TROL 
: ee }_—____| a on we aT L 
| Ab ¥8 or Col 
ee | 2) AY ‘6 
} oN] y v4 pany, t 
| eeererees Vey — p \* fered w 
ow ps fa\s \ ars in 
x WHOL yst AS ee Colgate 
sph ow wv sts 4 
eee ees card gsitl wo 8 househ¢ 
ep PO cans * - 7 
CURVES Cn CA , quality 
ee ,PREARS said, 19 
; of remy 
ge mu 
a fact tk 
Cc mercha: 
Premiuw 
espi 
: buyers 
: | es bremiuw 
The EAGLE - TRIBUNE =a 
i ee anticipg 
: LAWRENCE, MASSACHUSETTS rien 
PITAL OF WORSTED TEXTILE INDUSTRY IN AMERICA) _ an a tia} 
WARD- GRIFFITH CO.=- NATIONAL REPRESENTATIVES S| = ; sare Sa 
eee | PAT. PEND bn 


Advertising Age, April 28, 1947 


ns to + 
‘ee | Premium Era Seen 
a for o 
Despite Shortages 
J a a 
oe Land Price Rises 
_ (Continued from Page 1) 
e new Mshow, many frankly declared that 
‘alston they were making only token ap- 
_* pearances. 
n Lee Higher Priced Items 
Helen 


Items of higher price and 
greater value are appearing in 
© greater quantities at the show, 

with some buyers complaining 


arterly Bthat 25-cent items are extremely 

sporter B carce. George E. T. Lum, of 

hae, Young & Rubicam, pointed out 

ds. It @that it is easier to move 25-cent 

elected items now than to move 10-cent 
cities § premiums prior to the war. 


Some war casualties are reap- 
pearing. The Oak Rubber Com- 
pany, Ravenna, O., is offering 
rubber balloons for the first time 
since the beginning of the war. 
Ross Coles & Co., Chicago, is 
offering pistols, rifles and shot- 
guns as well as leather jackets. 
Craftmaster Products Corporation, 
New York, maker of aluminum 
kitchenware, is a relative new- 
comer to the premium field. A 
spokesman for the company said 
that although premium orders ac- 
count for about only 10% of the 
company’s business, the company 
is frankly aiming for more. Re- 
public Stamping & Enameling 
Company, Canton, O., is offering 
some aluminumware and said that 
the shortage of steel is hampering 
production of its enamelware. 


O MES! Luggage of good quality is 
making a strong bid in the post- 
war premium field, along with 

us for them Silver tableware, although a 

the populo™/ spokesman for Oneida Ltd. said 

ire of The that the company is still hampered 
ive news 1M by shortage of materials. Leon 
rchitecturd y >. wrence, of Harlich Mfg. Com- 

pany, Chicago, said that items re- 
greates! ci 


quiring paperboard are still diffi- 
cult to supply although there has 
—Bbeen increased production com- 
5 pared with last year. x 

Plastics appeared in full force 
again this year although some 
buyers expressed the opinion that 


e prosperou 


paper plastic items were high in price. 
Plastic offerings include house 
numbers, light switch protectors, 
ANY home decorations and numerous 


novelty items. 

For premium buyers who want 
to get out of the smaller price 
bracket, Harcourt Company, Oak 
Park, Ill, is offering a built-to- 
scale doll house which sells for 
about $50. Furniture for the house 
(not included in the price) in- 
cludes all pieces built to scale, 
even a miniature copy of the New 
York Times. 

Although not so prominent as 
in previous shows, such small 
items as whistles, yo-yos, key 
cases and other novelty items still 


ve strest hold attraction in the premium 
ow thru market 

yr deal- 

re your Utility Items Sought 

ard into M. H. Richards, premium buyer 
2u have for Colgate-Palmolive-Peet Com- 


pany, told AA that premiums of- 
fered with an eye to utility value 
are in greatest demand and that 
Colgate favors items which have 
household use. With growing 
Quality in premiums, Mr. Richard 
Said, 1947 appears to be the “era 
of premiums” and the market will 
ge: much of its growth from the 
fact that plentiful supplies of 
merchandise will stimulate use of 
premiums. 

Jespite increased prices, some 
buyers expressed the view that 
Premium prices took their great- 
est jump after decontrol and that 
y are gradually dropping. Many 
anticipate a continuing drop in 
Prices which will effect substan- 
Nal savings. 

). E, Barnum, Pet Milk Com- 


pears to be a shortage of lower- 
priced household items which can 
be used in coupon redemption and 
named sheets and pillowcases as 
one type of article which must be 
purchased in higher quality brack- 
ets due to shortages of lower 
priced merchandise in that line. 
Much of the demand for items 
used in premium distribution is 
based, he said, on the scarcity of 
those items in general merchan- 
dise stores. Premium users who 
order ahead are warned, he said, 
to consider the future appeal of 
the items they choose. He pointed 
out that nylon hose, once a pre- 
mium item of high demand, is 
now not nearly so powerful an 
attraction. 

Parlin Lillard, general manager 
of special products for General 
Foods’ sales division, declared that 
self-liquidating premium items 
should be used to promote the sale 
of a company’s products only, and 
that there should be no attempt 
to make a profit on the premium 
itself. He said that General Foods 
tries to hit the cost of the item, 


plus cost of postage, in a single 
coin price to build greater re- 
turns. 

Officers appointed by directors 
of the Premium Industry Club 
during the exposition include Wil- 
liam F. Forbrich, Premium Prac- 
tice and Business Promotion, 
president; J. R. Stanley Crowder, 
Republic Company, Chicago, vice- 
president; Irene Jezier of the 
Robert B. Paysee organization, 
secretary, and Al Smith, also with 
Paysee, treasurer. 


Mirro-Matic Wins Suit 

United States Circuit Court of 
Appeals has ruled in favor of the 
Aluminum Goods Mfg. Company, 
Manitowoc, Wis., maker of the 
Mirro-Matic pressure pan, in the 
patent suit instituted by National 
Pressure Cooker Company, Eau- 
Claire, Wis., maker of Presto 
cookers. Reversing the decision of 
the district court, the court of 
appeals ruled that the Wittenberg 
patent claims on the Presto pres- 
sure cooker were invalid and that 
there had been no infringement 
by the Mirro company. 


Old Gold Drops 
Sinatra June 4 


New YorkK—P. Lorillard Com- 
pany and Frank Sinatra will part 
at the end of the current 30-week 
cycle on June 4, AA was told last 
week. 

Reports that Lorillard will put 
on Alan Young as a replacement 
in the 9 p.m. CBS spot for Old Gold 
cigaret in the fall are not true. 
The Young show is just one of a 
number which have been offered. 
Bristol-Myers is dropping its 
sponsorship of Young on NBC. 

The reported reason for drop- 
ping Sinatra lay in his high pack- 
age price ($15,000 per week) and 
his mediocre Hooperating, 9.8. 

Lennen & Mitchell is agency for 
Lorillard. 


Names Dundes & Frank 


Exchange Trading Corporation, 
New York, importer of British- 
made Marspen fabrics, has ap- 
pointed Dundes & Frank, New 
York, to handle advertising. 


IM ONipvo1e#7,0,0.0 


OFFICES IN 
PITTSBURGH AND NEW YORK 


HAT’S THE JOB YOUR INDOOR 


DISPLAY MATERIAL SHOULD DO? 


Is it to win a place for your product on the sales counter? Is zt to make 


people who see it on the shelf feel that they have found a friend? Is it to 


single your product out? Is it to make your product talk and seli itself? 


E REGARD THAT AS ONE OF THE 

\ CHIEF FUNCTIONS OF GOOD IN- 
DOOR DISPLAY. It isn’t a question of large 
size, so much as a question of large thought. 


Consider six or eight food products on a 
crowded counter. What will make your product 
stand out from the rest? INDOOR DISPLAY— 
properly applied by McCandlish will do it. 


Because McCandlish experts spend much time 
in the stores where indoor display counts big, 
they are never confused as to the function, nor 
the practicality of displays. 


We consider it our job to help you get what is 


HOW TO MAKE YOUR PRODUCT TALK 


needed for the task to be done. While we are 
on friendly terms with the best in art, we don't 
approach display problems through the art 
viewpoint. We tackle them first from the angles 


of practical use and the bald facts of economics. 


We think in terms of shape and size in relation 
to product, and ease of assembly by dealers. We 
design the pieces so that if possible they can be 
shipped ready for instant use. We don't want 


any dealer to waste a moment guessing how 


one puts the thing together! 


Naturally, this wins quick acceptance for 
McCandlish Indoor Displays by dealers. They 


find them easy and profitable to use. 


TWO WAYS OF GOING AT IT — 1. If you have your own displa ideas well in hand, we 


will gladly cooperate with you to get maximum use by handling the production job for you or your 


agency. 2. Or, we can serve you creatively from start to finish . . . Either way you are sure of two 
things: a. Faithful reproduction of the art. b. Well thought out displays — carefully planned from 


a constructional and shipping viewpoint; so temptingly practical and usable that dealers enthusi- 


astically want to use them. 


Pany, Tampa, Fla., said there ap- 


Write McCandlish for further information 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 


ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 
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NBC Saves Face 
by Fading Allen, 
Hope and Skelfon 


New Yorx—National Broadcast- 
ing Company started off last week 
with a bam on a gag by Fred 
Allen. It ended up with a ban by 
Allen on its own gag, plus a lot 
of unwanted front-page publicity. 

The comedy of errors began 
when NBC cut Fred Allen off the 
air for 25 seconds on his April 20 
broadcast. Reason: Allen refused 
to delete a jest at the network for 
having cut him off the air when 
he overran his time previously. 

Next day Allen was quoted as 


describing the NBC action as 
and saying “the 
is 25 years old 


” 


“sheer stupidity, 
radio industry 


but some people are keeping it in 


STARS OVER KMBC 


Like all KMBC personali- 
ties, Bob Riley is nation- 
ally publicized and nation- 
ally known! Bob, as KMBC's 
official marketcaster, broad- 
casts direct from Kansas 
City’s livestock terminal— 
another exclusive KMBC 
feature! Hitch your adver- 
tising to a “Star’’ by phon- 
ing Free & Peters, Inc. 


2m 


KMBC 


OF KANSAS CITY 


SINCE 1928 BASIC CBS 
STATION for MISSOURI and KANSAS 


its infancy by such action.” 

J. Walter Thompson Company 
also reportedly declared it would 
not pay for the 25 seconds when 
Allen, off the air, referred to 
NBC’s “vice-president in charge 
of program ends who notes the 
time saved when programs run 
overtime” and saves up the sec- 
onds until he has enough for a 
vacation. JWT not only handles 
the Allen show for Standard 
Brands but also is agency for RCA 
and NBC. 

Tuesday evening brought two 
repetitions of the net’s ban 
against jibes at itself. Bob Hope 
went off the air several seconds 
while pointing out that “Allen can 
be faded.” Red Skelton also was 
cut off, though not before be- 
ginning his reference to the Allen 
fiasco by saying “Be careful, we 
might ad lib something that will 
hurt the dignity of some NBC 
vice-president.” As he came back 
on the air he remarked, “Well, we 
have now joined the parade of 
omar.” -* 

Allen Declines Offer 


Controversy raged over whether 
Allen had the right to kid the 
network. George Carson Putnam, 
a newscaster on WOR here, of- 
fered Allen a time spot to tell his 
story, but Allen declined. Mr. 
Putnam has been one of four as- 
| pirants the net is considering as 
|a replacement for Lowell Thomas. 
| By Wednesday NBC tossed in 
| the sponge, which Allen promptly 
| kicked out again. Lifting its ban, 
|NBC declared that Allen, Hope 
/and Skelton had been made hon- 
| orary vice-presidents. Allen re- 
| jected the offer with the remark, 
“IT wouldn’t be found dead as an 
NBC vice-president.” 

The comedian refused an offer 
|to appear as guest star Wednes- 
| day night on Henry Morgan’s 
ABC show because, he said, he 
is serious about the episode and 
does not intend “to play with the 
thing.” 
|about the NBC ban on Allen, how- 
ever. 

CBS, curiously enough, report- 
|edly banned a reference to NBC’s 
troubles on the Jack Carson 
broadcast early Wednesday eve- 


later in the evening was permitted 
to joke about it. Gags about the | 
Allen incident were scheduled by 
Jack Benny, Burns and Allen an 
others, and will presumably be 


Sic transit gloria v.p. 


United Wallpaper 


Morgan worked in a gag | 


ning, while Dennis Day on NBC |2 spread showing every one of the 
4 | Trimz 


d are 


heard frequently for some time. | closet 


|stores to buy UW’s Trimz wall- 


he nlite om ane 
TRimz 
Rear aston oa on a 
WALLPAPER |. 


UNITED WALLPAPER 'CATALOG' TEST—This spread in a four-page roto 
ad in Sunday's Indianapolis Star is United Wallpaper's first to show all Trimz 


patterns in full color. The ad sparks a 


unique week-long merchandising test. 


Runs 4-Page Roto 
Ad in Indianapolis 


All Trimz Products 
Shown in Unusual 
Merchandising Test 


INDIANAPOLIS — United Wall- 
paper is trying out an entirely 
new kind of test here this week. 
It began yesterday (Sunday) 
with a unique four-page full-color 
ad in the Indianapolis Star—the 
largest ad ever run in a roto sec- 
tion by a national advertiser. 

Too late to serve as a model for 
other such ads this spring, it may 
serve as a model for newspaper 
or even magazine promotion next 
fall. Besides being a severe test 
mechanically — preparation took 
four months—it is a test of a new 
method of pulling customers into 


papers and paper draperies. 
The ad’s two center pages form 


Ready-Pasted Wallpaper 
patterns and nearly all the Trimz 
paper draperies. On the final page 
shown the new children’s 
room DDT-treated wallpaper (AA, 
April 21), Trimz DDT cedar 
wallpaper, DDT ceiling 
paper and Trimz Ready- Pasted | 
_ Bor ders. 


Using Skywriting 


UW’s purpose of using the ad 
|as a catalog to pre-sell customers 
|is indicated on the first page of 
'the ad. “This is your Trimz Home 


| Decoration Selector,” copy reads. | 


“Check the wallpapers .. . ceiling 
and cedar closet papers ... and 
matching draperies that you want 


—then save this handy section and | 


take it to your nearest store.” 
Even if comparatively few fol- 


low that suggestion, the ad can | 


still serve its purpose, Malcolm 
Lund, UW’s advertising manager, 
told AA. The ad is only a part 
of an elaborate merchandising 
campaign in the Indianapolis area 
this week. Even skywriting is 
being used by Trimz Company. 
A big part of the local drive 
is being carried by and in local 
stores. Both major department 
stores are sending a complete 
mailing to all customers. L. S. 
Ayres & Co. ran a page tie-in ad 
in yesterday’s Star; Block’s not 
only ran a similar ad but also 
used small teaser ads calling at- 
tention to UW’s roto copy. Block’s 
will use spots throughout the 
week. On Wednesday, Ayres will 
run a special color ad in the Star. 
Chief appeal in these promotions 
is announcement that specially 
trained UW decorators will give 
hourly demonstrations on _ the 
Trimz line at both stores through- 


out the week. 

Mr. Lund said the campaign 
has led UW’s jobber here, Hibben 
Holweg Company, to run a large- | 
space ad listing all dealers in the | 
area who handle Trimz paper | 
draperies. It is the first time the | 
jobber has advertised to consum- | 
ers in its 67-year history. | 

A large number of dealers and | 
department stores are displaying 
the Trimz line in their show win- 
dows. The campaign here, while 
a separate test on all products, in 
some respects follows the UW) 
spring drive on paper draperies, | 
which has consisted of market- 
by-market merchandising, sparked 
by roto ads, in all major cities in 
the U. S. 


Preselection Is Studied 


The test here, Mr. Lund pointed | 
out, will determine for UW the) 


practicability of using single ads 
to show a long list of its designs. 
The company also hopes to “find 


|out from the test how much of a 


factor preselection can be” 
through use of such omnibus ads, 
Mr. Lund said. 

The test is being made here, he 
indicated, because the Star was 
able to do much necessary ex- 
perimentation in the mechanics 
of preparing the color plates and 
because “Indianapolis is one of 
the most characteristic markets 
for Trimz merchandising.” The 
campaign was designed almost in 
its entirety by the company’s ad- 
vertising department. 

MacFarland, Aveyard & Co., 


came ** 
ok ee 
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Chicago, handles United Wall- 
paper and Trimz Company ac- 
counts except on Trimz paper 
draperies, advertising of which is 
handled by Swaney, Drake & 
Bement, Chicago. Both agencies 
cooperated on the test here. 


Standards Group Elects 
The American Standards As- 


'sociation has elected Robert A. 


Seidel, vice-president and comp- 
troller of W. T. Grant Company, 
as chairman of its advisory com- 
mittee on ultimate consumer 
goods, succeeding Irwin D. Wolf, 
vice-president of Kaufmann De- 
partment Stores, Pittsburgh. Dr. 
Faith M. Williams, director of the 


|U. S. Department of Labor staff 


on foreign labor conditions, was 
elected vice-chairman, succeeding 
Dr. Dorothy Houghton of Teach- 


'ers College, Columbia University. 


‘Architecture’ to Doody 


Arthur Doody, Toronto, has 


been appointed representative for 


Architecture, French monthly 
published in Montreal. 


$650,000,000.00 
CAN’T BE WRONG! 


That’s the value of manufac- 
tured goods in Winston- 
Salem for 1946*, an amount 
which more than doubles 
the total value in the 1939 
Census of Manufacturers. 


That's the kind of market in 
which you need to put your 
advertising dollars to work! 


As a Manufacturing Center, 
Winston-Salem is tops from 
Virginia to the Gulf —the 
Number 1 City in the 
South’s Number 1 State; — 
a ‘‘must’’ for advertisers 
with something to sell! 

*Source: Survey of Industrial Division, 


Winston-Salem Chamber of Commerce, 
January, 1947 


J OURNAL and SENTINEL 


Winston-Salem, North Carolina 


National Representative: 
KELLY-SMITH COMPANY 


Circulation of the Sunday Journal 
and Sentinel exceeds 50,000! 


Important?” 


Yes—mars are as important to a good 
advertising program as water, food and 
heat are to the human body! So don't 
“sluff off” your mat business as a small 
detail but give it the thought and con- 
sideration it deserves. 


Call in a Progressive man now—today 
—have him analyze your mat program 
and show how you can have good, 


clear-cut newspaper reproduction 


your next campaign! 


or 1204 


MATRIX Jerse all 


517 SOUTH JEFFERSON STREET, CHICAGO 7, 


ILLINOIS 
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ber organizations in 14 advertis- 
ing and other business papers. 
Mr. Moore also cited the progress 
of the bureau’s retail division, of 
|which George C. Steele, Phila- 


Newspapers’ Ad 
Volume Reaches bee a he chairman, and 


| The Pacific Coast division, San 

| Francisco, has doubled its staff, 

r 7 |to 10 persons, under Chairman 

|P. L. Jackson, Portland Journal, 
and H. C. Bernsten, general man- 
ager, and is active, among other 


| ways, in extending the grocery 


(Continued from Page 1) 
year budget originally sought 
under the expansion plan—a goal 
missed, because we were unable eihite to sities ta that anda. 
to assemble sufficiently accurate At the bureau’s session of the 


estimates of national advertising | ANPA convention, Vernon Brooks, 
revenue for 1942. Today, 1,068 | sales committee chairman, intro- 
newspapers (975 in the U. S., 93| duced bureau executives and 
in Canada)” support the bureau, | sales teams. Newest executive is 
the current U. S. dues totaling| Lyman L. Hill, formerly head of 
$725,000 a year. | sales research for Servel, Inc., 
Under Vernon Brooks, New| who becomes western director, in 
York World-Telegram, sales com- | Chicago, May 1. 
mittee chairman, and National | 
Director Alfred B. Stanford, the; ANPA HUNTS DIRECTOR 
bureau has shifted its policy to} FOR MECHANICAL POST 


more specific selling objectives: New Yorx—The committee on 


oe = yr terry boos to gag. mechanical research reported to 


. ; 
America”; $% A more qualif oo ANPA convention that since 


|February it has been looking for | 


a qualified man to head a mechan- 
ical research division. The com- 
mittee is reviewing previous 
candidates, contacting engineer- 
ing colleges, and contemplating 
advertisements in engineering so- 
ciety journals. 


Wants Research-Trained Man 


The committee feels that it 
should logically look for a man 
trained in scientific and engi- 
neering research, not necessarily 
familiar with the newspaper 
business. 

In a straightforward report, the 
committee admitted there is little 
research that the newspaper busi- 
ness can absorb immediately but 
that “someday the newspaper 
business will spend a million or 
more dollars per year on engi- 
neering developments and will 
see that expenditures pay big 
dividends. Our main concern now 
should be to wisely lay plans that 


that day.” 


will, at some future time, lead ‘o 


2 

i 

~ 75 
wash 


rector of the Riverdale Children’s 


Ford Appoints Eldredge | Association, has joined D. H. 
to Advertising Post | Ahrend Company, New York ad- 


Gordon C. Eldredge has been | vertising organization, as an ac- 
appointed to assist B. R. Donald-| count executive. 
son, director *. sehen of socteiieaiinenst 

ord Motor Com- | 
pany, Dearborn, Names Borg-Warner 
and to supervise; Borg-Warner International Cor- 
Ford car adver-, poration, Chicago, will handle the 
tising. He suc-| export activities of Service Spring 
ceeds Frank J.| Company, Indianapolis, manufac- 
McGinnis, who) turer of springs for passenger cars 
has been made) and trucks. 
director of sales | 
promotion for 
Ford cars and 
trucks. 

Mr. Eldredge 
previously has 
been associated 


G. C. Eldredge 
with J. Walter Thompson Com- 


pany, New York; Austin F. 
Bement, Inc., Detroit and Chi- 
cago; Campbell-Ewald Company, 
Detroit, and D. P. Brothers & Co., 
Detroit. 


Mahler Joins Ahrend 


Blanche T. Mahler, recently na- 
tional executive director of the 
New Council of American Busi- 
ness and previously campaign di- | 


sales staff to apply these facts | 
“at the policy-making levels of the 
largest advertisers,” and 3. 
Broader promotion. Insufficient 
funds until now, Mr. Moore ex- 
plained, have curtailed the pro- 
motion program. 

The bureau’s slogan is “All 
business is local.” 


Case Histories Told 


He reported “spontaneous re- | 
sponse from advertisers” to the | 
new program and cited nearly 30 | 
case histories of advertisers in- | 
fluenced to swing to or expand | 
in newspapers. These advertisers | 
ranged (the report did not men- | 
tion them by name) from Lucky | 
Strike cigarets and Clapp’s baby | 
foods to the new $3,000,000 cam- | 
paign of the nation’s railroads. 

Again, without naming names, | 
the report told of the decision 
of Lever Bros. Company to re-| 
duce the radio and increase the) 
print part of its budget. This, 
Mr. Moore said, “can mean as 
much as $2,000,000 to newspapers 
in normal years.” A $15,000,000 
grocery account will start “a/| 
full-scale, all-out test of news-| 
paper advertising” when product 
shortage eases. 

Bureau presentations now be-| 
ing prepared under John C. Ot- 
tinger Jr., who became promo- 
tion director in March, are a 
sequel to “More Power in News- 
paper Ads”; a_ state-by-state 
analysis of sales of each type of 
liquor, and a plan to convert | 
dealer cooperative electric appli- 
ance advertising into national 
linage. 


County Data Compiled 


Under Research Director Wil- | 
liam G. Bell, the bureau last | 
year completed market and media 
data for each of the country’s 
3,072 counties; is 
monthly audit of grocery prod- 
uct sales through retail outlets in | 
major markets, and continues to | 
explore newspaper readership | 
through the Continuing Study of) 
Newspaper Reading, directed by | 
the Advertising Research Founda- | 
tion. 


} 


tising Research 


Groeery audits are now oper-| 
ating in Boston, Cincinnati, Gary, | 
New York and St. Louis. Store 
Samples for them are being tested | 
in Dayton, Detroit, Indianapolis, | 
Los Angeles, Oakland, Philadel- 
Phia, Portland, Ore., San Fran- 
Cisco, Toledo and Washington. 
Cities awaiting bureau field men 
‘o set up audits are Charleston, 
W. Va., Roanoke, Va., Salt Lake 
City and Winston-Salem, N. C. 

In addition, “interest” has been 
Ndicated by Buffalo, Dallas, 
Gadsden, Ala., Green Bay, Wis., 
Milwaukee, Phoerix, Richmond 
and San Diego. 

During the 1946-47 year, bu- 
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Farmer, in the progressive 
this important survey. 


PENNA. © 


OHIO. FARME 


‘N space contributed by 35 mem- < ‘a 4 EVELA 4 


The first unbiased study of Farm Magazine readership 


ra ondveted by 


ancl 


What is different about Farm 
Paper advertising appeals? What 
editorial features get top atten- 


tion and how does position influence farmers’ read- 
making a | ing habits? You will find help in answering these and 

| a hundred other perplexing questions in the first 
study of Farm Publication Readership. The Adver- 


Foundation chose The Ohio 


Golden Crescent, for 


Advertisers in the Farm Field will find much 
of vital interest in this study. All 
advertisers and their agents can 
learn new facts about the reading 
habits of farm folks which will 
suggest new ways to reach this 
profitable market. 


ra 


(© MICHIGAN FARMER 


FACTS ABOUT 
ADVERTISING TO 
FARM FOLKS 


The Ohio Farmer Survey clearly demonstrates the 
powerful effectiveness of well-written Farm Publi- 
cation advertising. It shows the amazing uniformity 
of readership by men and women, proof that each 
member of the farm family is interested in all 
phases of farm operation, living as they do, in the 
midst of their “factory”. It shows, too, the recep- 
tiveness of the substantial, concentrated, eager- 


to-buy Golden Crescent market. 


Be sure to see Study Number One of the Farm 
Market—The Ohio Farmer. Write or wire if you 
fail to receive a copy. 


Sponsored by the 


American Association of Advertising Agencies 
and the 


Association of National Advertisers 


Tae Golden Crescent 


“Your distribution may be national, but your selling is always LOCAL” 


Copyright 1947, Capper-Harman-Slocum, Inc 


© PENNSYLVANIA FARMER =” 
ok WARRRO | 
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NY Printers Win 
16-20% Pay Rise 


New York — Pay increases of 
16% to 20% for 4,000 employes in 
the composing rooms of 27 news- 
papers here are provided in a new 
contract signed last week by Local 
6, International Typographical 
Union, AFL, and the Publishers 
Association of New York City, 
acting as agent for the publishers 
of 15 daily newspapers in ne- 
gotiations that began Feb. 3. 

The provisions of the contract, 
which also will cover 12 papers 
not represented by the association, 
were voted 1,592 to 211 by the 


to Chicago conventions. Simply send 
blowups, photos, etc., by mail. We will 
mount, cut out, etc., and install complete 
display in your booth within 24 to 36 hrs. 


Fred Mees, Bindery, {2.2005 8T: 


vy 


union. 
Wage increases in the one-year 
contract are retroactive to April 


1, with other conditions taking 
effect last week. The new scale 
gives printers on the day shift a 
weekly wage of $90, an increase 
of $12.50; printers on the night 
shift $95, a $14 increase; and 
printers on the “lobster” or early 
morning shift, $100, an increase 
of $16.50. The contract also pro- 
vides for two weeks’ severance 
pay in the event of elimination of 
jobs through newspaper mergers. 

The work week for most print- 
ers is reduced from 37% to 36% 
hours, with the work day for the 
day and night shifts reduced from 
7% to 7% hours, while for the 
“lobster” shift it remains seven 
hours. Vacations are increased 
from two to three weeks with pay. 
The contract continues the closed 
shop. ‘ 


CHARLES J. BOYLE 
LarRcHMONT, N. Y.—Charles J. 
Boyle, 70, retired executive vice- 


president of Paul Block & Associ- 
ates (now Maloney, Regan & 
Schmitt), mewspaper advertising 
representative, died April 21 at 
his home here after an illness of 
several years. 

Before joining the firm, with 
which he was connected for nearly 
30 years until his retirement in 
December, 1941, Mr. Boyle had 
been manager of the New England 
advertising offices, in Boston, of 
Butterick Publishing Company. 
During 12 of his years with Block, 
he was advertising director of 


Pictorial Review. 
— 


ARTHUR O. DILLENBECK 

PLANDOME, N. Y.—Arthur O. 
Dillenbeck, 61, retired advertising 
agency executive, died at his home 
here April 20 of a heart ailment. 
He had been confined to bed for 
about six weeks. 

Mr. Dillenbeck was a founder 
and for many years a partner of 
the Hanff-Metzger Advertising 
Agency, New York, and continued 


with its successor, Buchanan & 


Co., as executive vice-president 
until his retirement in 1940. Since 
then he has been a feature writer 
for several national magazines. 


JERRY AKERS 

San Francisco —Jerry Akers, 
manager of Station KSAN here, 
suffered a fatal heart attack April 
3. He became ill while attending 
a meeting of the San Francisco 
Advertising Club, and died shortly 
after arrival at a hospital. 


ALBION H. SALTER 

RocHester, N. Y.—Albion H. 
Salter, 86, chairman of the board 
of Rochester Poster Advertising 
Company, died April 13 in Park 
Hospital here. Mr. Salter had 
been president of the company 
until three years ago. 


~ ' 
Joins Four A's 

Advertising Counselors of Ari- 
zona, Phoenix, has been elected 
to membership in the American 
Association of Advertising Agen- 


cies. 
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Dailies Suppor 
New Dues Basis 
of ANPA Bureau 


Larger Funds to Back 
Onslaught on Radio 
and Magazines 


O, tT 


New York—‘‘We have already 
heard from 41.5% of the 715 mem. 
bers addressed” on the new dues 
basis for the Bureau of Advertis. 
ing (AA, April 1), William A, 
Thomson, administrative director 
of the bureaus told the ANPA 
convention, and have had “almost 
unanimous acceptance.” 

These account for $333,063.32 in 
annual subscriptions. “Most of 
the few who have raised objec- 
tions,’ Mr. Thomson added, “ap- 
pear willing to give the matter 
further consideration. Results 0 
far have gone even beyond the 
highest expectations of the board.” 
Under the plan, the bureau's 
annual revenue would be boosted 
from the present $725,000 to more 
than $1,000,000. 


Approve June 1 Date 


“About 60% of the members so 
far accepting,” he explained, “have 
volunteered to pay the new dues 
for the quarter beginning next 
June 1.” 
Alfred B. Stanford, national di- 
rector of the bureau, emphasized 
the change in advertiser attitudes 
toward newspapers. “Only a year 
ago,” he said, newspapers were 
“dying on the vine.” But in 1946, 
“despite crippling strikes and 
paper shortages,” newspapers had 
the greatest volume of nationa 
advertising in their history. 
Today, he continued, “manage- 
ment has got the jitters.” News- 
paper publishers are manufac- 
turers too. To meet their rising 
costs, he suggested that they ‘“de- 
vote a higher proportion of your 
limited white space to national 
advertising, at the national rate.” 


Gives Research Results 


Mr. Stanford cited results fro 
the bureau’s research program 
and its emphasis on the slogan 
“All business is local.” He stressed 
the “waste” of advertisers who 
employ national media for prod 
ucts which have wide sales varia 
tions throughout the country. ““Two 
states and the District of Colum 
bia—about 20% of our popula 


tion—account for 51% of al 
Scotch whisky sales. . . 
“IT don’t care how importan{ 


some orchestra or some comedia 
might be to the ego of an adver 
tiser, or how impressive his prod 
uct may look in a_ four-colo 
double-page magazine spread 
manufacturer’s worries today 
might make him mighty sensitivé 
to (such) thoughts about his ow! 
business.” 

Frank H. Meeker, Osborn, Sco 
laro & Meeker, president 
American Association of News 
paper Representatives, noted thé 
rapid and steady national adver 
tising progress of newspapels 
since 1942. 

Magazines, however, he added 
“are not significantly better (ha! 
last year.” Radio— “stripped ° 
much of the novelty that marked 
its earlier years, faced with a re 
turn of sterner budget require 
ments—now finds the goin: 
tougher, finds the buyers rougher. 


Gets Mushroom Account 
Delaware Mushroom Cooper 


tive Association, packer of F1rS 
State and Delaware Kitchel 
brand mushrooms, has name 
Samuel Groot Company, Ne’ 
York, to direct its advertisiné 


Magazines and trade publicatio? 


will be used. 
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Ad Guild Charges 
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Ad Guild Charges | Last Minute News Flashes SSC&B Appointed 5°C Bavistes 
| by Bi A r gs Urban Income Off Slightly. But Total Is Up. nT Di oston Station 
EW YorK—There are 38,609, amily units in the Unite es, { t API 7 
Y 1g gencies ; as of Jan. 1, 1947, according to the annual estimate of Everett R. 0 rec from Airlanes 
New York — The Advertising| Smith, director of research for Macfadden Publications, Inc. This is s . WASHINGTON—The FCC Wednes- 
J Guild distributed handbills before! an increase of 993,000 over the previous year. Despite the increase M a azine f) day ordered WORL, Boston, off 
headquarters buildings of major] jn total, urban families in the over-$5,000, $3,000-$5,000 and $2,000- g rive the air Aug. 31 because it had 
New York advertising agencies| $3000 income groups actually decreased by 208,707, from 14,528,051 withheld information for more 
ack § 12st week, charging wholesale fir-| on Jan. 1, 1946, to 14,319,344 on Jan. 1, 1947. They now account for| New York —The agency com-| than six years of a shift in con- 
~ ings by several such agencies | 69.9% of all urban families, whereas a year ago they accounted for petition for the advertising end of | trol to associates of watch maker 
lio since Jan. 1 and inviting agency | ¢2.3% of all urban families. Total urban families now number 23,- the American Petroleum Insti-| Arde Bulova. 
heads to confer with the Guild to| 512.880, an increase of 379,040 from last year. tute’s public relations campaign| The second deletion will be 
“alleviate conditions” of their A counter trend among non-urban families, however, makes the | came to an end last week as the| simultaneous with that of WOKO, 
siteod workers. 3 __| pattern for all families considerably different. As of Jan. 1, 1947, Mr.|Public relations committee of the | reported last month, the test case 
ey Young & Rubicam, the handbill| Smith estimates a total of 3,721,661 families were in the over-$5,000 | institute awarded the account to) in which the Commission estab- 
me said, has fired 91 since Jan. 1;| group, an increase of 359,631; 7,055,563 families in the $3,000-$5,000 Sullivan, Stauffer, Colwell &| lished its right to refuse renewal 
Ricertis! Buchanan has released 65; Benton | sroup, an increase of 418,408; 11,814,894 families were in the $2,000- Bayles, the survivor of the 11|where stations suppress pertinent 
i . & Bowles 45; Abbott Kimball 60, | $3,000 group, an increase of 276,562; 10,904,301 families in the $1,000- | agencies originally invited to sub- financial data. 
4 tad and Batten, Barton, Durstine &| $2000 group, an increase of 104,747; and 5,112,681 families in the mit presentations. Like the WOKO case, which in- 
ANPA Osborn quite a few. ss __| under-$1,000 group, a decrease of 166,348. The advertising section of the volved stock issued to former 
sia} Most agencies, the Guild i campaign for 1947 will be limited | Radio Commissioner Sam Pickard, 
almost added, “are letting people go,|Del Monte Coffee Promoted in East to a four-month national maga-|the WORL decision was prompted, 
63.30 | often replacing them with people San Francisco—California Packing Corporation is launching an in-|zine drive from August to De-|at least in part, by the fact that 
-o< IN@ at lower salaries.” tensive campaign for Del Monte coffee in eastern markets, through|cember, and it is expected that|a former federal radio commis- 
Most of Young & Rubicam replied that| McCann-Erickson. The New York metropolitan area campaign alone|the campaign will cost about|sioner had been a party to the 
objec- it has fired only two in this period.| includes 20 newspapers, participation in “Make Believe Ballroom” | $400,000. This figure, projected | suppression. 
ed, “ap-§ Buchanan released 20 to 25 due to| on WNEW and 1,000 transit posters. on a full-year basis, would put With only four of the seven 
| 4 the switch of part of the Texaco : . ‘ the API account total at $1,200,-| commissioners participating, the 
Suits so radio account to Kudner Agency. Meyer to Become “Washington Post Chairman 000. vote for deletion had been 3 to 1, 
ond the§ Two agencies cited denied the| _WAsHINcton—Eugene Meyer, until recently president of the World| In addition to the national| Commissioner E. K. Jett protest- 
cule Guild’s charges. Benton & Bowles | Bank, will return to the Washington Post next month in the newly-| magazine campaign, plans include |ing that a lesser punishment was 
Mansted recalled that in May, 1946, 40 created post of chairman of the board. His son-in-law, Philip L.|a tie-in merchandising campaign | warranted since the record did not 
Bevced pone see * but said - Graham, continues as publisher. - agent = apnea associa- yom gua Loe for the incor- 
since that time the agency has : : . ions and other groups to sponsor | rect reports. 
been hiring, not firing, and that Conners Joins New Railway Federation : ’ related advertising in newspapers Commissioners Denny, Durr and 
LEVELAND — Ray Conners, formerly eastern publicity director of ? Pg : 
te more people are employed now United Air Lines, has joined Robert R. Young’s Federation for Rail- and radio at local level. A cam-| Wakefield held that “a continuous 
ities of than on Jan. 1. BBDO reported way Progress a8 & one ecanies with aioe Seetibien a paign in oil industry business pa-|series of misrepresentations and 
d. “have that no one had been fired in ’ ‘ pers will be used to stimulate co- concealments” over six years 
on all ae aces ; rt of operation. Bry pene priate that the ap- 
3 membership) since Jan. : plicant does not possess the neces- 
ng nexig On March 31, 1947, BBDO’s Pretest Technique Elect Howe ANPA Will Use Plans Book sary character caisheatlans for a 
: _f New York office had 10 more em- = Also in the works is an adver- | licensee of a radio station.” 
essa! pare than it did Dec. 31, 1946, for Spectaculars P r esident, Slocum — ~_— book, which will en-| They argued that the station’s 
a and 28 more employes nationally. - able oil companies to adapt their | president, former federal Radio 
a Abbott Kimball Company re- Launched by GOA Bur edu Chair man themes to that of the institute. Commissioner Harold A. Lafount, 
a sere (used to comment, nor would the} Curcaco— Research is being| New Yorx—David W. Howe of| After the 11 agencies were| “had extensive experience in con- 
Pha 1948 agency’s controller reveal whether | used on an expanded basis to the Free Press, Burlington, Vt.,| called in, late in February, the| nection with other radio stations 
ces andy ‘tal employment was higher or|improve the techniques of pre-|Was elected field was narrowed to three,| and was well aware of the neces- 
ee had lower than on Jan. .. senting outdoor displays, B. W. president last Maxon, Inc., J. M. Mathes, Inc., sity for making complete and 
aitons The Guild pointed out that| Robbins, president of General week of the® and SSC&B. By the first of April | truthful reports.” 
oy “Walter Lowen (advertising per-|Outdoor Advertising Company, | American News- : only Mathes and SSC&B were| FCC claimed that WORL hid 
anemece! sonnel placement service) has| largest Operator in the field, re- paper Publishers ia left, and the final decision was | the fact that its stock passed into 
» News Very few good jobs to offer.” H.| vealed to stockholders at the re- Association to Gis made last week. _ , the hands of Mr. Lafount and two 
caiiataas Lowen checked with his depart-| cent annual meeting. succeed William | Because SSC&B, since its found- other Arde Bulova associates—at- 
sir rising) Ment heads and found they had a| “Our experimental research ef- G. Chandler, § ing last fall, has steadfastly main-|torneys George and Sanford 
they “de, total of 500 jobs listed, at salaries| forts have been increased,” Mr. | Scripps - Howard tained that its primary interest | Cohen. It is said these three, who 
Pa yon ranging from $30 a week to $40,-| Robbins said, “in order to study | Newspapers. was packaged goods in the food | supervised $2,000,000 of Bulova 
eAtional 000 a year. and experiment with modern and E dwin S. and drug field, its competing and | radio properties, including WCOP, 
nal rate.” . Pe. oR functional structural designing,| Friendly, New selection occasioned some sur-|WPEN, WOV, WELI and WNEW, 
Nabisco Cuts Slice new lighting effects, various elec-| York Sun, was p, w. Howe prise in agency circles. How-|were familiar with FCC’s rules. 
sults of New ABC Sho trical equipment and novel ani- | advanced from ever, the agency pointed out that; The Commission turned down a 
silts fro . maar w matien principles. Many excel-| treasurer to vice-president; J. L.| it has generally declined to handle /| plan for the sale of WORL to the 
program y og Biscuit Company, New |jent results have emerged from| Stackhouse of the Press, Easton, accounts requiring the establish-|Bitner Broadcasting Company, 
ve slogan a att te vg oA — res the blueprint stage to actual|Pa. was mamed secretary, and | ment of branch offices or consider-|and said that it would take no 
e stressed ccomaiaiaaie: yn A with’ rae scaled models.” W. L. Fanning, Yonkers Herald |able legwork among _ diverse| action prior to June 1 on the dis- 
isers whi comments by Paul Whiteman These new ideas, the report| Statesman, was elected treasurer. branches of an advertiser (elimi-| position of the 950 ke. channel 
for prod{ABC’s music director, who will said, “await only the release of Richard W./|nating, for example, automotive| which WORL must vacate. 
jes varia function in effect as a disc jockey | restricted materials in sufficient | P wy Slocum, general| accounts), but API’s setup re- 
try. “Two commenting on the records. The| quantities to place before our manager of the | quires primarily creative work 
Mf Colum Sow will be heard five afternoons | clients and the public. | Philadetphia|from the agency. SSC&B will de-| Starts New Sunday Paper 
 apulel week. The time has not been censnintinnn Ghiintatas Bulletin, was|tail one field man to assist in| jp Long Island City 
a a set, nor has the amount of Na- 0 pec elected chair-|lining up independent coopera- A 
oon te —— McCann-Erick-| «tn the field of electrical spec- man of the gov-/| tion at the local level. a Revved a tent toon A... 
important gency. tacular displays, many innova- erning board of| John M. Lovejoy, Standard Oil! pres. has been cuuitahed omainae 
comedial ‘Shoppi N tions are in progress, the most the Bureau of|of New Jersey, chairman of API’s| sively for the borough of Queens 
ha eaves pping News important of which is a new dia- Advertising,| public relations committee, made| and Long Island by the owners of 
his prod Offers Consumer Tests graphical technique developed by ANPA, succeed- the announcement of the agency|the present Long Island Daily 
four-colo The market research division of |GOA for the presentation and ing Roy Moore,| appointment. A sub-committee, | Press and Star Journal. The paper 
spread, 4 D0wntown Shopping News, Chi-|pretesting of this important form)  R. W. Slocum Brush - Moore|headed by Harold L. Curtis, as-| carries a 24-page tabloid color 
es today c@80, is offering manufacturers | of our medium whereby the pros- News papers,|sistant to the president of Shell | Comic section, Parade, and four 
y sensitive and agencies test facilities in con-|pective advertiser may view in|Irwin Maier, publisher of the Oil Company, did the agency =a gg Py i aowre 
at his ow! pie ne Bl t.-3 women’s forum, its proper dimensions, color and | Milwaukee Journal, becomes vice- | screening. a y and classified ad- 
Civie Opera House and attended ee it —_ wiacaainres omen —_—___— wearer The new paper is part of a 
born, Scof by 3,000 housewives. ecore it is built. : Frank Coutant Elected chain which includes, in addition 
ssident OM Average cost of questions asked The poster has had its share Hotpoint Ups Prices; Head of Fact Find oo the tong isend papers, Me 
of News the women amounts to 2% cents|°f advanced designing. A new R als N Lin OSS GS FON See Newark Star Ledger, Staten Is- 
noted thajPer question per person, accord-| Modern structure of enameled all- eve Cw e Frank R. Coutant, formerly|land Advance, Syracuse Herald 
nal adver 2% to Ralph Smallman, research | steel construction has been de-| Hotpoint, Inc., Chicago affiliate| managing director, has been Journal, Syracuse Post - Standard 
avery wrector. signed by Raymond Loewy Asso-|of General Electric Company, is| elected president of Fact Finders|and Syracuse Sunday Herald- 
—" —__—_——- ciates. The Outdoor Advertising — - ening to SAR SENS Oh pore riage _ ~ warts suc- | American. 
° er : its postwar appliances because of|ceeding the late Dr. Ralph E. ——_—— 
he added Bates Shoe Starts Drive en = gg Pte tt inervened ihar anol material costs,| Rindfusz, who died this naar 2 Toi ° 
petter thal 3ates Shoe Company, Webster, senting the industry, has adopted | om nuiais said last week. A wage | Dr. Rindfusz for many years was Join McCann-Erickson 
stripped ff Mass., has launched a national the new structure as a standard, | increase was recently granted all| head of Periodical Publishers As-| Jack Holmes, formerly in the 
sat markei— Campaign in Esquire and News-| 22d GOA has a quantity on order | employes. sociation. production, research, radio and 
with a reg Week, using the theme “Slipper- for delivery as materials become The company, at a special Chi- William J. O’Brien was named | media department of the Chicago 
6 sequirt free where your foot bends.” Free | available.” ; cago showing, unveiled new elec- executive vice-president of Fact office of Foote, Cone & Belding, 
he goint radio transcriptions and free mat| GOA had gross sales in 1946 tric dishwashers, refrigerators,| Finders, Robert J. Sherwood,|and John Klatt, previously as- 
_ a service to dealers are being of-| of $21,068,472, compared with $19,- | ranges and hot water heaters, and | vice-president, and Flora E. Cou- sistant media director of Cramer 
rs rougher. fered. Shoe trade publications are| 767.724 for 1945. Net profit was Leonard E. Truesdell, vice-presi- | tant, secretary. Krasselt Company, Milwaukee, 
introducing the campaign to the . : ‘4, | dent in charge of marketing, said ———_——__—— have joined the Chicago office of 
Account Bs ce trade. $2,067,469 in 1946, compared with | these new items will be “in good . . McCann-Erickson as space buyers. 
ert ‘ $1,068,280 for the preceding year.| <4551y” within a few months. mutoceon ree ee , 
ere . emeeaeee a il Rothschild, formerly in the . 
e Kitcne — ago Fred Brown to Retire Henlen Appoints Ellis sales promotion ‘and advertising| Two Appoint Metcalf 
aw AS E. Baker Company, York, ; ; department of the Detroit Jewish| George T. Metcalf Company, 
News .°> Producer of fluxes and re-| Fred I. Brown, vice-president Henlen Company, Buffalo,| Chronicle, has joined the Ruben| Providence, R. I, has been ap- 
etie ng fractory material for the steel|in charge of sales of Bostitch,| manufacturer of Adatan sun tan| Advertising Agency, Detroit. He| pointed to direct the advertising 
a blication Le istry, has appointed W. H.| Inc., Westerly, R. I., sales organi-| lotion, has appointed Ellis Ad-| will continue to write his “Round|of A. T. Cross Pencil Company 
p ' ong Company, York, to handle | zation for Boston Wire Stitcher| vertising Company, Buffalo, to|’N’ Round the Town” column for|and Providence Plumbing Sup- 
ts national advertising. Company, will retire June 1. direct its advertising. the Chronicle. 


ply Company, both in Providence. 
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...that helps sell goods 


Selectivity is not only the cornerstone . . . it is the solid foundation on 
which the circulation of each Haire publication is built. 


The roster of paid ABC audited subscribers to these merchandising 
magazines, is a veritable Who’s Who in their specialized fields — most 
powerful buying force in these highly profitable markets. A single buyer- 
reader often has the purchasing power of more than a million dollars. 


Surveys reveal that subscribers to Haire Publications keep their 
copies for an average of 150 days. . . over 20% keep them a year or longer 
as text books for constant reference . . . more than 72% subscribe by mail 
... their combined renewal average is over 77%. More than that, there 
are 4.3 readers for each copy printed! 


Your specialized highly selective monthly Haire publication will 
deliver your advertising message to the right people—in the right places— 
at a lower cost per sell-ective buyer-reader, than any other comparable 
medium. 


The Power of ALL for the strength of EACH 


Consistent research, constant sifting and meticulous selection assure 
for each Haire publication the concentrated buyer-readers who make 
up the Blue Ribbon audience in each specific market. 

HOME FURNISHINGS MERCHANDISING, described here draws 
on the resources of the complete organization of experts who comprise 
ALL the Haire circulation staffs. It thereby delivers the PAID buyer- 
subscribers who control the major volume of business in its market. 
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MERCHANDIS 


ective buyer circulation 


wniture bedding floor coverings radios fabrics curtains wallpaper lamps decorative acce gm 


MORE effective because it’s 
MORE SELL-ective! 


HOME FURNISHINGS MERCHANDISING is the only specialized 
monthly publication devoted to coordinating the merchandising of 
products for living rooms, dining room and bedroom. 


This unique editorial service has won the responsive interest of active 
buyers of these products in leading furniture, department and home 
furnishings stores. 


HFM has a Jong life in readership values. It is mever thrown away. 
Over 60% of the buyers keep this monthly publication for periods of 
from three months to more than a year for sales training meetings and for 
constant reference as a reservoir of merchandising ideas and information. 


With a PLUS VALUE of 3 to 6 readers per copy for 84% of HFM’s 
retail subscriptions, it exerts a powerful impact on the thinking of the 
country’s merchandisers of home furnishings. HFM, therefore, offers the 
advertiser a concentrated sell-ective buying influence and an exceptionally 
high advertising value. Send for complete fact sheet. 


FOUNDED 1901 —It is the only monthly publication devoted to coordinating 


the merchandising of furnishings for living rooms—the bedroom and dining 
room — nothing else. 


. 
BUYER COVERAGE—The distinctive HFM editorial service makes it “MUST 
reading” with a coast-to-coast responsive buyer-readership in leading furni- 
ture stores, department stores and home furnishings specialty stores. 


EDITORIAL LEADERSHIP—Edited by Esther Skaar Hansen, nationally recognized 
home furnishings authority, and a picked staff of expert marker editors. 


ADVERTISING STRENGTH — The recognition of HFM’s influence on the 
buying power of America’s retailers of home furnishings—is indicated 
by the consistent increase of bigh quality advertisers who are planning 
ahead to influence the highest type buyers of their products. 
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Information headquarters for 9 Major Markets 
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